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give Holmes & Edwards years more life 


... the most convincing, compelling sales story ever told and shining proof 
to every customer that this is truly the world’s most precious silverplate ! 


HOLMES & EDWARDS 


sterling Inlaid Silverplate 


A PRODUCT OF THE INTERNATIONAL SILVER COMPANY 








Specialists 


Right in the heart of the European diamond market we have our own offices constantly 
combing the markets to bring you the best values in fancy cut diamonds available. 
That is why hard to find diamonds are always in stock at William Levine with 
prices that defy competition. Marquises, emerald cuts, pear shapes, triangular cuts 
and heart shapes...all colors every quality in the sizes you want, to be 


shipped to you on memo at once. Phone, wire, or write... 


WILLIAM LEVINE COMPANY 


Importers ... Cutters 
29 EAST MADISON STREET « CHICAGO 2, ILLINOIS + PHONE: ANDOVER 3-7447 
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THE COVER 


Cover shows some of the winners of 
awards from the 1954 Diamonds USA. 
Top upper left hand corner, read- 
ing clockwise: Spaulding & Co. of 
Chicago; Nadja Buckley; Tiffany; 
Seaman Schepps; Nat Koslow; Tif- 
fany; Raymond Abrahams; and Elgin 
National Watch Co. 


on @ a 


P. M. FAHRENDORF, President 
and General Manager 


LANSFORD F. KING, Editor 

PETER SILVERI, Associate Editor 
RICHARD ELLANEY, Associate Editor 
THOMAS J. HIGGINS, News Editor 
MADELINE LOVE, Gifts Editor 

JOHN E. McGINN, Art Editor 

GEORGE BAKER, Washington Bureau 
RAY M. STROUPE, Washington Bureau 
NEIL R. REGEIMBAL, Washington Bureau 
National Press Bldg., Washington, D. C. 


PAUL WOOTON, Washington Member of 
the Editorial Board 


JOHN J. BOWMAN, Technical Consultant 
DR. FREDERICK H. POUGH, Gem Consultant 
WINIFRED PARKER, Fashion Consultant 
VIRGINIA DIXON, Display Consultant 


ener 


BUSINESS STAFF 


ROBERT WATSON, Production Manager 
A. V. ANSEL, Reader Service Manager 


New York 

RAY V. LAWRENCE 

MADELINE LOVE 

ARTHUR J. TUVERI 

JOHN W. WYATT 

100 E. 42nd St., New York 17, N. Y. 
OXford 7-3400 


New England 

E. P. LINGHAM 

420 Ind. Bank Bldg., Providence 3. R. I. 
Gaspee 1-528! 

10 High St., Boston 10, Mass. 


_ Liberty 2-4460 


Chicago 
WILLIAM E. COMISKEY 

29 E. Madison St., Chicago 2, Ill. 
CEntral 6-3735 


West Coast 

J. G. DAVENPORT & ASSOC. ; 
2412 W. 7th St., Los Angeles 5, Calif. 
DUnkirk 2-6254 


Los Angeles 

HARRY R. TERHUNE , 
201 Oceano Drive, Los Angeles 49, Calif. 
ARizona 3-6270 
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Actions speak louder than words. And, Hamilton never 






stops doing the things that say ‘‘Thanks’’ to retail 






jewelers. You always know where you stand with this 






exclusive jewelers watch line. 


one line covers your complete fine watch requirements OF 
starting at y, > 















yeu always know where you stand 
with this exclusive jewelers watch line. 


Hamilton — 


sold direct to retail jewelers by HAMILTON WATCH COMPANY, LANCASTER, PENNSYLVANIA 
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SAYS YOU CAN... 
WITH THE 


NOW...with this one versatile style, you can 
sell the man who likes the comfort and convenience 


of an expansion band... AND the man who 


likes the rich, masculine look of leather! 


presents expansion bands, combining the beauty, the 
dependability of exclusive “Fluid Spring’ construction... with panels of 


alligator leather, contour-curved to fit the wrist snugly, smartly. 


Available in two designs, as shown, each with straight or curved 


Telok oun sloliaMel-t ile lal Mon Zell el ol{-Milammelo)(obndlit-to Mel mr sceollal (CM) (-1-1 6 
TaMmelo)fobaali t-te Mh vAlinie ol cehoaaime) am oliele ame] lite leh (olan (toh ial-1a— only $7.95* FTI. 
In stainless steel with black or grey alligator leather only $6.95**. 


Styles 6190,.6165 Styles 6290, 6265. 


Gift-packaged in the rich and distinctive new ‘Show-Off" 
box, they make irresistible gift buys! 
YOUR . SALESMAN WILL SHOW YOU 
THE MEDALIST AND OTHER FAMOUS BRETTON 
IDEAS THAT STOP TRAFFIC AND START SALES. 


Make your business look alive with the BRETTON line for '55! 
ives New @ariceo, N. ¥. 


e are prime contractors in the Defense E!! 
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ESIGNS UNLIMITED 
UPPLY UNLIMITED 


RARLAY « DLRICHER 


Perfect Die-Struck Rings and Findings 


KB Die-Struck Rings and Findings, in Unlimited Style and Unlimited 
Design, are your ready answer to all of your production problems. 
Easier to assemble, Easy-to-Set and Easy-to-Size, you will find that 
KB Die-Struck Rings and Findings also take a better finish and are 
non-porous and non-brittle. Here, at Karlan & Bleicher, meticulous 
skill and expert craftsmanship, are your guarantee of a constant 
and unchallenged source of Ring Finding supply. 


47777 IR 


) FOR QUALITY LADIES’ & GENTS’ STONE RINGS — IT'S 

FALCON STONE RING MANUFACTURING COMPANY, Inc. 

(6 A DIVISION OF KARLAN & BLEICHER 
» ING. 
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Yes. We’re flipping our lids over these wonderfully 
brocaded cases that can double as an evening purse. 
But we’re not the only ones. Wait ’till your customer 
sees them... and... better still . . . what’s inside! 





COMPANY 


ATTLEBORO, MASS. 


*" MAKERS OF QUALITY GOLD FILLED JEWELRY FOR OVER 80 YEARS 
SOLD THROUGH A SELECTED LIST OF WHOLESALE JEWELERS* 


Canadian Distributor: 
JACK W. LEES, 44 King Street West, Toronto, Ontario 


Flexible sterling tulip links 

in soft silver finish 

Lss333s set $32.50 

suggested keystone plus 10% tax 





Genuine American Jade in Sterling 
Lss293 set $29.50 
suggested keystone plus 10% tax 






Sterling tulip Lss333R 
set $22.50 
suggested keystone plus 10% tax 
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PLAIN, CHANNELED and 
AZURED RING BLANKS 


Our line of ring blanks includes a complete 
assortment of shapes and styles designed to meet 
every requirement and all your varied needs. 


You will find plain blanks in all shapes and 
widths, rim rings for wide ornamental bands, 
channeled and azured rings for any size diamonds. 


When using our line, it will be apparent to 
you that production has been carried forward to 
the point where a minimum of labor is requir- 
ed to turn out the finished piece. For recogniz- 
ed quality, the Baker PLATINUM settings and 
findings are the choice of the industry. 


We present our entire line, the largest avail- 
able, in 10% Iridium-Platinum, Jewelry Palladi- 
um and Gold. Our settings, findings and ring 
blanks are all die-struck. 











113 ASTOR STREET, NEWARK 5, NEW JERSEY 


NEW YORK + SAN FRANCISCO + CHICAGO « LOS ANGELES 





yled \ine 
5 da shing 4S the 
rs \ook for. 


W, highly st 
name 


y demands. 
" 


2 TELY ne 


ons jewel 
ur custome 


> popul ar prices 


ay $ {ashions, 

of the new 
sample \ines reflect 
your gerritory 


pinations de- 


d display 


Sample an 
ou in selling: 


a. 
pa aesaiiaiinal 
—_ 
a 
— 
— 


8 
























Tere tts ae te Se 


“St tat” Fs 





i iKeesen | | : + 
tere seers) . , 
iB R | | 


Ni Evettteaathacta we) aun.) an G70) (eames mere) (em 


SEARED tack, 5 Ache os dk eee Se el 


10% Irid. Platinum and Palladium Diamond Rings. 


RINGS ENLARGED TO SHOW DET ATI 





BRISTOL SEAMLESS RING COMPANY 


71 NASSAU STREET + NEW YORK 38, NEW YORK 


YOUR TV SHOW, 


GteELGIN Fur 
A SMASH HIT! 





e 
are reaching great audiences— 
19,000,000 viewers every week 











for YOU, the retail jeweler 


Great shows like this— 
“FLOOD” starring Robert Cummings and Janet Blair 


ELGIN WATCHES 


WADSWORTH 


WATCHES 


HADLEY WATCH BANDS . 


The first full-hour network TV show in the jewelry industry! Watch The Elgin 
Hour—your customers will! See your newspaper for time and channel. 
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Palladium advertising 


rolls up 


consumer interest 


and sales... 











Get the full benefit of our consumer 
advertising and all the free palladium 
sales aids by featuring this sign in your 
windows and counter displays. 


Platinum Metals Division 


THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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your ring, loo 


You'll treasure it all the more if your 
diamond is set in precious palladium 

As you know, palladium is a 
sister metal of platinum. It is the 
newest of the precious jewelry metals 

so rare so beautiful . . . so 

modern. Always in perfect taste! 

Its gleaming whiteness makes the 
most of your diamond's brilliance. 





Its strength protects your diamond, 
holds it securely 


So ask your jeweler for palladium 
tings. Or write us for a source 
of supply 

We'll be glad to send you your 
free copy of our booklet describing all 
Precious metals. You'll find it helpful in 
selecting your rings. 





TTT? tr oe te SS 


Visit the jeweler displaying this sign 
Ask bim to sbow you bis jewelry 
created in palladium 


PLATINUM METALS DIVISION 








* THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 











One ad doesn’t make a campaign! 


It’s the month after month...year 
after year advertising of palladium 
that quietly, steadily builds up con- 
sumer interest, confidence and sales. 


Advertisements, like the recent 
one reproduced above, are reaching 
and influencing your customers for 
palladium rings and jewelry. 


SEVENTEEN. Over a million teen- 
agers (plus their friends) read this 
vitally interesting magazine each 
month. This group will soon be pros- 
pects for palladium rings. 


CHARM and GLAMOUR combine 
to tell the palladium story to some 
1,306,354 young women in their late 
teens and twenties. In this number 
are many of the prospective brides 
who will come to you for their palla- 
dium rings and bridesmaids’ gifts. 


HARPER’S BAZAAR effectively 
reaches 353,122 of the fashion con- 
scious with each advertisement... 
including the fashion leaders of 
your own community. Our colorful 
full-page advertising keeps palla- 
dium in the forefront with this im- 
portant group of your customers. 


TRUE now has its own individual 
campaign addressed specifically to 
the two million men who read it 
each issue. These ads reach the 
young men who pay for the engage- 
ment and wedding rings. The ads 
also remind married men to select 
gifts of palladium for their special 
occasions. 


Check your palladium stock... and 
send for your copy of “Palladium 
Jewelry ... and Where to Buy It,” 
which also describes a variety of 
free sales aids featuring palladium 
for your own use. 
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here’s a touch of Cleopatra in every woman 


AND NOW YOU CAN CASH IN ON IT...WITH 





3-strand bracelet 
2-strand bracelet 


Choker, one-strand 


... bewitching adornments for the — search of truly exciting gifts. 
woman with an instinct for high fash- Strong, tubular construction, tarnish- 


ion... luxurious, coiled golden brace- proof scales, golden color, or rhodium- 


lets for her wrist or upper arm, a plated for long-lived beauty. Also 
gleaming golden choker for her throat. = Turquoise or Jade 
You'll sell them to women with a stones in place of snake’s head and tail. 


flair for the dramatic and to men in Whiting & Davis Co., Plainville: Mass. 
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the first of the big four color ads in 
LIFE magazine will hit over 20 million 
people in November. The second 
follows in the heart of the Christmas 


buying season, 


Dave Garroway begins telling 
millions more about Gold Filled 

on “TODAY”. Gold Filled ‘oo’ 
sponsorship begins in November — >< 


runs through the big pre-Christmas 
—_ jewelry season. 


AND HERE’S acs YOU CAN CASH IN... NOW 


. make sure your stock of Gold Filled items is large enough to provide a good range 
of selections. Don’t be caught short. 


. let the national promotion build your store traffic. Use and identify Gold Filled 
items in window displays. Group Gold Filled items in counter displays. 


IDENTIFY . .. instruct your clerks to identify each Gold Filled piece as Gold Filled when selling 


a customer. Take advantage of the pre-selling done by national advertising. 


. make sure everyone in your store can give a lucid explanation of Gold Filled and 
how it differs from less expensive plates and washes. If you would like a booklet 
explaining Gold Filled, just write to 
the address below. It will be sent 
you without charge. 








' eal hee leila lo: et ie lodr-lalelal 
Attleboro. Massachusetts 
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See oe Manufactured EXCLUSIVELY 
1910 


for the wholesale and 


jobbing trades since 1910 


S ee ee cee f S:.0O' NS 
Manufacturers of Gold and Platinum Watch Cases 
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SETTINGS 
and 
SHANKS IN 





SERIES 485 


GOLD-PLATINUM-PALLADIUM 


Write for Free Illustrations of Various Styles 
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SERIES 440 116-0 a 
HONESTY ACCURACY 
KARAT =) SKREFINERS & SMELTERS ., JEWELERS 
GOLDS FOR HALF A CENTURY PALLADIUM 


Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON unc. 


25 West 47th St. ©@ ##Phene JUDSON 2-3095 @ New York 19, N. Y. 
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Y cold, produces 
Arochloric acid on gold: the 
ng salt is largely used in ms 
solutions for gold electroplating. 
gold filled. This term and rolled got 


flate refer to articles made of base 5 


metal, upon one or more sides or sur- 
faces of which a sheet or sheets, or 
shell ofkarat gold is affixed by sol- 
dering, brazing, welding or other mech- 
anical means, these sheets or this 
shell of gold being rolled, drawn or 
pressed to the marked ratio before 
uniting with the base metal. The term 
foid filled is used when the karat gold 
covering the article is 1/2 or more 
of the total weight; for thinner plat- 
ings the term roli. old plate ape 


a & » & 


plies. In both cases. the gold must be¥ 


ot at least 10 karat fineness and th 
frdctional karat gold content must g 
shown; as [1/10 14h gold fillesy 
1°30 10K R.G.P.". 
eaf. See GOLD BEATING 
A water 


do you have 
the words 


to make 
the sale? 


When customers ask, can you tell them... 

What does gold-filled mean? 

What's an arbor? 

What's a flame opal? 

What’s spinach jade? 
A good working vocabulary is a mighty im- 
portant aid to successful selling in any field 
...but nowhere more useful than in selling 
jewelry. A jeweler familiar with the precise 
meaning of the words of his trade builds up 
a reputation for knowing his business. 

In your community, you are expected to 
be the man who knows the answers... the 
authority in matters of both jewelry terms 
and facts. An accurate command of the words 
of your trade can mean a difference in sales. 


All the answers on tap... ws 


easy to have the answers handy. They are 
all listed for easy reference in the DicTIONARY 
oF THE JEWELRY TRADE. This standard refer- 
ence book has 272 pages of clear, crisp, well- 
illustrated answers to the meaning of prac- 
tically any word that can crop up in the 
questions a jeweler’s customer asks. 


What the Jewelers’ Dictionary 
gIVES you «+» You can learn more about 


how to use the language of the jeweler with 
sureness, precision and authority from a 
little time spent with this trade dictionary 
than from years of gradually “picking up” 
the information. It covers watches, their 
parts and their repair . . . gems, their types 
and technology . . . silver and gold and all 
the precious metals . . . and practically all the 
items made of them that the jewelry store 
sells. It also explains the tools of the trade. 
In fact, the Dictionary oF THE JEWELRY 
TRADE is not just a book of words, but almost 


an encyclopedia of information every jeweler 


must have . . . and every jewelry salesman 
needs, to bea better salesman. 
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SALESMEN 
WANTED 


for the fastest srowing 


watch line in America! 


CROTON NIVADA GRENCHEN, famous for self-wind 


and waterproof watches, offers the best value in diamond watches today . . . 
plus an extensive line of men’s and ladies’ fine timepieces in the newest designs. 
Croton Nivada Grenchen watches make more sales with less effort . . . offer 


finer quality at lower cost and larger profit ... truly the value buy today. 


Sold and serviced in 85 countries throughout the world since 1878. 


PHENIX, with its new Rollamatic Roller Bearing automatic, takes its 
place among the great watch manufacturers. Phenix has won gold medal awards 


for its fine assortment of high quality and smartly styled watches. 


We are going places —in a hurry! We are giving the consumer value he can 
recognize. We are telling him about it with aggressive national advertising. 


And we believe in working closely with the retail jewelers. 


Here is an opportunity for aggressive go-getters! Here’s a chance to join forces 
with a name already famous for value . .. a name that is daily growing more 


important as a dominant factor in the watch market. 


Write fully in confidence to 


CROTON WATCH COMPANY, INCORPORATED 


404. Fourth Avenue New York 16, N. Y. 
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HAND CARVED 


Matched Wedding Ring Sets 





nF 
7186 


exclusively 





designed by Z Saree 
Biel! Gap nee \ 


Each set is a portrait of HAND CARVED loveliness ... each set 
the original creation of jewelry designer Fred Barel, famous 


throughout the nation for his superb master artistry. 





BAREL BRIDALS are your best buys and best sellers because 
they are superior in craftsmanship and un-surpassed in 
value. Naturally, they are the choice of modern brides 
and grooms who recognize ... and insist on... HAND 


CARVED matched wedding ring sets of distinction. 


Sold Directly to the Retailer by the Manufacturer F364 


Mats Available Free Upon Request 


24-Hour Service On All Special Orders 


LF §82 
1$ 82 
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71F 438 GF.- $6.25 
728438 S/S 5.25 
















nea? GF. $678 PERENNIAL FAVORITES ‘ 


719412 S/S 5.80 
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Ti F 410 GF. $5.60 
7iS$410 S/S 4.40 
















7iF 411 GF. $5.60 
FiS4ii S/S 4.40 





FiF 413 GE. $6.75 
718413 S/S 5.60 









7iF 682 GF. $9.00 = 


F678 GF. $9.00 A 
% 71S$682 S/S 7.50 -. 


18678 S/S 7.50 4 












20F 442 GF. $8.40 


20$442 S/S 7.00 20$456 S/S 7.00 
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7if 565 GF. $6.00 
72$565 S/S 5.25 








F564 GE. $4.00 
3564 S/S 3,30 








7LE S63 GF. $4.00 
71$563 S/S 3.30 


ALL PRICES KEYSTONE 






F382 GF. $7.80 
($882 $/§  -g.95 








All items shown are availabie in 
1/20th-12Kt. Goid Filled and Ster- : 
ling Silver, Rhodium Plated. Some JEWELRY'S NAME FOR QUALITY 
styies in 10 Kt. and 14 Kt. Goid. 


G.F.—1/20th 12 Kt. Gold Filled 
$/S—Sterling Silver 
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WE KNEW WE HAD A 
GREAT NEW IDEA... 


A GREAT NEW 
FOUNTAIN PEN... 


BUT WE NEVER 
DREAMED WE'D BE... 


FOR THE REVOLUTIONARY NEW 


Waterman’s C/r 


THE CARTRIDGE-FILLED FOUNTAIN PEN 


We knew we had a fountain pen that was so different, 
so revolutionary, that it would be a world beater . 
soon. But we never expected even a fraction of the 
orders that are piling in from every town and hamlet, 
from old customers and new. 


We're working around the clock to fill this mountain 
of orders. We have every reason to believe we can do 
so. Just bear with us in this delightful emergency. 


WATERMAN PEN COMPANY, INC. . seymour, conn. - 
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We know how important it is to you and your cus- 
tomers to be able to offer this wonderful new cartridge- 
filled C/F. We know, now, that the C/F has proved to 
be the hottest gift item and the best profit go-getter on 
the counter. 


But, please don’t wait till the last minute. Order your 
supply now, and we'll do our darnedest to deliver in 
plenty of time for Christmas. 


New York * London « Paris * Montreal 
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Increase your watch sales with incabloc 


Tie in with INCABLOC’s 
powerful national adver- 
tising —in LIFE, SATURDAY 
EVENING POST, WOMAN’S 
HOME COMPANION, and 
many other great maga- 
zines. Write for and use 
INCABLOC’s selling aids— 
colorful six page booklets, 
couter cards, mats, and 
watch tags. They're free! 





Watches equipped with INCABLOC shock absorbers are selling faster 
than ever with these convincing sales points: 
@ INCABLOC protects the vital parts of a watch against damage from 
everyday shocks. 
@ INCABLOC maintains the accuracy of a watch. 
@ INCABLOC extends the life of a watch. 
@ INCABLOC is now used in over 80,000,000 watches—proof that watch 
manufacturers and customers recognize the importance of INCABLOC 
in watches. YE a 
And just as important, INCABLOC protects you because—it reduces unprofit- 
able returns and servicing to a minimum during the guarantee period of 
the watch—keeps your customers satisfied. 
Remember, when you feature INCABLOC, you sell more watches. It’s like 
having another salesman behind your watch counter. 
® e @. 


For the attention of watchmakers and repairmen: When routine cleaning or 
repairs are required, INCABLOC permits easy cleaning of balance-pivots and oiling 
of jewels without disassembling the watch movement or affecting the adjustment. 


incabloc 


Made In Switzerland 
INCABLOC CORPORATIO 15 Wesi 





Don't juggle watchband 


values. Choose Foster and 


get more and better features Sy 


that yield Profits. So many 





retailers have found this 





true, Foster has become 


the Largest Selling 





* 
Popular Priced Band 
* * 
im America. 
e 7 1 
Foster Metal Products, Inc. - Attleboro, Mass. Os 1] K 
Also: 657 Mission St., SAN Francisco 5, CALIF. “e 
And: 29 East Mapison St., Cuicaco 2, ILt. <f/ 
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ANY GOOD JOE (or Jane) 
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FosteR METAL Propucts, INc. made watchband history by putting 
out top quality bands at popular prices. Foster proved that a watchband 
was not a luxury item, but a work-day accessory that millions wanted 
for every day wear. Now the available business in watchbands is the 
most important store traffic builder in the jewelry field. And it’s still 
growing. 

Build store traffic with the Foster line. It’s a complete line. It’s a 
style and feature leader. Its down-to-earth pricing enables you to sell 
everybody, for gifts in the holiday season, for personal use EVERY 
DAY at work or play. 


In a few short weeks the year’s big gift season will be over. This 
year let FOSTER make business for you right on past the year end. 
Promote watchbands for every-day-in-the-year. Start the new year 
right with 


FOR EVERY DAY 
AT WORK OR PLAY 


Foster Metal Products, Inc. - Attleboro, Mass. 
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The WATCHMAKERS 


OF SWITZERLAND 
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LE LOCLE is its name, and you 
see it here as it might have looked in the 


early seventeen hundreds. You also see 





the way it looks in the Christmas 

ad soon to appear, in full color, for 
The Watchmakers of Switzerland. 
The idea for one of your best-selling 
watches—the self-winder—was born 


here long ago. Today, this town, like 





| many other Swiss cities and towns, is 
famous for making fine jeweled-lever watches, 
for its watchmaking school, for the 
watch-crafting skills that have been handed 
from father to son for generations past. 
We thought it was particularly fitting at Christmas 
time to pay tribute to these litthe known—yet quite famous— 


places. That's why this picture spearheads the advertising 


. 


and promotion program designed to help you, The Quality Jeweler, 
enjoy an excellent Christmas gift-selling season. 

Display this ad in your holiday windows, in your watch 
department. Let your customers know that there’s part of Switzerland 
in your store, too—fine Swiss timepieces that 

make this phrase so important 


and so true: 


“For the otfts you'll otve with pride. let your jeweler be your euride”? 
Syts 3 g > LL YOUr 7 J § 
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A RETURN TO. 


[MBLEM fINU 


OF CHARACTER 


tent 2 


st 47 


* tia 


Bev are rings to please those 

whose taste runs to simplicity and dignity. 
Rings in keeping with the Goodman 
tradition of elegance .. . Rings 

Which will appeal to Masons desiring 


simple rings of lasting quality. 


= ee MATS AVAILABLE 


and G. Retails 
about 


cHeReR oy VN macy TY, Bf 
Wishes of pe ee Hewelry oe 1904 


42 W. WASHINGTON ST. INDIANAPOLIS 4, IND. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





iLL Ba POST LAY 


The most exciting new gift of the year...Ronson’s golden Essex! 


Talk about styling! The Essex pocket lighter with its new silhouette makes 
other gifts look as outdated as yesterday’s newspaper! Its new pace-setting design 
will create new demand, and enrich your all-important gift business. Be sure 
you have this year’s most glamorous gift to sell...the new Ronson Essex. 
Both Essex models have the exclusive easy-fill swivel base! 


Shown above... new Ronson Essex in 24 karat gold plate, $12.50 (plus tax), in handsome Jeweler’s Bronze, $8.50 (no Fed. tax) 


Advertised in fabulous full-color pages in Life... Look...Vogue...New Yorker 
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(Basch’s Leading Jewelers 

was named 1953’s Brand Name 
Retailer-of-the-Year 

in their field) 

















DSake 


Sew UWE REGISTERED 


DIAMOND RINGS » 


~ 4 a 
Cf Ronatly Ale ferent ra F 
3s 2 t 





oe. ‘ 
Basch’s Leading Jewelers of Cleveland used this impressive 
Keepsake window as part of a highly successful LIFE pro- 
motion. Mr. Stanley B. Stone, general manager of the store, 
says: ‘Our recent LIFE promotion really paid off in dollars 
and cents. We’ll be using LIFE again because we know cus- 
tomers have faith in LIFE-advertised merchandise.” 
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y\is the LIFE market? 


The market LIFE reaches with a single issue (11,880,000 
households*), is big enough, all by itself, to consume 
the entire yearly production of most brands, many 
manufacturers, many entire industries. 


*A Study of the Household Accumulative Audienc 
of LIFE (1952), by Alfred Politz Research, Inc. 


For example, in diamonds: 


_ If the households reached by a single issue of LIFE 

—— were only average in income (their incomes are above 

~~ average), they would account for one out of every four 
dollars spent by consumers for diamonds in 1952. 


RZ 








How about putting LIFE 
in your sales ? 


There’s real sales magic in the words, 

‘“< Advertised-in-LIFE,”’ and jewelers from coast 
to coast are finding it out fast. 

Your customers see LIFE, want the things 
they see in LIFE. By using LIFE promotion 
materials in your store, you are saying, 

‘Here are the good things in LIFE!” 


First in magazine circulation 
First in magazine audience 
First with retailers 





sive Daniel’s Jewelry of Lansing, Michigan, is a member of the 9 Rockefeller Plaza, New York 20, N. Y. 
anil Present Jewelry Company chain. Says Mr. Morton Davis, 
a general manager of Daniel’s: “‘We took advantage of the 
lars fine promotion materials furnished by LIFE to create some 
oad beautiful displays. This is certainly a sure-fire way to 


stimulate sales on LIFE-advertised products.” 
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IF YOU ARE NOT SELLING 
ALA firk 


DIAMOND WATCH ATTACHMENTS 
AND BRACELETS 

YOU ARE LOSING 

PRECIOUS PROFITS THAT 

WILL GROW AND MULTIPLY 

FOR YEARS TO COME 


ILLUSTRATED ARE TWO ‘ ; 
OF MANY STYLES! AVAILABLE. Add-a-Link IS THE DIAMOND WATCH ATTACHMENT 


OR DIAMOND BRACELET YOU CAN ‘GROW’ BY- ADDING 
ADDITIONAL LINKS ON ALL GIFT OCCASIONS. 


> 


SERVING AMERICA’S LEADING RETAIL JEWELERS SINCE I916 





BR MANUFACTURING JEWELERS *© DIAMOND IMPORTERS 
126-132 West 46th Street, New. York 36,N.Y. ¢ 62 Rue Du Pelican, Antwerp 
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“Anything goes” is out these 
days! You see it in the way 
people test and compare be- 
fore they buy. It’s reflected in 
the new interest they take in 
features and in price. People 
want more for their money— 
which makes Hamilton Beach 
your best bet! 

Because, choosy as they get, 
people can’t top Hamilton 
Beach value! Compare the 
features. Compare the per- 
formance. Look at the lower 
selling prices. Check customer 
satisfaction. Then you'll see 
why, the more cagey your 
customers become, the more 
they'll insist on  top-value 
Hamilton Beach mixers! 


HERE’S SALES 
INSURANCE! 





In December, just when gift- 
buying peaks, the attractive 
ad reprinted here will appear 
in full color in The Saturday 
Evening Post! A solid punch, 
just when everyone’s hungry 
for gift ideas! 

There’s more, much more! 
Week after week, right 
through the gift-buying sea- 
son, we'll be pushing our 
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Take a tip from Santa himself! 
MEET THE DEMAND for EXTRA VALUE 


with HAMILTON BEACH MIXERS! 
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TRAE Orage, 


value story in McCall’s, 
Better Homes, This Week, 
American Weekly, Good 
Housekeeping, Parents’, Suc- 
cessful Farming — all the 
bridal magazines—and many 
more. It’s the greatest adver- 
tising push in Hamilton Beach 
history! Don’t miss out! Bring 
this business your way, with 
plenty of your own tie-ins! 


HAMILTON BEacH Liqui-Blend 
aa i Fold” acting } € 
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ILTOQN BlaACH Home Drink Mixer 
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HAMILTON BEACH 


HAMILTON BEACH CO., Div. of Scovill Mfg. Co., Racine Wis. 
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Presto —sreatest pressure cooker advance in 15 years! 


NEW 
PRESSURE-TRU 
INDICATOR 











AUTOMATIC 
AIR VENT 





ew 
Presto 


Cooker 


| SALES-MAKING NEWS FROM Presto— 
- WORLD LEADER IN PRESSURE COOKER SALES! 


_ For the first time, Presto Cookers put pressure cooking 
_ in the “‘push-button’’ age of modern cookery! Ameri- 
* can women have been asking for it! Now Presto has y, 
oe Relncads pelt it's on the handle. —_—it for you to sell! 
from’ the: cite steam, tells when to Gives the correct = IN NATIONAL MAGAZINES...IN GIANT NEWS- 
automatically! Re- _turn down heat and timing for most | PAPER SUPPLEMENT ADS... Presto will tell your cus- 
toinspressureauio- = when toopens popular dishes. A = tomers—‘‘Look how easy it is to pressure cook now!”’ 
—— elkonsight feo. = GET READY TO RIDE NEW HIGHS 

aiching or guess- ee ture—new . IN PRESTO COOKER SALES. CALL 
work with o Prestol ooking perio clusivel - YOUR DISTRIBUTOR TODAY OR From $1495 
WRITE PRESTO! Fair Trade List 




































America’s Most 
Exciting New a _ 
DEEP tr —~ W  ® ee ieee comainess 


easier because you sell 
ae real beauty, too! Cooks, 

deep fries, roasts, 
steams, braises, bakes. ~ Se 
Every automatic fea- $2 95 


ture. Silversmith finish. Fair Trade List—Fed. Tax Incl. 








Fair Trade List—Fed. Tax Incl. Complete with cover and aluminum fry-basket 
Complete with cover 


NEW PrestO AUTOMATIC ELECTRIC SKILLET 


_ (a OL, GOD 





A new record-smashing sellout! Fries, stews, braises, Presto VAPOR STEAM & DRY 
bakes, chafes, casseroles. Exclusive Stickproof in- IRON WITH EXCLUSIVE 
terior ends dunking in water! Silversmith finish. SCORCH PREVENTER! 





: | 

sto AMERICA’S MOST ironing heat for every fab- ONLY 
BEAUTIFUL AUTOMATIC COFFEE she tie elie deen dete itt 

MAKER! Exclusive Thermatrol iv'c peaked sth ency-to- “a 
makes perfect coffee twice as 
fast! Has Exclusive Lock-Tite 
Cover Unit—Coffee Basket 
lifts out in one unit with cool- 


handled cover. 
Silversmith $2995 os 
finish. Fed. Tax Incl. 


a Scorch Preventer signals \ 
Pre ; when Presto reaches exact \ 
sell features! Fair Trade List—Fed. Tax Incl. 


® 
OVER 21 MILLION SATISFIED PRESTO USERS 


NATIONAL PRESTO INDUSTRIES, INC. + EAU CLAIRE, WISCONSIN 
BEST STYLED...BEST PROMOTED LINE...NATIONALLY ADVERTISED TO HELP YOU SELL! 
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-_ PAPER-MATES 
91,000,000 CHRISTMAS AD CAMPAIGN 
Rings the Bell! 


ART LINKLETTER 
star of "PEOPLE ARE FUNNY” says: 


“I'll be telling the 30 million viewers 
of my TV show on 150 NBC network 
stations all about Paper-Mate pens— 
the ‘write’ gift for Christmas." 








ie 4 & 
ee 


eS HUNDREDS OF NEWSPAPER 


BIG 4-COLOR SPREADS IN 
AND CO-OP ADS 


“LIFE” AND “LOOK” RADIO, CAR-CARD 
AND POINT-OF-SALE 


NOW - TURN THE PAGE FOR YOUR PREVIEW OF 
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) PENS ° DISPLAYS « GIFT BOXES 
vi vEW Paper-MATE " FOR CHRISTMAS 


ONE 
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No. 3 


ParerR MATE 


DELUXE PEN GIFT PACK 


as 


- Paha MATE 














”) One dozen Deluxe pens in assorted coi 
V, Compact Counter size display 
CO) Free Christmas gift card 















YOUR JOBBER HAS THE NEW 
PAPER-MATE CHRISTMAS 
GIFT PACKS IN STOCK NOW! 
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| V) One dozen Capri pens in lifetime jewelry finish 
Vy, Impulse packed display unit 


") Free Christmas gift card 


rted col 


HANDSOME 
PLASTIC 
GIFT 














ORDER TODAY AND GET SET 
FOR EXTRA SALES AND PROFITS 
FROM PAPER-MATE 








PAPER-MATE CO., INC. 
8790 Hays Street, Culver City, Calif. 


THE NEW PAPER-MATE 





INTRODUCING THE NEWEST, MOST GLAMORO( 
PaAPER-MATE oF a 





GOLD * PLATED 


With all the features of Famous Paper- 
Mate, this handsomely styled pen makes 
the perfect jewelry gift item. 


RETAIL PRICE 


. 5 00 Incl. Fed. Ex. Tax 


Warranted 23.8K 
Electroplated by Sel-Rex process 


DEALER PRICE 
$300 Each, Including Gift Box 


Minimum Order - 3 


Embossed, gold foil gift box with satin 


lining enhances the true luster and beauty 
of this jewelry styled pen. 


PAPER-MATE EASTERN, INC. 


752 Broadway, New York 3, N.Y. 
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It was in the early twenties. Our “J.B.” 
was off to Waco, Texas to buy a bank- 
rupt jewelry store. But more awaited 
him in Waco than he had bargained 
for. Surprise -- this jewelry store 
carried pianos and organs, too! Un- 
daunted, J.B. guiped down the new 
musical development, bought the 
store, and started preparing ‘for. a 
liquidation sale. He was still at it at 
midnight, when a police officer rapped 
at the door asking, “‘What are you 
going to do with this horse and wag- 
on?” He had bought the delivery 
apparatus as well! The kindly officer 
got the horse to a stable for the night 
and on the morrow, ensued a versatile 
auction sale, horse included. We’re 
not buying horses today, but the un- 
usual store, stock or proposition still 
inflames our imagination. What have 
you? 


Stories from our 51 years’ 
experience with truths of 
just as great significance today. 
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FOLLOW THE TREND TO PIERCED EARS WITH BALLOU QUALITY FINDINGS 


With this brilliant number, Ballou pre- grog of the die work, in all cases incorporated 


sents a new series of ear wires for pierced 5 \ in constructions that have no weak points. 


ears. It is available with several companion [| j a ae 


The rapidly growing 


numbers of button and drop wire types. __,,line,inctuces a This line is available in 10K and 14K 


full range of drop 
wire numbers. 


Item No. 221 dramatized above demonstrates Gold and in Sterling Silver. Send for supplemen- 
the quality features always found in Ballou tary catalog sheet to B. A. Ballou & Co., Inc. 
products, — the full cut threads, the perfection 61 Peck Street, Providence 3, Rhode Island. 








FINDINGS—— 


SOLD TO THE MANUFACTURING TRADE 


THE JEWELERS’ CIRCULAR-KEYSTONE 














LOOK FOR THE NAME in the shank of every 


Feature Lock Mounting. It's your assurance 
of the TRIED, TESTED and PROVEN product 
of the company that is ‘Years Ahead in Ex 


perience’ —Feature Lock! 







































than the enthusiastic pride of the owner... 
and no rings are shown with greater 
enthusiasm than those bearing the mark of 


Genuine Orange Blossom. 


For generations the name Orange Blossom has 
spelled “dependable quality” to jeweler and 
customer alike. They are the BETTER rings 
sold by BETTER jewelers everywhere. 


Beautiful styling and fine quality at popular 





prices means more business for 


Orange Blossom dealers. 


Some franchises available for alert, ethical dealers. 


TRAUB MANUFACTURING COMPANY 
1934 McGraw Ave., Detroit 8, Mich. 
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best 


CHAIN... 


best 
for 
charms 
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Look for this Seal 
When YOU Buy Chain 


The charm collector . . . charming herself 
.. . has an affinity for loveliness 
and demands exquisiteness in her jewelry. 
The dainty strands of chain that make her bracelet 

a distinctive personal ensemble must be superior. 
Never sacrifice perfection in fine jewelry 


for lack of the use of GOOD QUALITY CHAIN. 


Take pride in the choin YOU sell . . . select it for QUALITY and appeal 


* 
MACHINE CHAIN MANUFACTURERS ASSOCIATION 


ATTLEBORO, MASSACHUSETTS * PROVIDENCE, RHODE ISLAND + MAPLEWOOD, NEW JERSEY 
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ATIONALLY ADVERTISED 








No. 8361 
retails ot $75 


When two great promotional names such as Rhapsody 
Diamonds and Feature Lock Interlocking Rings (advertised 
and pre-sold in LIFE and 20 other consumer magazines) 
combine forces, it means a powerful selling attack. Write 
today for this profit-making Bible Display package .. 
available on 10 days’ approval. 


RETAIL VALUE 


(SIX ENGAGEMENT RINGS). . . 2 « « $825.00 
(SIX WEDDING RINGS) 


YOUR COST ..... 298.00 
YOUR PROFIT ........ 527.00 


Cash in on this promotion... backed by National 

Advertising . . . FREE bible display (As Illustrated). 

Size 5%’ x 9’, Lifetime Diamond Guarantee 

Certificates, Stuffers, Newspaper Mats, Radio Script 
. upon request. 


half a century of diamond superiority 


S. KORFF & SON 
Korff Building 








914 WALNUT ST., PHILA. 7, PA. 
PHONE: WA 2-1255 
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FASHION ACCENT OF LASTING QUALITY 


The lithe and lovely Snake Chain made the mod- 
ern way—the Forstner way—has enduring beauty, 
gives utmost protection because the karat gold 
is on the outside where it is needed most. This 
guarantees a high degree of corrosion-resistance 


under virtually all climatic conditions. 





BOFS6SY-W i 
wise Milanese Mesh Buckie Bracelet, 
$6 00 


BOF S6LY-W 
wide Milanese Mesh Buckle Bracelet 
with 2” end lugs, $6.00 





80F849 YG-WG $5.00 
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Sr. 80F847 YG-WG $5.00 Pre aaed 4 
Reel 
80F 702 Y-W-P $4.25 ei 
Round Snake Chain ~~ 
C- BOF 704 Y-W $4.25 
tee 


Oval Snake Chain 


30F703 v.w.p $4.25 aN 
4 SECIS EL G Chain 
~ U8 | 
aa 
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A, - My as 
Bw B0F707 Y.W-P $5.35 : 
if i poutle Square Snake chain 











_ Double Seuars Snake Chain 

Availabie with center catch 

as B0F852 Y-W $6.00 

with center catch and guard chain 
a8 BOF 852 YG-WG $6.50 

ie) 


Sau ue geet Guard Chain > Ne! 


vevenow w-—Whitey P—Pink  G—with Safety Chain 
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Milanese Mesh with center catch and guard chain 


Twisted Mesh with center catch and guard chain 





F—-1/20th-12 Kt. Gold Filled 


FORSTNER CHAIN CORPORATION, 
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80F787 Y¥-W-P $4.70 
Square Snake Chain 
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~ as 
as 80F789 Y-W-P $5.75 
Double Square Snake Chain 


80F788 Y-W-P $4.70 
Oval Snake Chain 





80F790 Y-W-P $5.75 
Doubje Round Snake Chain 








(above with adjustment boxes) 
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80F791 Y-W $4.20 
14 Kt: Gold 804791 Y-W $33.50 
Milanese Mesh Buckle Bracelet 


8OF851 ¥-W $4.50 
with 42” end lugs 


Except as noted, ali prices apply to 
1/20th-12 Kt. goid filled qualities. Prices 
for 10 Kt. gold and 14 Kt. gold on request. 


ALL PRICES KEYSTONE 


JEWELRY’'S NAME FOR QUALITY 





B—10 Kt. Gold A—14 Kt. Goid © 


IRVINGTON 11, NEW JERSEY 





are YOU this 


SALESMAN..? 


We invite your inquiries if you have a strong following 
among jewelry stores in any of these territories: the West 
Coast, the Southeast, the Southwest. 


This is an opportunity to use your earning ability to the 
fullest ... to represent this reputable firm of 56 years with 


the MOST COMPLETE LINES OF DIAMOND RINGS, 
WEDDING RINGS AND STONE RINGS in America today! 


You will get exclusive representation beginning with the 
first of the year, in your protected territory with our 
branded, nationally-advertised trade names of LLOYDS, 
FIDELITY, FIRST LADY. These ring lines, carried by the 
most progressive jewelers from coast-to-coast, are ex- 
pertly merchandised, extensively promoted and easy to 
sell! (See our ad opposite page) 


Our judgment of applicants will be based on all the details 
in your very first letfer. Mention states covered, how long 
in territory, complete history of background in the jewelry 
field, also include most recent photograph. 


Your letter held in strictest confidence, should be ada- 
dressed to Mr. PHIL POLISHOOK, president 


K. POLISHOOK & SON CORP. 


216 East 45th Street 


New York 17, N. Y. 
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DING RING promotio 


g 12 best selling styles combined into one sensational pro- 
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motion unit that will give you fastest turn-over of any 
other rings in your store! 


Hand-carved, faceted yellow and white 14K gold 
two-tone combinations. 


$ Free This eye-arresting 3-dimensional color- 


ful velvet covered window displayer. 


Established factory resale 
price tags that guarantee a high, 
healthy mark-up. 


The famous Polishook serv- 
ice is always dependable.... 
24 hour delivery on “spe 
cials.” 


S$$$S$$$$ua 
$$$$$$$33$ 
s$$$$$$3$H 
SS$$SSHSSSHS§ 
$$$ $ $55 


$ 
sip 


Your Sates *548™ 
Your Gost 170" 


Your Propet *317™ 
K. POLISHOOK & SON cove. 


216 EAST 45th STREET, NEW YORK 17, VAnderbilt 6-1664 





Manufacturers of “Everything in Rings’’ Since 1898 
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A New Cou sift set designed 


especially for Jewelers! 


Anyone familiar with the supreme quality that has 
(el aol cole (-1ap4-to Mm GigeX tM Tiale-Me Ey Comal) M-val tale tiehiiiael ih, 
welcome the introduction of the new Classic pen 
roTaCe mm ol-1alel] Mil mo] am al-1d-Mo] ¢-ME AZo ME) ol (-latello Mm Zehilale Mean 
struments with the unique Cross trim slenderness 
and exquisite balance, finished in everlastina 14K 
fefel ke Mmm ALI K-Xe MMB LalcolUle| atolU) Samm) Cole [-WaNE oLolel ole] -To MEMRe] ale, 
priced especially for the jeweler. Order your 
supply right now. 


es 





Ss eres 


CROSS \ 
me <= ; A. T. CROSS COMPANY 


53 Warren Street, Providence 7, R. I. 


Cross Classic 3-piece set. 
Cuff links, pen or pencil, 
tie slide. 

Also available in 2- 
piece sets, 


Cross pens and pencils are mechanically guaran- 
teed for a lifetime! 


This attractive Cross coun- 
ter/window display is free! 
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. and Columbia Tew Ei it 3- famed C bea Angel 
is proudest of all.. . proud and pleased for the 


outstanding recep you ve ‘accorded her! 








7 


So... to all of you, from all’ ‘of us, ae 
our sincere “wishes foe a very merry Christmas 


and’ a happy New Year. 
ahd ; \ ys\) Axel Brothers, Ine. 


Columbia hese’ the only diamond hing with Guardian Angel protection! 
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© NEW GLO-BRITE MOUNTINGS that make diamonds 
appear larger and more brilliant. A wonderful sales 
medium. 

© FINEST CRAFTED FINISH, coupled with traditional 
Lohengrin quality means truly satisfied customers. 

@ CONTROLLED MERCHANDISING PLAN. This ex- 

clusive Lohengrin plan enables you to carry less inven- 

tory through our perpetual inventory system. This 

proven plan has been highly successful with largest 

jewelry chains. 


ap tv TIM ee 








— 
FREE ‘peraivers 
America's Finest 


Newspaper Mat Service 
devoted entirely to 


DIAMONDS 





J. Fiddelman & Son, Inc. Miser" 


126 W. 46th Street, New York 19, New York 
Formerly of England, Klein & Levy, Incorporated 
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638 DIANA. 17 Jewel 


A beauty 10k yellow rolled gold plate. 


steel back case—silk cord. 





aa iis 

aii Tats JUST OFF THE PRESS 
rake Our 1955 Catalogue. 
Write for it on your 


letterhead. 


FOR NOVEMBER, 1954 


$19.95 





TOWNE WA 


29 EAST MADISON STREET 


IMPORTERS 


CHICAGO 2, 


ILLINOIS 






M\PANY, INC. 


RAndolph 6-3041 
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And the people love LIBERACE! 


Here’s another exclusive, famous name tie-in — 

a new gold plated bracelet with 

five dainty charms which all pertain to the maestro himself — 
his piano, candelabra, a framed photograph, 

the famous hand with sparkling ring, and the suave signature. 
Don’t miss out on this sure fire sales stealer. 


Eight Reasons Why Tot and Teen Jewelry by the House of Charms 
is the most profit packed line in charm bracelet history. You 
can‘t beat this combination of sales features: 


. Famous Name tie-ins 

. One Dollar retailer 

. Hand painted 

. Through Jobbers only 

. Modernly merchandised 
. Gold plated 

. Individualy gift carded 


1 
2 
3 
4 
5 
6 
7 
8 


. One dozen free point of purchase displays with every 
gross order 


Another New Versatile Dexter Display — 


Called the Gift Shop, this three dimensional 
Silent Salesman is attractively printed in vivid eye catching colors. 
Shown on this is a combination of New Charm Bracelets: 





1. Famous name grocery product charm bracelet 
2. Famous favorite children’s books as charms 


3. A real musical charm with an actual Toot-a-tune Harmonica 


Get your order in early through your jobber! 


SO ERT € ks MANUFACTURING 


“lhe Ho ae of (Ve 100 STEWART STREET, PROVIDENCE 3, 


Canadian Factory & Sales Office 
RR 1 ST. JEAN, QUEBEC, CANADA 
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WED-LOK’ 


“POINTS THE WAY” TO LASTING CUSTOMER SATISFACTION 





The quick-clicking Granat 


f 
3 
lock is so foolproof that 
it is GUARANTEED f f 
FOR LIFE. This priceless tt f ir. 7 ny 
advantage — coupled with Min Y op UILAA 
Granat craftsmanship, (J n A 


design, carefully selected Ua nb). 
diamonds set in Tem- | 
pered Gold* or Tempered 
Platinum *— assure you of 
the most precious asset 
any jeweler can have— 
LASTING CUSTOMER 
SATISFACTION. 





| 
4 
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From 
$100 the ensemble 









































UNITED 





No. 888 CHIME-TIME 

Nostalgic of yesteryear — An 18-inch electrically 
impulsed, pendulum-swinging Grandfather Clock. 
Melodiously strikes the half-hour and cheerfully 
chimes the count of the hour. Faithfully inter- 
preted dial face. Exquisite grained-wood case. 
Metal embellishments finished in 24-kt. “gold 
plate.” *List Price $29.95 





No. 990 QUADRILLE 

A most fascinating performance takes place 
within the arch of time’s supporting tower. 
Two waltzing couples of the early French 
court, in the full splendor of colorfully deco- 
rated attire, rotate gracefully on the circular 
dais and individually twirl before their capti- 
vated audience. Glass-enciosed 22-kt. ‘“‘gold- 
plated’ metal case. A collector’s item! 
*List Price $19.95 


Half Century 
Experience Guarantees 
Our Products and Your Profits 












In 1905 when United introduced and marketed 
its first clock, we were inspired by the thought 
“Time Will Tell’’...In the fifty years that 
have since ticked past, this theme, by gained 
reputation, might now be deservingly changed 
to “Time Well Told.’”’ Your Jobber, too, will 
agree — so see him! 





999 UNITIME 


This year’s outstanding leader! A glowing, 24-kt. 
“gold plated’ interpretation of famous French 
clockcraft. Simulated, on-view, hair-spring action. 
Decoratively enhanced Lucite dial. Ornate pedes- 
tal. Glassed-in mantel cabinet. Height 914 inches. 
*List Price $29.95 












UNITED Clog 


379. DE KALB AVeny, 
, BRO 
United Clocks are Klyp, r 


Underwriters’ 
Laboratories A Division of the 
Approved United Metals Goods Mfg. Co., Inc. ~ 
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FRENCH SCROLL 


Circular swirls of openwork 
scrolls simulate wrought iron 
and encompass a most pleasing, 
clearly readable dial design. 
Boasts a contrastingly toned 
sweep-second hand. Available in 
chartreuse, maroon, black and 
“gold’”’. *List Price $6.95 








No. 975 ENCHANTE 


Famed promotion value. Bril- 
liant 24-kt. “gold plated’? com- 
ponents. Fascinating 4-sphere 
pendulum action. Shatter-proof 
dome. Chenille ringed edging. 
Height 13 inches. 
*List Price $16.75 


*List Prices are 
slightly higher west 
of the Mississippi 





Fabulous items... 


ADT aa 
MADEMOISELLE 
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a 
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1. SMALLMAN & SONS CO., NEW YORK, N. Y. ALL PRICES PLUS TAX 








... presents a Kyoyal Ociting jor out Gems 


Mey Sell Mel 


th eee @ 8b ei Gas: 7 8 <7Created in a 
etme Olt seueticegupmatching Grey 
PP tiae seopechie scx siiiee-sting for watches 
and other small gems. 

ieee ME ei tmeecme ters (Min. Order 


No. 11 — SOLID BLAS Ae N isles ae 7g 
Displays 12-pair of Earrinepmegie stat comeslolting 
and neatness on a match'ifepataie ss lereae gery 
Pad. ; 

rey, ae Prices Veil trerta Mert 


fe Dozen Wexeeigcl tutte ice) 


teat, 


Jd 


No. 20 — LARGE CRYSTAL CLEAR TRAY. 
The perfect setting for odd pieces, pins, 
compacts, negklaces, bracelets, etc. Your 


choice of Black; Grey or Maroon Velvet Pads. 
Price: $44.00 per Dozen 

Packed one-half dozen to-g cartgn (Min. Order) 

™ “\ INow10 — CRYSTAL CLEAR EARRING TRAY. 

Outside iieensions ot: a Designed to display 12-Pair of Earrings with 
Large Trays—17 x 11 x 12” your choice of rich Velvet Pads in Black, Grey 


Small Trays—10% x72 x %~ . a! ie . = or Maroon. 


Wes fm 
ff 


Price: $29.00 per Dozen 


Packed One Dozen to a carton (Min. Order) 


Displays 
48-Pair of Earrings 


No. 23 — LARGE EARRING 
TRAY. Crystal-Clear plastic with 
your choice of beautifully fitted 
rich Velvet Pads in Black, Grey 
or Maroon. 


For the name of your nearest distributor a wae j Price: $65.00 per Dozen 
in your area, please write to Dept. A-58: na? a Packed one-half dozen to a carton (Min. Order) 


ATLANTIC PLASTICS COMPANY 


585 Boylston Street Boston 16, Massachusetts 
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bold and beautiful 
MARQUESS 
Bracelets 





Paris Memo: Bracelets go on a color spree! — 


Tt 












JEWELRY 


ee eo 


All styles available in the following two- - 
tone gem colors: topaz, montana-sapphire, a 7 
amethyst, ruby, emerald. Each about $10 / 
plus tax. At all leading stores, or write 163 74 
Coro, Inc., New York 1. 








AMERICA'S BEST DRESSED WOMEN WEAR CORO FBEWEERE 





"MARQUESS" BRACELETS by CORO . .. AS SEEN IN GLAMOUR MAGAZINE 


One of a series of advertisements that is telling and selling millions of your customers in full-page color ads in the country's leading fashion 
magazines. It will pay you to stock CORO, THE BEST KNOWN NAME IN FASHION JEWELRY. 
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ee “yf / 
Gem with the 
Md . Ad 
Surning fleart 


\te 


DO YOUR CHRISTMAS SALES 


ey OF he } A FAVOR! PROMOTE THE 
"GEM WITH THE BURNING HEART'® 


Oba to 


The Action Jewel 
With the Precious Glow! 


"OPALITE" 
pendants 
earrings 
pins 


Nothing compares with the 

unique beauty of these classic 

Opalite creations. Brilliant as moonlit 

seas, Kaleidoscopic in their ever changing 
loveliness, Terrific to say it mildly. 

Available through your wholesaler in Gold- 

Filled, Sterling Silver (rhodium finished), and 
Solid Gold. Send for new catalogue and booklet. 


501 NORTH 19th STREET 
PHILADELPHIA 30, PA. 


OPALITE » 


PHILADELPHIA, 
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$$ steel 
Et gold 


shell top ‘Black and 


all white dial. 





In all stainle 
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new 
watch! 


Intr 
Oo 
oe to coincide witl 
. 7 , 
i inavian Airlines Sy 
: ial Polar flights — 
ovember 15th— 
ocusi 
using world-wide attenti 
ention 


on Univ 
Universal Genéve! 
- 


oO 
the SeAeS ; 
githstand any climatic changes» 20Y 
found anywhere in the world + + rom the 
1 [vis \aboratory tested throughout 
is10n 


You can buy 
it’s a Universal Geneve’ 


it with pride gt 





Sensational 














Sold by Leading Jewelers 
throughout the world. 
SG EVERY SA'S ROvAL VIKING FLIGHT 
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AGE 9 
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AVAILABLE 1955 
In stainless steel with 


white ial 3 
With 14 Kt. gole © 
plack and ¢ ‘al $190 F-T- 1. 
ent as the fan 


Same movem 
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more than an alarm wrist watch 





cRICK ET 


proved one of the most accurate watches in the world 













The only alarm wrist watch that rings clearly, 
on or off the wrist! 


Still unsurpassed for accuracy —among all types of watches! 
World-famed for its precision movement. 


Still the watch worn and recommended by prominent men 
of business, government, professions, TV, radio! 
Preferred for its unusual versatility and accuracy. 


New: unbreakable alarm spring. Vibration-protected. 
Dustproof. Slimmer, handsomer styling than ever. 


Complete line of outstanding men’s and ladies’ watches. 


Gold-filled, stainless steel back............ $ 92.50 
a TT 92.50 
ee ee EN eT 210.00 


(including Fed. tax) 


VULCAIN WATCH COMPANY, INC., 630 Fifth Avenue, New York 20, N.Y. 

WEST COAST: Herbert A. Wood, 649 South Olive St., Los Angeles 14, Cal. 

MIDWEST: Paul H. Samuels, 55 East Washington St., Chicago 2, IIl. 

SOUTHWEST: Wm. E. Grinnell, 3324 Lovers Lane, Dallas 5, Texas 

CANADA: Norlé Ltd., 637 Craig Street, Montreal, Quebec U. S. PATENTS: 2884402, 2560798, 2644294 









THe JEWELERS’ CIRCULAR-KEYSTONE 





Our $100 net “Selected Inventory” Assortment. 

Others at $75 and $50 net. 

1. A trophy with a net value of 10% of the total 
of the sample order. 

2. 24 Onyx catalogs and 24 General catalogs. 

3. A special trophy wrench valued at $1.50. 


With Arlen’s new plan, you, too, can maintain 
the finest and most varied selection of trophies 
and awards in your community. Our General 
Catalog lists more than 375 trophies, in walnut 
woods; marbelette, a gem-like plastic; and almost 
350 “Rich-Glo” figures. Our brand-new Onyx 
and Black-and-Gold Italian Marble Catalog 
brings your customers over 100 designs, the ulti- 
_ Mate in fine trophies! 





4294 
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- EVERY MONTH OF THE YEAR 
0 ARLEN TROPHIES 


AMERICA'S: MOST BEAUTIFUL AND COMPLETE TROPHY LINE 


Grtien trophy Co.,ine., 50 Gold Street Brooklyn, N 






WITH THE NEW ARLEN 
“Selected Iuventory’ Plan 


Look at these figures: 


9 Jewelers averaged $6,000 to $8,000 net 
11 Jewelers averaged $4,000 to $6,000 net 
21 Jewelers averaged $2,000 to $4,000 net 
36 Jewelers averaged $500 to 2,000 net 
54 Jewelers averaged up to $500 net 





SERsing 





r 
’ ARLEN TROPHY CO., INC. 
j Jewelry Service Division 
' 50 Gold St., Brooklyn 1, N. Y. 
TOTAL YOUR YOUR 
, Please rush: RETAIL COST _—~PROFIT 
CI $ 50 Net ‘Selected Inventory” ....$ 91.75 $ 50.00 $41.75 
| C1 $ 75 Net “Selected Inventory” ....$137.50 $ 75.00 $62.75 
j (1 $100 Net ‘‘Selected Inventory” ....$186.50 $100.00 $86.50 
1! Together with liberal quantities of Arlen’s General Catalog and the 
Genuine Onyx Catalog. 
I TETTTTTICTCTTTTT? TITTTTTT LITT LITT 
a NNeerY ME Nen re 
A Sane 
i 








Airtemp Air Conditioning means more business for JEWELRY STORES 





Air Conditioning — 


COSTS LESS to install « to operate « to maintain 





Even if you now own air conditioning you should 
read these facts on Airtemp Waterless (air-cooled) 
air conditioning. They may save you money. 


COSTS LESS TO INSTALL—these new packaged 
air conditioners don’t use even one drop of water 
so you save on plumbing costs. No cooling tower 
or evaporative condenser either. 


COSTS LESS TO OPERATE—uses only electricity. 
No water bills to pay. The condenser retains its 
high efficiency because it’s air-cooled. 


COSTS LESS TO MAINTAIN—no water to lime the 
piping or to leak. Maintenance limited to oiling 
fan motors and cleaning air filters when dirty. 


You can forget all about increases in water rates 
and restrictions on the use of water, too, when 
you get Airtemp Waterless air conditioning. 


This new advancement in air conditioning is 
built and backed by the world’s largest manu- 
facturer of Packaged air conditioning, Airtemp 
5 H.P. waterless model—one of four models. A size Division of Chrysler Corporation. Call your 
to suit almost every air conditioning requirement. Airtemp dealer—he’s in the Yellow Pages. 









Bas Hs fe 


IRTENP 


DIVISION OF CHRYSLER 


CHRY;, 






Air Conditioning’s 


Chrysler Mirtemp 








AIR CONDITIONING e HEATING FOR HOMES, BUSINESS, INDUSTRY 
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CREATOR OF THE WORLD’S THINNEST 100% WATERPROOF* WATCH... 


COPIED BUT NEVER EQUALED...NOW BRINGS TO JEWELERS 
ANOTHER MODERN MIRACLE OF WATCHMAKING INGENUITY... 


wel HE NEW 
a lo T 
~ 
glee 


\ 





0.6974 mm 














gece 


Featuring the Revolutionary, Newly Developed 


Sandoz, HSF55 MOVEMENT 


@ 17 JEWELS @ UNBREAKABLE MAINSPRING 
@ ANTI-MAGNETIC @ INCABLOC SHOCK-PROTECTED 


SANDOZ was first to introduce a truly thin waterproof watch combining 
rugged service features with dress watch elegance...an engineering achievement 
that created a great new style trend. Its enthusiastic, world-wide acceptance has 
spurred SANDOZ to greater efforts, resulting in the new ULTRA-THIN 100% 
WATERPROOF SERVICE-DRESS WATCH ... thinner-than-ever, smarter, 
sturdier, more beautiful...the ideal combination that will boost sales and profits! 
A supremely slim masterpiece that challenges comparison! 


*Wat f wh I int 
candor. WATCHES are nationally advertised in LIFE, Esquire and ond eeonagmiaaae ~mepe 
newspapers everywhere...are sold through retail jewelry stores only. —— 


Write, wire or phone today to see these new wonder-watches and solve the 
problem of cut-rate, cut-throat discount competition in your community. 






SHRIRO WATCH, INC 276 FOURTH AVENUE, NEW YORK 10, N. Y. 

7 ® 400 Ontario Street West, Montreal 2, Canada 
LONDON © BIEL-BIENNE © HONGKONG «¢ TOKYO « MANILA « BANGKOK ¢ KUALA LUMPUR 
HAMBURG © OTTAWA + RIO DE JANEIRO + SINGAPORE * OSAKA * DJAKARTA + PENANG « IPOH 
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We Ftesent +44 


the Complete, Dramatic, New. ~-— 


Line of | 
Vd 
A. 
| 


a 


ie 7 ~~ 
| ae 
| 
LADIES’ AND MEN’S WRIST WATCHES 


-@- ALL FULLY WORKING 23 JEWELS 





-e- ALL INCABLOC SHOCK PROTECTED | 
| ~@- ALL UNBREAKABLE MAINSPRINGS | 


| —@— ALL NON-MAGNETIC, SELF-COMPENSATING | 
| HAIRSPRINGS | 


| 
Beautifully Designed and Styled to Create “rag 
l Fast Sales and Good Profits for You! 


—-@— 
a. | PRICED SURPRISINGLY LOW \ 
| TO RETAIL FROM 


239% 


Newspaper Mats Available 


I 
R. GSELL & COMPANY, INC. 
15 WEST 37th STREET++-+NEW YORK, N. Y. 
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For Underwood’s money, the most important 


man this Christmas is @ @ @ @@@6@@6@60@086@® 


Underwood’s Christmas Sales Plan 
is specially tailored to sell more Portable 


Typewriters than ever before for @ @ @ 


Underwood’s Christmas Sales Plan offers 
special advertising help where it will 


do the most good for @ @ © © @ @ ® 








ij | 
Your Underwood Dealer Representative is ready to give 
the full story on this unique sales-help offer, tailored just for 

you. To get the benefit of this unusual plan, you must act right now. 
Make sure the Underwood Man calls on you in plenty of time. Check this 


coupon and mail right away to the President of Underwood! 





help ME sell more Portables this Christmas. Please have a Dealer 
Representative contact me and give me the full story right away! 












| 

| Mr. L. C. Stowell, President 

| Underwood Corporation One Park Avenue, New York, N. Y. 

Dear Mr. Stowell: 

[_]|I'm interested in a sales promotion plan that's especially designed to 
| 

| 

| 


[_] Please send details by mail. 
MY NAME 








COMPANY 





ADDRESS 
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~ Still time to 
GET ABOARD 


ND now's the time because Taylor 

is about to launch the biggest 
Christmas splash in its history. It will 
be spearheaded with an exciting full 
color page in Collier’s featuring the 
seven best sellers on this page. Just let 
your customers see these instruments 
and they'll buy. Check your stocks 
and order today through your regular 
wholesaler. Taylor Instrument Com- 
panies, Rochester, N. Y., and 
Toronto, Canada. 
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4 Beautiful Miniature 
Pendant Barometer 
with matching ther- 
mometer. Handsome- 
ly decorated mahog- 
any case, with pol- 
ished brass bezel and 
finial. Exclusive 
StrorMoGuipE?* dial 
and Taylor altitude 
adjustment make it a 
dependable weather 
forecaster. $21.50. 


+ New Taylor Indoor-Outdoor 
Thermometer tells both indoor 
and outdoor temperatures in- 
doors. Unique design in molded 
Sandalwood Grey No. 5330 
or Willow Green No. 5329. 
Only $6.95. 


ae 












Outdoor Window Ther-> 
mometer with translu- 
cent back tosilhouette ther- 
mometer scale in bold re- 
lief. Aqua-green Tenite 
case, adjustable bracket. 
Weatherproof. Only $2.75. 





Sporty Ship’s Wheel Barometer 
is nautical but nice for any desk or 
wall. Easy-to-read StorMoGuipeE dial 
—only Taylor has it! Beautiful hand- 
rubbed walnut case, brass spokes and 
bezel. A whopping Christmas value 
at only $13.50. No. 2512. 





Elmont Standing Stormoguide Barometer 











TAYLOR 


Canton Humidiguide* Combination tells 
both room ‘temperature and humidity. Spark- 
ling plastic, white figures and chrome plated 
easel that reflects surrounding colors on tables, 
desks and mantels, 414” x 27%’’. $3.95. 
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This Taylor Piedmont Combination is a 
miniature Weather Bureau — 3 instruments in 
one! Srormocurpe Dial forecasts storms, other 
matching dials tell temperature and humidity. 
No. 2586, a fast seller at $16. 

*Reg. U.S. Pat. Off. 


INSTRUMENTS MEAN ACCURACY 


in rich hand-rubbed mahogany case, brass fin- 
ished feet, is a real bargain at only $12. Pat- 
ented, exclusive Srormocuipe dial makes any 
man a weather profit—oops! prophet. Ask for 
No. 2485. 


FIRST 
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THE GUARD CHAIN 
#742/3 


NT Ie 
Ph as 


THE GUARD CHAIN 


: _— now $3. 50. dozen 
Pe © 4742/3 1/20-12k GF through- 
Pout available in whife, yelow 
fe K-and pink, 


F THE SNAP. 


= now $1.25 dosen 











3 ty white, yellow os pink : 
oTH HE SPRINGS 


—_ now “65¢ ‘dozen 
#833 right 


THE SPRING BAR 


p “#515 nickel plate 


THESE PRICES EFFECTIVE UP TO NOVEMBER 30th ONLY. PLACE YOUR ORDER ‘NOW. 


FOR NOVEMBER, 1954 


a #742 1/20-1 2k, GF available 


— now 65¢ dozen 


[svc PARK, NEW ‘ones N A O M | FINDINGS 





Naomi offers you : 
savings to 40% on 
bracelet watch findings 








THE SPRING BAR 
#515 






v 


THE SNAP 
#742 


THE SPRINGS 
#832 #833 
















s fits all nationally « advertised bracelet watches. 


Z ° snaps have positive holding action and Tong, life 
a6 white. nee filled—finished in. x sony 2K i i 



















e  evatable | in white, mallow dad pink ‘gold filled | 


ee 3 NAOMI: The one complete source for or fost moving 
> $nap Band Findings. 


If your local maledal ‘house is not a Certified Naomi 3 
~ Dealer, send order direct. It will be shipped immediately, 


and billed through your nearest Naomi. Cer tified Dealer. 





QUALITY 


WRITE FOR FREE FINDINGS ohne 


ee a | 
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5 First With The Most— 
That’s Longines-Wittnauer’s Christmas Advertising 


The Longines-Wittnauer pre-Christmas national advertising campaign con- 
tinues its power drive, delivering more program advertising messages via net- 
work radio and TV than any other firm in the industry—with one or more 
radio and television network programs every day—15 coast-to-coast programs 
every week, climaxed by two gala full-hour holiday television shows on 
Thanksgiving Day and Christmas Day— all broadcast over the CBS Net- 
works. Add to all this the thousands of Longines-timed sports events and our 
great program of radio-TV promotions, and you will know why Longines and 
Wittnauer watches will be—more than ever—the watches of first choice in 


the fine quality field this Christmas. 


tnyinesWdllnauer Wateh be, Ine 


Since 1866, maker of watches of the highest character 
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THE JEWELERS' 


TEXAN went into a_ jewelry 

showroom in New York and 
asked to see some trophies. What he 
had in mind, he said, was a big 
trophy—one he could use perma- 
nently. The jeweler showed him the 
biggest trophies he had. 

“No-o-0,” said his customer, 
“Those won’t do. I’m from Texas. 
Gotta have a big trophy.” 

The jeweler suddenly remembered 
a sterling bowl he had purchased 
with a job lot years ago. This bowl 
was so big it wouldn’t go on his dis- 
play shelves. He had never known 
what to do with the thing, and kept 
it in the stockroom. Staggering with 
its weight, he brought the piece into 
the showroom, and placed it on the 
counter without saying a word. The 
sterling bowl was easily four feet 
across. : 

The Texan’s eyes lit up. “That’s 
what I want. That’s real Texas- 
size!” 

And that reminds us of another 
Texan whom an Easterner tried to 
cut down to size by telling him: 

“Why, we have enough gold at 
one place, Fort Knox, in our part of 
the country, to build a four foot 
fence around the state of Texas!” 

“Build it,” replied the Texan 
loftily, “We'll buy it!” 


© © 


NE of the more sophisticated 
honors to befall people of note 
today is a write-up in “The Talk 
of the Town,” the famous column 
devoted to humor and the unusual 
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CIRCULAR-KEYSTONE 


in The New Yorker magazine. A 
recent subject of such an article was 
Dr. Frederick H. Pough, JC-K’s gem 


consultant. 


Though we see the gentleman from 
time to time and learn of his activi- 
ties first-hand, “Diamond Tinter” 
(the title of the article) took us 
somewhat by surprise. For here we 
were exposed all at once to his versa- 
tile pursuits as “not only a min- 
eralogist but volcanologist, gemolo- 
gist, crystallographer, petrographer, 
and man who collects off-color dia- 
monds.” 

Real meat for Dr. Pough is arti- 
ficial coloring of diamonds by cyclo- 
tron bombardment. JC-K readers 
learned about this long ago in his 
article, “The Present Status of Dia- 
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mond Colorat#n Treatments,” in the 
May, 1954, issue, page 76. Dr. Pough 
showed The New Yorker man a 
golden brown diamond and a “nice 
green one.” 

He also handed his interviewer a 
pocketful of tinted amethysts, a new 
discovery which JC-K readers also 
learned about through his article, 
“Introducing Greened Amethyst,” on 
page 113; of the April issue. 

Another unusual activity is Dr. 
Pough’s role as expert witness in 
cases involving minerals. He gen- 
erally testifies against the govern- 
ment in customs cases. “Suppose 
someone brings in some black stones 
for bracelets,’ he said. “Customs 
wants the maximum rate—50 per 
cent—and says they’re plain glass. 
I can tell by looking at them with 
the naked eye that they’re imitation 
onyx. Result: the 10 per cent duty 
that applies to imitation onyx.” 

We naturally cannot resist men- 
tioning that due note was taken in 
the write-up of Dr. Pough as “gem 
consultant to THE JEWELERS’ CiRcU- 
LAR-KEYSTONE and author of the 
gem section of the Jewelers’ Dic- 
tionary.” 
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ANUFACTURING or retail 

jewelers could well take a tip 
from the Magnavox Co., makers of 
radio and TV receivers. A recent 
Magnavox advertisement in national 
publications was headed “Do You 
Really Get Maximum Value Buying 
at a Discount?” 
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What’s back of the powerful attraction of 


the jewelry store? Surely, one of the 


most important things is the universal 
he tuff appeal of gold and silver... the impelling 


desire of almost everyone to possess 


THAT DREAMS articles made of these precious metals... 
ARE MADE OF... symbols of better living and the finer 
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BRIDGEPORT, CONN. 


64 


things of life...the stuff that dreams are 
+ es <2) made of. This centuries-old appeal of 
gold and silver has been with us since 
the very start of our jewelry industry. 
=p «s It has been largely responsible for 
mas the industry’s continued importance 


and constant growth. 





The “Sterling” mark on silver and 

the “Karat” marks on gold, are the 
universally known and most respected 
symbols of quality. Throughout our 
long years as a principal fabricator of 
these metals we have always maintained 
the highest standards of quality that 
metallurgical science and exacting 


production controls make possible. 


HANDY & HARMAN 


82 FULTON STREET © NEW YORK 38, 
UPTOWN BRANCH—15 WEST 46th STREET,NEW YORK ayes 


Quality frecious melals since 1867 


* CHICAGO,ILL. * LOS ANGELES, CALIF. © PROVIDENCE, R. 1. * TORONTO, CANADA. 
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Answering the question, the com- 
pany noted that discount house sell- 
ing has become a “national contro- 
versial issue,” and then stated frank- 
ly. “Some people believe it benefits 
the consumer. We at Magnavox 
know that your best interests are 
served by buying, from a dependable 
dealer, a product that has price in- 
tegrity. 

“We all seek the maximum value 
—no one wants to pay more than 
the lowest price, but a_ discount 
doesn’t necessarily enhance the value 
of a purchase. In television it often 
misleads the buyer, giving him only 
short-lived satisfaction.” 

The rest of the ad pointed out that 
value. not price, should be the basis 
of purchase. 

© © 
GROWING trend toward luxury 
type boxes for many products 


not usually 
packaging was reported to the Mer- 


associated with such 


chandising Executives Club of New 
York by Milton Weill. president of 
the Arrow Manufacturing Co.. mak- 
ers of boxes, West New York, N. J. 
He offered his audience this ex- 
ample. “Here is a velvet box con- 
taining not a gleaming oriental pear! 
hrooch—not even a fake pearl crea- 
tion. but a new set of false teeth.” 


_ AND CO. naturally 
seeks advertising media that are 
distinctive. And once Tiffany adver- 
lises in that media, the newspaper 
or magazine or whatever it may be, 
in turn, gains distinction. Thus it is 
that Tiffany in advertising for the 
first time on radio reflects its quality 
on WQXR, New York. The station 
is noted for its programs of classi- 
cal music, and Tiffany is sponsoring 
its best known one, “Symphony 
Hall.” 

Now, radio as a medium for ad- 
vertising quality merchandise may 
he said to have come of age. 
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HINGS are not always what they 
seem on the surface is an old 
life recently 
when a new semi-precious stone was 
identified. Named sinhalite. the gem 
is practically indistinguishable from 


adage that came to 


a brown peridot on surface examina- 
tion, but has a mineral composition 
that is different, making the stones 
only distant relatives. 

The separate identity of the stones 
was discovered when the Smithson- 
ian Institution was asked to identify 
a 146 carat stone, supposedly peridot. 
from Ceylon, and found a different 
optical and chemical structure. Dr. 
Smithsonian 
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mineralogist (and author of JC-K’s 
Annual Report of the Diamond In- 
dustry), said the mineral has been 
used in the jewelry trade for years, 
but is confused with peridot. 

Sinhalite has been given official 
standing as a new mineral, the 
Smithsonian findings also being con- 
firmed by British Museum miner- 
alogists. 


© © 


ps Russia’s new consumer goods 
program, one of the recent addi- 
tions is a traditional product that is 
much older than Soviet communism. 
According to the Moscow radio, 
mass production will soon begin of 
cuckoo clocks. About time! 


© © 
AN NOUNCEMENTS made in verse 


are sure to draw attention— 
verse being a rare thing in our prac- 
tical lives today. Thus we felt com- 
pelled, as his readers must have, to 
read the merry lines of Arnold B. 
Davidson of Arnold’s Jewelry Studio, 
La Crescenta, California, when he 
announced that his store was moving 
to a new location on Foothill Blvd. 
We quote, in part. from his letter 
to the trade. 


After five foul years 
Of a Babbitt’s score 
We've moved to a new 
And more modern store. 


We're aiming, of course 
To set Foothill afire 
Tho the rent, blast it! 
Will be quite higher. 


The gala event 

In mind to be kept 
Is the fifteenth 
School daze of Sept. 


The address: Twenty Nine 
Nineteen Foothill 

Where we will go on 

To grind the old mill... 


With blazing searchlights 
And cocktails (no fooler) 
We remain, as ever 

Your son of a jeweler— 


Arnold B. Davidson 


Pee Ess: 
And by the way 
Flower’s okay. 
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For centuries it has been so. A man pauses at this 
hallowed time to count his fortune, not in coins of 
commerce or in deeds that grace his name, but in 
the love of wife and sons and daughters. How fitting 
it is, then, that on this day he may express, in 
return, his love and gratitude, in the eternal lights 
of diamonds. Diamonds, the most treasured of all 
earthly objects, are his way of noting to the world 
- +» for endless generations... the joy in family that 
De Beers Consolidated Mines, Ltd. 


gives his life rich meaning. He seeks, of course, the 


counsel of a trusted jeweler in making his selection. 


The value of a diamond is determined by color, cutting and clarity, 
as well as carat weight. A two-carat diamond, for instance, 

ranges from $1365 to $3315, pius tax, at representative jewelers. 
Exceptionally fine stones are higher priced. 


Most treasured gift— 
the diamond ring 


that marks this Christmas, mai) Lb 
or other great occasion. ' \ OM | 


\ | 
~) / 












New advertising 





to increase 


your sales of 





larger diamonds 





promotes the Diamond Gift Tradition 


in Time... The New Yorker... Town and Country 
















thi 
: In addition to the national advertising promoting the engagement diamond tradition... 
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" this distinctive new two-color advertising is promoting your diamonds for anniversaries, 

_ days-of-birth, and other family gift occasions. Stressing the emotional significance of 

" diamond gifts, it is addressed to men and women of substantial means... men and 

a women past engagement age, who comprise a big market for diamonds. It features the 

val most popular jewel-piece for gift occasions, the diamond ring...it spotlights, and helps 

al you sell, larger diamonds. Tie in to increase your diamond sales. 
a: The advertisement shown opposite appears in The New Yorker, December 4; 

py: Time, oe 6; and Town and Country, December. 

ion. 


Advertising promoting the Engagement Diamond Tradition is working for you 


in leading national weeklies . . . Life, Look, The Saturday Evening Post, 


De Beers Consolidated Mines, Ltd. 
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Fair Trade . . 


by NEIL R. REGEIMBAL 
JC-K’s Washington Bureau 


a a diamond, the controversial fair 
trade situation has many facets, some of them almost 
directly opposite to others. Like the diamond, too, there 
has been found in fair trade inclusions, flaws and 
crevices—weaknesses which affect its value. It is these 
weaknesses—resulting from a vast number of causes— 
that has brought the theory to a crossroads where it 
faces strengthening at one turn, destruction at the other. 

There is growing evidence in Washington that the 
winter of 1954-55 may see fair trade pass or fail its 
severest tests. While more and more opposition builds 
up among Government agencies and on Capitol Hill— 
and on Main Streets across the nation—an increasing 
number of possibilities for strengthening retail price 
maintenance are becoming evident. The test then will 
be between those who will try to use new avenues to 
strengthen fair trade and make it work as they are sure 
it will, and those who would have it abolished. 


DISCOUNTERS FOR FAIR TRADE? 


It is becoming apparent to many observers in Wash- 
ington, watching the currents drift into this whirlpool, 
that it is not the discounter or the bootlegger who will 
work for repeal of the federal acts which have enabled 
states to pass fair trade laws. To the contrary, dis- 
counters are depending on fair trade in its present state 
where the laws are strong enough to keep the legitimate 
retailer bound by them, but weak enough to permit them 
(the discounters) to ignore the same laws. Obviously, 
it is upon the maintenance of prices in the traditional 
shops that he depends upon his comparisons. Without 
fair trade, the appeal of the discounter would be reduced. 
Similarly, with completely effective enforcement of fair 
trade, his ability to cut national pzices, and again his 
appeal, would be removed. 

As pointed out by Albert A. Carretta, former Commis- 
sioner, Federal Trade Commission, “The popularity of 
discount houses would appear to be in direct ratio with 
the number of distributors who abide by their fair trade 
agreements. That is, the greater the number of distribu- 
tors who abide by fair trade agreements, the greater the 
popularity of discount houses. Conversely, the smaller 
the number of distributors who abide by fair trade 
agreements, the lewer the popularity of discount houses.” 

Prime mover tor the repeal of the Miller-Tydings and 
McGuire Acts, the fair trade enabling legislation, may 
be the Justice Department. Judge Stanley N. Barnes, 
Assistant Attorney General for the Antitrust Division, is 
standing firm in his position that the theory of fair trade 
contracepts the basic principles of all antitrust laws. 
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at the Crossroads? 


In this special report, JC-K’s Washington news bureau brings up-to-date the 


entire question of Fair Trade. According to informed circles in Washington, 


the winter of 1954-55 may see Fair Trade pass or fail its severest tests. 


About December 1, a special Justice Department ad- 
visory committee, named to study the antitrust laws, will 
report and is expected to recommend repeal of the fair 


trade ‘loopholes.” 


Albert A. Carretta, 
Former Commissioner, 


FTC 


Sources close to the Federal Trade Commission expect 
even the Republican-dominated commission, perhaps by a 
split vote, to support repeal if they are asked for an 
opinion by a Congressional Committee. 

If, on the other hand, one of several bills designed to 
strengthen existing fair trade laws wins congressional 
approval, observers do not expect cooperation in en- 
forcement from either the Justice Department or FTC. 
Indications are that the laws would be meaningless 
through lack of activity by the two agencies. 

Albert A. Carretta (who retired Sept. 24 as a member 
of the FTC) recently amplified his views on fair trade 
in a speech before the American National Retail Jewelers 
(For the highlights of this speech see 
page 102 of JC-K’s September issue. ) 

He contends that failure of manufacturers and whole- 
salers to uniformly enforce fair trade contracts is a 
violation of section 5 of the Federal Trade Commission 
Act which prohibits discrimination among customers. 
His position is that FTC is required to stamp out dis- 
crimination wherever it occurs, and if it is a by-product 
of fair trade. it makes little difference. Mr. Carretta 
has urged jewelers and other retailers to demand officially 
that FTC use its powers to issue a cease and desist order 
against manufacturers to require them to either enforce 
or to abandon fair trade contracts. 

Other Commissioners, including Chairman Edward 
F. Howrey, refuse to comment on Carretta’s contention. 

Last May, the National Jewelers Association decided 
to test the validity of the same argument that failure of 


Association. 
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manufacturers to uniformly enforce fair trade contracts 
represents discrimination. A factual brief was filed 
based on questionnaires distributed to 5,000 association 
members, which showed damages inflicted by spotty 
enforcement. Other information was submitted, which 
it was hoped, would cause the FTC first to find that an 
investigation of the matter would be in the public inter- 
est. This is required before any study may be under- 
taken. In mid-September, the brief had reached the 
Commission after passing through the staff and had 
been submitted to the Commission’s general counsel for 
an opinion. 

While an NJA spokesman was cheered by progress 
the brief had made, many a guess was ventured in Wash- 
ington that there was less than a 50 per cent chance the 
Commission would ever rule on ii, and about the same 
odds that if it came to a vote, it would receive a favor- 
able count. 


Stanley N. Barnes, 
Asst. Attorney General 
Justice Department 





Among the hurdles that the brief would have to clear 
to get favorable ruling from the Commission is a policy 
of the present leadership not to consider “fringe” 
theories, and the fear that if the Commission ever rules 
on the question, individual retailers will flood FTC 
with complaints. Carretta—pointing out that the Com- 
mission has received a record 3,000 requests for his fair 
trade speech—dciscounts the Commission fears. He 
points out that over two million retailers are interested 
in the subject, and so it is not a fringe theory, that if 
the commission successfully stopped a manufacturer or 
two from spotty enforcement, the problem would dis- 
solve as the rest stepped into line. One FTC source warns 
that it will take strong pressure from retailers to get FTC 
to act on the NJA question. 

(Please turn to page 106) 
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= what people call “professional 
secrets” or “trade secrets” are not very jealously guard- 
ed. They are open for anyone to learn if he wants to 
take the time. Of course, the time may mean a lifetime. 
But even if you’d spent years handling diamonds and 
studying them, you wouldn’t think of your own knowl- 
edge as “secret.” So far as diamonds are concerned— 
believe me!—the people who really have the knowledge, 
the real diamond experts, don’t want to keep it secret. 
They wish everybody knew all that they know. That’s 
the first secret of the diamond experts that I’m going 
to tell you. 

You like diamonds—everybody likes diamonds—and 
you'd like to know more about them. Well, the diction- 
ary’s a good place to start. You read, “Native, crystal- 
lized carbon, highly valued, when transparent and free 
from flaws, as a gem. . .” 

Carbon—the same element as graphite, what you call 
“lead” in a pencil. But the dictionary cannot tell you 
how nature took these same little carbon atoms and made 
them into a diamnod. That is a secret guarded even 
from the expert. 

“Highly valued when transparent,” says the dictionary. 
You say to yourself, “But aren’t all diamonds trans- 
parent?” All you ever saw in a jewelry store were 
transparent. Yet 80 per cent of all diamonds mined are 
no good for jewelry. These are the qualities used in 
tools, the “industrial” diamonds, and many of them are 
no more transparent than mud—and no more attractive. 
All you see in jewelry come from the other 20 per cent— 
what the miners call cuttables, meaning that they are 
good enough to be cut. 
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Secrets of the 


Next in the dictionary you read H. 10. H means hard- 
ness, and ten means the diamond is the hardest sub- 
stance known. Actually, the diamond is 85 times as hard 
as the next hardest natural substance. It was because 
of this hardness that man first valued the diamond. It is 
because of this hardness that we say, “A diamond is for- 
ever,” but it does not mean that a diamond cannot be 
injured. 

There seems to be a lot of misunderstanding about the 
hardness of a diamond. You hear people say, “You can 
tell it is a diamond if it will cut glass.” Of course, this 
just isn’t so. Anything that’s harder than glass will cut 
glass, if you give it a sharp point, and there are lots of 
things besides diamonds that are harder than glass. In 
fact, you can scratch one kind of glass with a harder 
kind of glass. 

And then the dictionary says, “Sp. Gr. 3.52.” Specific 
gravity 3.52, which is fairly high for a mineral in its 
native state. Roughly, this means that a diamond of a 
certain size will weigh more than the same amount of 
another mineral with a lower specific gravity. Put the 
other way around, it means that a diamond of a given 
weight will be smaller than the same weight of a stone 
of lower specific gravity. For example, a one-carat 
emerald is larger than a one-carat diamond although a 
one-carat ruby is smaller. 

That’s about all the dictionary tells you. You might 
try the library for some more information. And you'll 
find fascinating things to read about diamonds. You 
will learn about the first mining in India, probably more 
than 2500 years ago, and about the modern mines in 
Africa. You can find out how diamonds are cut and 
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how they lose half their weight in the cutting. You can 
learn how many more little ones there are than big ones. 

In South Africa, they have to mine 20 tons of rock and 
sravel to get two carats of diamonds fit to use in jewelry. 
By the time they are cut and polished, there will be only 
one carat of finished gems. But that is the average for 
all sizes, big and little. The bigger stones are so much 
rarer that they have to mine 250 tons to get a rough 
diamond big enough to produce a finished one-carat 
gem. That is the reason why, quality being the same. 
larger diamonds cost more per carat! That’s why a one- 
carat stone is worth a great deal more than two hall- 
carat stones. 

Quality in diamonds is a very complicated business 
because diamonds are as individual as people and each 
one has its own combination of qualities. I could show 
vou a hundred diamonds that would look much the same 
to you at a casual glance and yet there might be a hun- 
dred different price tags because of variations in quality. 

Basically, there are four factors that affect the price 
of diamonds, the “four C’s”—carat weight, color, clarity 
and cut. 

It’s a common practice today to classify diamonds into 


reputable jeweler will be glad to tell you how he grades 
for color and where a diamond fits in his scale. 

It takes long months of examining diamonds con- 
stantly to be able to grade accurately, and yet every 
slight variation affects the price. This is one of the 
things you cannot learn about diamonds at the library! 

You really have to know diamonds to understand how 
the many off-color shades affect the value. It is not 
guess-work with a jeweler. He uses his knowledge and 
experience; he wants good light and proper surround- 
ings; and, very often, he has a set of comparison dia- 
monds. Some of the old-timers still want to grade for 
color only in the morning on a clear day in north light. 
They prefer the late morning hours. They will do no 
grading on a hazy or rainy day. 

The third C I mentioned was Clarity. How nearly 
flawless is the material? How closely does it approach 
perfection? The Federal Trade Commission rules pro- 
vide that a diamond may be sold as perfect if it shows 
no inclusions to a trained eye when magnified ten times. 
Stop and think about that for a monent. How much do 
you buy today that has to pass inspection under a glass 
that magnifies ten times? 


Diamond Expert 


To the average person, diamond quality is a mystery. Thus, he lacks confidence 
in his ability to buy wisely. To take the mystery out of diamonds and thereby 
increase its desirability, N. W. Ayer has prepared a speech for jewelers’ use 
in addressing consumer groups. Presented here is a condensation of the speech. 


eight or ten or even a dozen grades of color and from 
four to ten degrees of flawlessness. They don’t use any 
particular series of classifications for the quality of cut- 
ting. but I could name you 20 or more different types of 
mistake that detraét from the beauty of a stone. Of 
course, how serious the fault may be in any particular 
case in a question of degree. When you put each grade 
of color together with each degree of perfection and each 
shading of quality in cutting, you have literally hundreds 
of possible combinations to affect the value of a diamond 
at any given weight. That’s why a diamond expert smiles 
when someone asks him what a one-carat diamond is 
worth. The only good answer to that question is an- 
other—What one-carat diamond do you mean?” 

The most important thing for you to know about the 
caral-weight I’ve already told you: the more carats there 
are, the more each one is worth. That’s just the old law 
of supply and demand. The bigger the stone. the more 
rare it is. and everybody wants as big a one as he can 
get. 

There are no uniform terms used on a national scale 
to describe the color of diamonds. A jeweler may de- 
velop his own names for the various shades or he may 
use letters or numbers, but he needs some system of color 
grading in order to sell diamonds successfully. Any 
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It’s important to remember that when a jeweler says a 
diamond is perfect he does not mean that it’s perfect in 
every way. He means it has no flaws. Lots of us prefer 
the word “flawless” to “perfect.” You can have a “per- 
fect” diamond that is not a good diamond; it may be of 
poor color or it may be badly cut. In this odd lingo we 
use to talk about diamonds, the mere fact that a stone 
is perfect is not enough to make it good. 

I don’t like the word “perfect,” but I don’t like the 
word “flaws” either. A better word is “inclusions.” 
What we call “flaws” are just things nature put into the 
stone—included in it—during the creation period, per- 
haps millions of years ago. One tiny inclusion doesn’t 
affect the beauty of the diamond and will actually lower 
the price very little. There are many kinds, sizes and 
colors of inclusions, and they all have varying affects on 
the value. It is complicated business. Take what we 
call a “feather’”—because that’s what it looks like. If it’s 
right in the center of the stone, even if it cannot be seen 
with the naked eye, it will lower the price more than if 
it’s near the edge. A little black speck called a “carbon 
spot” would lower the price still more. 

Now we come to the last C—the most important one— 
the cut of the stone. I say most important because you 

(Please turn to page 112) 
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(12) Pink diamonds are among the more popular, 
and available, fancy colors of this gemstone. Not nearly 
as rare as red or natural green, pink diamonds have 
been mentioned in literature and one or two stones are 
generally available from the stocks of the New York 
dealers at any particular time. They vary in color from 
a true deep pink, in very small stones. to a pale pink 
in stones of one to ten carats. They grade into the light 
browns. We frequently see stones which will look pink 
when contrasted with real brown and yet look brown 
when contrasted with a clear pink. Their price depends 
upon how really pink they look, but does not in any case 
reflect their real rarity, generally lying well under the 
cost of the finest, and only a little less rare, whites of 
comparable size. Best known of the pinks is, perhaps. 
the 54 carat crystal presented to Queen Elizabeth by 
J. T. Williamson at the time of her wedding, a stone 
which is said to have been cut into a 23.6 ct. brilliant. 

(13) Since rubies occur in all intensities of red. and 
fade out into pink sapphires with no definite demarcation 
point, it is natural that we should find quite a range of 
intensities in the pink sapphires. They may be very deep 
or very pale, and their beauty and value depend upon 
the intensity of their color. Usually they are quite a 
bluish pink and when they are, they closely resemble 
the color of precious topaz (note 18) and some kunzites 
(note 16). The refractive index provides the best means 


Color as a Guide to Gemstones 


Apart from contributing to a stone’s value, color is of profound importance 
to the gem expert. For, the real gemologist can often identify a stone by its 
color alone, or at worst, he can usually propose one or two alternatives. 


Part Il 


by DR. FREDERICK H. POUGH, 
JC-K Gem Consultant 


of distinction—though one will often see other char- 
acteristics of the sapphire group in the stones; the 
mirror-like planes and the patches of silk. 

(14) Rhodolite garnet is an intensely colored, purplish- 
pink stone which does not at once make us think of a 
garnet. since we have come to think of red garnets as 
such dark stones. The North Carolina rhodolites are all 
fairly small and are non-commercial at present, but 
Ceylon produces some very similar material which will 
sometimes be encountered. [n testing, the single refrac- 
tion eliminates all but spinel in the way of similar stones, 
and the higher refractive index distinguishes the rhodol- 
ites from the spinels. 

(15) Pink, either pure pink or amethystine pink. is a 
fairly common color for spinel and we see a good many 
light-colored stones coming from Ceylon that fall in 
this category. The single refraction, even without the 
1.72 refractive index, makes their recognition quite 
simple. As we noted under the red stones (note 5). the 
desire for the maximum recovery of finished material 
from the distorted rough crystals (octahedrons) usually 
compels the cutters to make pink spinels into flat stones. 
Hence. they do not have the beauty that a full cut stone 

(Please turn to page 109) 




















TABLE IT—PINK STONES 


(Light lilac pink to dark pink) 
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NAME REFR. INDEX HARDNESS REFRACTION SPECIFIC GRAVITY NOTE 
Diamond 2.41 10 single 3.52 12. 
PINK SAPPHIRE lay 9 double 3.99 13. 
Garnet (Rhodolite) 1.77 74%, single 3.99 14. 
SPINEL 1.22 8 single 3.60 15. 
Spodumene 1.67 7-614 double 3.20 16. 
TOURMALINE 1.63 71, double 3.05 Wis 
Topaz 1.62 8 double 3.53 18. 
Beryl (Morganite) 1.59 7, double 2.88 19. 
Quartz (Rose Quartz) 1.55 7 double 2.65 20. 
Synthetics and imitations: 

CORUNDUM (Pink Sapphire) ar 9 double 3.99 21. 
SPINEL (“ROZIRCON”) 1.73 8 single 3.65 Ze. 
GLASS 1.50 to 1.68 514-6 single 
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SIXTEEN creative firms, including manufacturers 
and retail jewelers, were honored on October 19 with Diamonds 
U.S. A. Awards presented at a luncheon in The Plaza in New York. 
Thirty-five designs, from which the award-winning pieces were 
produced, were chosen by a Selection Committee composed of Rich- 
ard Avedon, Lilly Daché, Walt Disney, Polaire Weissman and Mrs. 
Cornelius Vanderbilt Whitney. 

The Diamonds U. 5. A. Awards are the first given 
specifically for creative design in diamonds. They are the out- 
growth of the six annual “Diamonds U. S. A.” shows, known as the 
world’s most fabulous annual fashion shows. 

The announcement in the Spring of these awards 
created a field day for precious jewelry designers. The promise of 
recognition for excellence of design invited these artists-craftsmen 
to let their fancy take flight. The result is a collection of new forms 
and new decorative concepts that provide inspiration for further 
development. 

It is particularly significant, as far as the jewelry 
industry is concerned, that the Selection Committee was most 
impressed with the “functional beauty” of the designs. In the words 
of Walt Disney, “Jewelry design should be, and is potentially, an 
art equal to almost any other; therefore, the designers must be 
artists capable of creating something new—functional, decorative 


and contemporary.” 
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Functional Beaut v Dramatizes 
Diamonds USA. Awards 


A plaque (below) was pre- 
sented to award winners, 
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This charming necklace of brilliant cut 
diamonds was chosen by the Selection Com- 
mittee for Diamonds U. S. A. Awards for its 
exquisite design and flexibility. Necklace 
was designed by Seaman Schepps, NY. 








Created by Tilden-Thurber of Providence, 
Rhode Island, the heart of small diamond 
brilliants revolves into a_ vinelike ten- 
dril and a few leaves of diamond laurel. 








Two strands of platinum set with baquette 
diamonds border a third that is set with 
round diamonds and the three encircle a 
stunning 7.12 carat brilliant cut diamond 
in bracelet designed by Raymond Abrahams. 





A cluster of round diamonds which looks 
like a cabochon cluster tied down by a 
ribbon of baguettes forms this distinc- 
tive ring designed by Tiffany, New York. 
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A heart-shaped diamond which can be worn 
facing either the fingertips or the wrist 
is the focal point of this unique ring of 
round and baquette diamonds. The ring was 
designed by Nadja Buckley, New York City. 








The face of this Elgin watch is covered 
with an array of round and baguette dia- 
monds. The bracelet is graduated in size 
with baguette and brilliant cut diamonds. 


A triple tier of baguette diamonds set in 
platinum ripple gracefully above the gold 
shank of this dinner ring. At the center 
is a large round diamond. This graceful 
design by Granat Bros. of San Francisco. 


Lavish use of marquise diamonds, combined with 
baguette diamonds, makes this bracelet design 


spectacular. The three-strand diamond 


with marquise diamond clusters is completely 
flexible. Designed by Nat Koslow of New York. 
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Jewels with a new twist: diamonds are wrapped 
around strands of cultured pearls as casually 
as ribbon in matched set of earrings, necklet 
and bracelet. By Linz Bros., Dallas, Texas. 
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Designed to make a diamond look much 
larger than it really is, this engage- 
ment ring by Nadja Buckley features a 
round solitaire diamond surrounded by 
a highly polished platinum surface to 
reflect the fire of the diamond. It is 
set high above a “curl of baguettes. 










Alternate marquise and pear-shaped diamonds 
hanging from a chain of round and baguette 
diamonds form a staggered necklace line of 
unusual grace. Necklace designed by Tiffany, 


Designed by Tilden-Thurber of 
Providence, the necklace shown 
here becomes 2 bracelets, pair 
of leaf clips for the bodice, 
or, with a change of backs, an 
; attractive pair of ear clips. 











A curved wing of baguette dic- 
monds separates 2 round diamond 
clusters in earring by Tiffany. 








Reminiscent of foilage spattered with dew 
is this lovely matched set of diamond and 
gold ear clips and brooch. The airy open- 
work of the gold leaves gives the jewelry 
a delicate look. B. D. Howes, Los Angeles. 





ELGIN RECEIVES COVETED 
‘DIAMONDS U.S.A. AWARD’ 


Another example of Elgin leadership in design 
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These Lady Elgin Diamond Watches were chosen for fashion leadership by the judges of the celebrated annual “Diamonds U.S.A. Awards.” 


The fabulous Lady Elgin Diamond Watches: 
Elegance Gem Collection, $2,000 to $15,000 
Forget-Me-Not Series, $125 to $325 

: Lily of the Valley Series, $125 to $325 

tte diae Devotion Series, $100 to $850 a 











diamond 
Tiffany. 
FOR WHAT'S NEW IN THE WATCH BUSINESS, WATCH [7 ELGIN NATIONAL WATCH COMPANY 
ELGIN, ILLINOIS 
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FOR ARTISTIC ACHIEVEMENT IN 


DIAMOND JEWELRY DESIGN 





Manufacturers and 
Creators of Distinctive 
Diamond and Platinum 
Jewelry to the Trade 


for the past 


35 Years 








WER tl miuliulcleciietiue. , . : a / JEWELERS 
requests from discriminati oe . Factory at 42 W. 48th St., New York, N. Y. 


Jewelers only — ae ee ) , 4 
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The design of this necklace gains added interest from 
the fact that the little trefoils of marquise and round 
diamonds on platinum wire are repeated at the back of 
the necklace. Created by Tilden-Thurber of Providence. 
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Under the tassel of gold and diamonds 
ticks a tiny watch. This prize winner 
was designed by the Elgin Watch Co. 


This brooch, which is a three- 
dimensional diamond, gold, and 
platinum sculpture of the mythi- 
cal Phoenix, was designed by 
Schlumberger of New York City. 


Mare Koven created the design 
of these unusual hoop ear clips 
that show sparkling round dia- 
monds inside in contrast to the 
prong-set baguette diamonds on 
the face of ribbon-like hoops. 
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Heart-shape peridots and 
brilliant cut diamonds 
are used in this free- 
flowing ear clip design 
by John L. Desteian. 








A pair of flashing little goldfish, carved from 
coral and plunging through “ocean waves" of dia- 
monds and turquoise. Designed by Seaman Schepps. 


This golden ring is inset with an 
emerald-cut diamond at one end of 
the open circle, and with a bril- 
liant cut at the opposite end. This 
“open circle" ring was designed by 
Charles Walker, Petit Musee, N. Y. 
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An original interpretation of the tradi- 
tional bow pin designed by Tiffany bal- 
ances a three-circle swirl of diamonds 
against 3 marquise diamonds above ihe 
ribbon ends. 





THE JEWELERS’ CIRCULAR-KEYSTONE 





is proud to present the 


seven jewels which won her 
seven U.S.A. Diamond Awards 


30 East 54th St. New York, N.Y. 
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Diamond necklace for a bride. Tiny flowers 
are intertwined by their stems, the petals 
resting against the skin. Round brilliants, 
baguettes, and navette cuts are used with a 
pear-shaped diamond. By Marianne Ostier. 





This diamond pin is entirely flexible ex- 
cept for the ribbon-like curl of baquette 
diamonds around the stems. The leaves of 
the pin can be adjusted to stand out or 
lie flat. Pin designed by Nadja Buckley. 





Tiffany, N. Y., achieves an unusual effect in these 
earrings which appear to climb up the ear and 
dangle beneath it with no visible means of support. 








Elongated baguette diamonds 
were uniquely arranged in 
this modern ring design by 
Mare Koven, New York City. 
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Sean an S&S | epps 


A WINNER OF THE 
DIAMOND DESIGN AWARD 
1954 


Offers for Resale Original 
Jewelry Pieces mounted from his Stock of 
Precious and Semi-Precious Stones 
During the Months of November and December. 


a 
LIBERAL DISCOUNTS ALLOWED 


INSPECTION BY APPOINTMENT 
NO MEMORANDUMS—CASH ONLY 


Sime an Sa epps 


399 Madison Avenue 
New York 17, New York 




















Now Ready— 


29th ANNUAL REPORT on the 
DIAMOND INDUSTRY, 1953 


i 
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KEY 


Get a copy of this 12 page booklet showing the world's output of 
diamonds, importations, trends in fashions and retailing of diamond 
jewelry and a wealth of other information valuable to anyone 
importing, cutting and selling diamonds. j 


PRICE POSTPAID 50 cents a copy 


Remittance must be sent with all orders—no charge accounts opened 
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100 East 42nd Street New York 17, N. Y. 














RAYMOND-WHITCOMB 


INCORPORATED 
cordially invites you 
to participate in its 


DIAMOND JUBILEE 


CRUISE 
to the 
Lands of the Diamond 


THE ITINERARY 


February 11 — April 21, 1955 
New York to London via the Queen Mary — 
visit the Tower to see the crown jewels — the 
Duke of Wellington's jewels at Apsley House — 
To Capetown via Union Castle steamer — ten 
days in Africa visiting Kimberly — Johannes- 
burg — Krueger Park — Falls — Gardens — 
Zululand — rejoin the ship at Durban — east 
coast ports —:Red Sea — Alexandria — Genoa 
— By train to Amsterdam to see the factories 


where diamonds are cut and polished — to 
Paris to visit the designers and famous collec- 
tions — Sail from Cherbourg via the Queen 


Mary for New York — Sixty-nine days — An 
alternative trip by air will be arranged for those 
interested in flying or limited in time. 


SUBSCRIPTION 


$3250 per person based upon minimum first 
class steamship accommodations. Should better 
accommodations be desired, there will be an 
additional charge according to the rates. All 
hotel accommodations will be the best obtain- 
able. Subscription will vary if there is any 
change in the value of the pound in relation 
to dollars. 

































“Ss 
“a > 


Address all inquiries regarding details to 


RAYMOND-WHITCOMB 


INCORPORATED 
19 Arlington Street, Boston 16, Massachusetts 


347 Madison Avenue, New York 17, New York 
1600 Walnut Street, Philadelphia, Pennsylvania 
Travel Tradition Since 1879 
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Help —For Your Extra 


Relief and Profit for You! 





, - know how difficult it is for you, to see 
untrained extra-holiday-help fumbling through sales with 
prospective customers. 

Well, it isn’t any more pleasant for them either. 

Yet, the average jeweler cannot afford the time or 
nerve-strain to teach his temporary Christmas help even 
the rudiments of the jewelry business—or his store’s 
stock. 

So, JC-K as another service to the retail jeweler—at a 
time of year when he needs help—has prepared a 24- 
page “capsule course” training booklet which makes it 
possible for beginner-help to feel at home more quickly 
in the jewelry store. 

This booklet does not go into technical details, which 
only tend to confuse the beginner; it gives him “just 
enough” to feel that he is not a stranger to the business. 
It is designed to build confidence in the clerk, confidence 
which he can radiate so that the customer will, in turn, 
have confidence in his statements. 

The material is designed to teach the newcomer, the 
practices of the jewelry store, the psychology of jewelry 
store customers—and the essential facts on jewelry store 
merchandise. 

The average jeweler in trying to explain to a new 
clerk the quality factors of his various lines of merchan- 
dise is either too superficial or too detailed in his 
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“teaching.” He usually ends up with the feeling of 
regret at having “wasted his time.” 

Knowing this, the editors of JC-K set upon the task 
of supplying the thousands of “extra help” employees 
in America’s jewelry stores with just the information 
they need to really get pleasure and profit out of their 
limited stays in jewelry stores. 

The result is a 24-page (7 in. x 10 in.) 2-color booklet 
that the jeweler can put into the hands of his extra 
Christmas help. Whether they be school teachers, bank 
clerks, college students, erstwhile unemployed widows 
or potential full-time employees, your “beginner” clerk 
will find this “capsule course” fascinating, easy to read 
and absorb. This booklet presents its material on the 
assumption that the newcomer knows nothing about 
jewelry store items and has only average intelligence. 

Did you ever consider the psychology of the layman 
coming into a jewelry store and stepping behind a 
jewelry counter as a clerk? They are just plain 
“scared.” 

They must be made at ease, made to feel important— 
they must be made to feel they are needed. This booklet 
does that. It says on its opening page to the beginner, 
“You are now one of us.” It goes on to welcome them 
as a fortunate “person apart.” It continues, “You are 
now part of one of the world’s oldest and most respected 
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trades. As one in the jewelry business it is your 
privilege, etc.” ; 

The material in this colorful booklet recognizes prac- 
tical limitations of temporary part-time help. For ex- 
ample, the first “capsule course” is on the selling of 
diamonds. This is not titled with a bookish heading 
which would frighten the beginner. Rather, it is headed, 
“A Diamond is Forever’—a heading such as the new 
clerk might find on an article in a consumer publication. 
It is intriguing. It starts with something the lay reader 
can understand and believe. For example, the capsule 
course on diamonds says, “On that little tag attached to 
each diamond ring and on the inside shank of the ring 
itself. you will find a wealth of information. Tell it to 
the customer—BUT, if he wants to get ‘technical,’ you 
better be ready and call for the assistance of more 
experienced help to take over the sale.” 

The reading matter on this subject is informative 
without being awesome. The newcomer is advised of the 
quality factors which determine the value of diamonds— 
information which should be transmitted to the cus- 
tomer. 

For example, carat weight is explained. “But,” the 
newcomer is told, “size is only one of the factors deter- 
mining the value of a diamond. The others are cut or 
make of the gem, the color, and the clarity of the dia- 
mond.” The article goes on to explain in simple detail 
just what these are. 

The diamond selling “course,” like the other “courses” 
in this booklet, is easily digestible, easily understood. 

In addition to the courses on different jewelry store 
lines, the booklet includes a 2-page glossary and 2 
pages of quiz questions with which the new clerk can 
test his knowledge. 

Clip the coupon appearing to the right—send in 
your order for a copy for each of your extra-holiday 
clerks. Do it now!. When your extra holiday sales help 
report for work you can thus capitalize on their en- 
thusiasm by immediately turning over to them these 
instructive “capsule courses.” Copies are 50 cents each 
from JEWELERS’ CircuLaR-Keystone, 100 E. 42nd St., 
New York, 17, N. Y. 


SEND COUPON TODAY 


24 pages of "capsule courses" on * Diamonds 
* Watches * Clocks * Silver * Colored Stones 
* China & Glass * Giftware Items—including a 
2-page glossary and 2 pages of test questions. 
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Only 50¢ a Copy 
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THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42 Street, New York 17, N. Y. 


Please send immediately .... copies of 
“Fitting into the Selling Picture at $.50 
per copy. Enclosed is $...... 


Name 


es 5 eb ack aera 


City eters Zone.... State.... 










































































































































The cooperative activities of 
Milwaukee retail jewelers are well-known 
to the trade. (See pages 80 and 81 of 
JC-K’s July issue). These friendly but 
competitive jewelers are perhaps the most 
closely-knit group in the country. One of 
their most conspicuous projects is a co- 
operative advertising program of institu- 
tional ads which have appeared in The 
Milwaukee Journal since 1940. 

This campaign was designed to present 
the jeweler’s case to the people of Milwau- 
kee and the state of Wisconsin. Their ads 
point up logical reasons for people to buy 
jewelry from their jewelers. 

In September, the Milwaukee District 
Jewelers’ Guild ran an unusual ad pro- 
moting a contest, in which $5,000 worth 
of jewelry prizes were offered. People 
were invited to write in 25 words or less, 
“I prefer to buy jewelry from a jeweler 
because. . . .” Official entry blanks, the ad 
noted, could be obtained from any of the 
participating jewelers. All entries were re- 
quired to be deposited at the store of a 
participating jeweler—no entry would be 
eligible if mailed. 

The purpose of the contest is twofold: 
create store traffic during an important 
season and to build goodwill for the re- 
tail jeweler. 





“TRAFFIC Bu 
OF THE MONTH 


A contest to stir people to... 





Inc 


‘Buy Jewelry at Jewelry Stores’ 
























Complete this easy sentence in 25 words or less: 
“| PREFER TO BUY JEWELRY FROM A 
JEWELER BECAUSE.............- (You may 
use‘ the entry blank printed below, or secure an 
entry blank by calling personally at any one of 
the jewelry stores listed at the right.) 


Entries must be written in English, on one side of 
ly. Official entry blanks will be available 


© paper oni 


at your participating jeweler . . 


2 Anyone may enter, except employes and immediate 
* families of employes and principals of the participat- 


All entries must be deposited in the stores of partici- 
Je pating jewelers. MAIL ENTRIES WILL NOT BE 
ELIGIBLE. 


CONTEST ENS SEPTEMBER 20 AT 10 A. M, 
NOVEMBER 20, 1954. 


le CLOSES 6 P. M., 


5. All entries become the property of Milwaukee District 

|. No entries will be returned. Con- 
test will be judged by the advertising committee of 
the Milwaukee ning! Jewelers’ Guild . . . judges’ 


le Jewelers’ Guild. 


decisions final. Basis 


ht, neatness and aplenty Decorated or fancy 
entries will NOT be given extra consideration. 


6 Submit as many entries as you wish; however, only 
© one prize will be awarded to any one person. 


PRINT name, address 
7. 


+» please. In entering this contest you are certilying 
agreement with all rules and conditions. 


,000 WORTH OF JEWELRY PRIZES! 


Including: 


Ladies’ Diamond Ring 
Le 


Ladies ies’ and Men's Wrist 


"Watches. 

Ladies’ pangs and 
Earring 

Ladies’ cultwed Pearl 
Necklace, Ear ings, Ring. 

Ladies’ and Mens 
Identification Bracelets. 


Ladies’ Cultured Pearl ard 


Zircon Ring. 


. see list at right. 








or judging will be aptness of 


and phone number CLEARLY, 


Ladies’ Cocktail Watches. 

Ladies’ and Men's Expan- 
gion Watch Bands. 

Men's Cuff Links and Tie 
Slide Set 

Set of Candle Holders, 

Avtomatic Percils, 

Silver Butter Keeper, 
Portable Mixers, 

Deep Fry Cookers, 
Silverware. 


And many more beautiful jewelry items. 


Use This Handy Entry Blank NOW! 








WIN 1 OF 100 DAZZLING PRIZES 


55,000 WORTH OF JEWELRY PRIZES — 
Enter This Contest Today! 
SIMPLE and EASY 


NOTHING TO BUY! 
READ THESE RULES NOW: 




























MILWAUKEE DISTRICT JEWELERS’ GUILD CONTEST 


Sept. 20, 1954—Nov, 20, 1954 
Date. ..cccscccccccccceees 


| Complete this sentence in 25 words or less: 


1 "| prefer to buy jewelry from a jeweler because 


PRINT NAME 








PRINT ADDRESS - 





! PHONE NUMBER 





t My Jeweler's Name Is 






agree to abide by all the contest rules and regulations 
—_——— oo oe —— 





SPONSORED BY THESE POPULAR JEWELERS: 


DOWNTOWN 


Bloedel's 





633 N. Ave 
trtimeyer & Lee ‘ce. ine. 
tor Wisconsin Ave, 
re Goldm man 
16 W. Wisconsin Ave. 





529 C0! 
tinssona ‘* 
621,N. 2nd St. 
be & bana ag 


EAST SIDE 


Brownlee Jewelers 








Schwenk = sor Co., Inc. 
6 E Spring Mr. 

west SIDE 

W. C. Dentinger 





Wes 
Archie « Teginever sin. 


NoRTH SIDE 


2635 W. Atkinson Ave. 


app 
en Bay Ave. 
Staghan iene 
N. Port Washington Ave 
ran * Jewelry 
3rd 


s St. 
stetler's ‘s Jewelers, tne. 
274 


Sterling prarel 


SOUTH Ese 

Joe Gold : 
O38 W. Mitchel St 

es H. Jokubowski 

009 W. Lincoln Ave, 

td ard J, Jensen 

1s - 16th St. 

Dov 


1230 Ww. Lincoln 


Roman's watch Mespitel 
1s Lincoln 
Sterling Jewelers 
cha i St. 
Stone Jew 
221 W. Machel St. 
Gite J. Umbs One 
1S. Delaware 


ue fey Pagre iewet fox 


in Ave 
Herman Kupper Jewelers, inc. 
it. 


Lelatag’s Jewelry Store 
- 


ovcer B is 
917 Ww. Note ve 
Joneph a Langer 
3819 W. Center St. 
AF. > seat 
ee fe ond ds Lac Ave 





St. 
Rheaume Jewelers 
2224 A 


Schaefer rihsvagts 
3328 W. Lisbon Ave. 


Schwarts-0' rien Jewelers 
759 N 

Stork & Knobie 
3701 W. North Ave 

WAUWATOSA 

Georke Peter's Jeweler 
oe en 

Michoe! M. Seater 


ae St. Seitlive 
$900 W. Burnham St. 

Delin Jewelry 

7035 w. Gren field Ave. 


e. 
Kelvin Schraeder 
1013 Milwaukee Ave. 


me YOUR ENTRY TO ANY OF THESE STORES 
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DIAMOND 
PLATINUM 


eacclels 


a) by Raymond Abrahams 


A trul y outstanding collection of 
superb diamond platinum 
bracelets . . . offering a wide 
range of prices to meet your 
special requirements. Bracelets 
illustrated priced from $1,500 
to $25,000 Keystone. Available on 


consignment to responsible jewelers. 


551 Fifth Avenue, New York 17, N. Y. 
Phone — VAnderbilt 6-0457-8 


For prompt attention please address all inquiries Dept. K-23. 
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The selling theme: 


‘Christmas in the 


French Manner’ 































oe 
ewinaie: in the French manner” was 
the promotion theme last year for Gertrude McFarland, 
732 S. W. Morrison St., Portland, Oregon. This was in 
keeping with the featured imports offered in this little 
jewel-box of a shop, for which Mrs. McFarland personally 
selects imported china, jewelry and accessories. 

Jewelry highlighted during the Christmas season in- 
cluded genuine and simulated pearls, precious and semi- 
precious stones set in platinum and gold. The plan of 
the window display was to intermingle jewelry with home 
accessories, artfully chosen so each added glamour to the 
other. 

The window was a symphony in delicate pink, the 
color tone set by frothy shell pink fiberglas suspended 
from the ceiling and draped along the wall, and forming 
a fluffy cushion for the lower level part of the display. 
On the lower wall next to the window pane, a delicate 
white Madonna stood on a tiny gilded wall bracket. 
Near it were white cellophane ornaments, their spokes 
and centers studded with sequins of gold, copper, silver or 
green. 

A fiberglas-covered turntable was the base for a tiny, 
silver-trimmed, metallic blue tree, around which were 
artificial lemons, grapes, and apples. Sprays of pink and 
white artificial roses formed background for the gifts 
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PROMOTION 










Pale pink fiberglas was delicately used in this window 
by Gertrude McFarland. A corner copy card read, "Come 
in, it's just like shopping for Christmas in Europe.” 


Inside, Christmas touches were subtle and restrained. 
From the chandelier dropped a single turquoise ball; 
across the top were draped large sprigs of mistletoe. 


shown, among which necklaces and earrings took the 
foreground. 

Clusters of pink balls assembled with gold tendrils 
ornamented the platform sides. A copy card read, “Re- 
splendent Christmas ornaments to adorn your home in 
festive elegance—from $1.50 to $3.95.” 

Many shoppers, tempted by the window and by the 
glimpse into the equally luring shop within, heeded the 
invitation tendered by the corner copy card, “Come in, 
it’s just like shopping for Christmas in Europe.” 

Despite the feminine atmosphere, a surprising number 
of men entered the shop, often to ask for a particular 
piece of jewelry which had previously won their wives’ 
approval. Sometimes they specified an item seen in the 
main window or the shadow box display on the opposite 
side of the entrance. This space showed bracelets and 
earrings among other gift items. 

Inside, Christmas touches were also French, subtle and 
restrained. From the imported chandelier dropped a single 
turquoise blue ball, across the top were draped large 
sprigs of mistletoe. A swag of small frosted balls, pre- 
dominantly blue and pink, decorated the rear wall. 

Near the entrance, an antique cabinet displayed jewelry. 
Imported china was displayed on the shelves and along 
the top of a long wall case at the left. 
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... they help 


BAUMGOLD 
customers sell more 
diamonds! 


Here’s why. The diamond cutter must do more 
than cut the world’s finest diamonds . . . he 
must think in terms of his customer’s sales as well. 


That’s why Baumgold technicians and research 
men have developed such outstanding firsts 

as Circle of Light and the mass production of 
heart shaped diamonds. 


But that’s not all. Baumgold sales promotion 
specialists then create advertising and sales 
promotion campaigns that translate these Baumgold 
firsts into more diamond sales for you. 


Side by side these experts work to produce 
and sell more of the world’s finest diamonds. 
Small wonder, then, that their combined efforts 
help make Baumgold customers first in 
diamonds in their communities. 


aumgold Bros., Inc. 


62 WEST 47TH STREET, NEW YORK 36, 





by RAYMOND HAY, 


Coshocton, Ohio, Jeweler 


MERCHANDISING 


Behind the counter (at left) is the author 
Raymond Hay, who believes that a small town 
store should offer to the community all the 
services and merchandise selections found 
in large metropolitan stores. Below is Hay’s 
"Colonial Room" featuring china and glass. 


To keep them shopping at home... 


A Big Jewelry Store 


For a Small Town 


L: HAS always been my contention that 
people in a small town—such as Coshocton, population 
12,000—appreciate the service, the stock and elbow room 
of a large metropolitan store. If such a store is non- 
existent in their own community, they will surely satisfy 
some of their merchandise needs elsewhere. 

Now, at our store we have a total selling floor space 
of 3,300 square feet. Our annual volume of approx- 
imately $100,000 a year has proved to us that people 
will shop at home—if given the proper motivation. 

Let me explain what I mean by “motivation.” First, 
at our store there are three floors, including a large 
“Silver Balcony” and “Dining Room.” In the basement’s 
“Colonial Room” there are featured clocks and china 
and crystal patterns. At all times we have on display five 
colorfully arranged table settings. In this way, by carry- 
ing a wide variety of merchandise such as one would 
find in a large metropolitan store, we endeavor to create 
desire for jewelry store lines. 

Additional motivation for the local shopper to buy at 
home stems from our service program. For example, we 
maintain a bride's book in our sterling department on 
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the main floor. Accurate, up-to-date records of the 
brides’ selections of silver, china and crystal patterns 


~ are kept. Still another book is maintained to record the 


sterling pattern choices of high school graduates. | 
might add that we carry some 100 sterling and silver- 
plate patterns and the JEWELERS’ CrRCULAR-KEYSTONE’S 
“Flatware Pattern Index Book” is used to good ad- 
vantage. 

The watch department is located in the center section 
of the store. At the left there is the diamond depart- 
ment, adjoining which is a private room for diamond 
consultation. In this room we keep our gemological 
instruments. 

The local jeweler can, in one manner, show that he is 
a progressive merchant by having his store air-condi- 
tioned. The store we operate is completely air condi- 
tioned and well lighted to make shopping as easy and 
comfortable as possible. 

Another service. which is a traffic builder, is the 
large refrigerated vault we built in the basement to store 
fur coats. This service brings in over 500 ladies twice 

(Please turn to page 116) 
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Mare Courtesy 


Ann 
ASEIRY SOR MEM 


These miniature road safety signs are currently being distributed to retail jewelers. 


Using ‘Public Service Advertising’. . . 


ies speaking, the aim of institu- 
tional advertising is to sell—in a subtle manner—a firm’s 
name. Of this truism one might note that no attempt 
is directly made to sell the merchandise or services of 
the firm. 

Now, most people associate this form of advertising 
with such media as magazines and newspapers. Rarely 
indeed is it conceived of as being applicable at the point 
of sale: the retail store. However, Anson, Inc., of Provi- 
dence, recently conceived of a plan to create effective in- 
stitutional advertising for dealer use at the point of sale. 
This plan takes the form of safety display units that are 
at once attention-getters and goodwill-builders for those 
jewelry stores using them. For, the use of these displays 
can demonstrate the jeweler’s civic interest in the welfare 
of his community. 

Because the automobile accident toll in the nation con- 
tinues ‘to grow, the Anson firm decided that by using 
point of sale display material, in cooperation with retail 
jewelers who handle the Anson line, it would become an 
effective means of contributing to accident prevention. 
It was also decided to promote safety in cooperation with 
national safety officials and other community agencies, 
which have been informed of Anson’s safety program. 

The outcome of this thinking is a series of miniature 
displays, which are authentic reproductions of eight of 
the most common road sign posts. They carry such 
messages as: “Signals Ahead—Treat Pedestrians Well 
. .. You're a Pedestrian Too”; “Go Right—Stay Alert, 
Stay Alive’; “School—Drive Slowly, Children Move 


Fast’; “Stop—Slow Down and Live . . . Longer,” etc. 
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... at the point of sale 


by MILTON T. BROWN, 
Display Company of America 


The Anson name appears only on the base of the display 
unit and reads simply, “Anson Jewelry for Men.” 

The displays were produced in durable plastic, with a 
view to permanence. These were packed eight displays 
to an attractively printed carton, which includes a 12- 
page folder recommending various usages of the units. 
For example. the folder offers suggestions for the use of 

(Please turn to page 120) 





Safety promotion idea originated with Anson Inc. Above, from 
|. to r., Olof Anderson, Anson's president; H. W. Coulthurst. 
advertising manager; and Norman Ray, Display Co. of America. 
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will see this Beautiful Diamond enhanced 


Imperial Cultured Pearl Jewelry 
In November Collier’s and Cosmopolitan 






















IMPERIAL NECKLACE: An elegant necklace of selected 
and finely matched IMPERIAL Cultured Pearls, in classic 
graduation with white gold filigree clasp set with gleaming 

diamond $50.* 


IMPERIAL EARRINGS: Two beautifully matched 
IMPERIAL Cultured Pearls mounted in 14-karat white 
gold, enhanced by two sparkling diamonds in richly 
styled Tiffany setting $50.* 

IMPERIAL RING: Smartly styled ring in 14-karat 
white gold set with an exquisite IMPERIAL Cultured 
Pearl and two brilliant diamonds $35.* 


Other IMPERIAL Cultured Pearl necklaces and 
jewelry creations up to $7,500.* 


IMPERIAL Cultured Pearls are the only cultured 
pearls registered and insured for your protection. 


* Prices shown are retail plus Federal Excise Tax. 


FREE ADVERTISING MATS 


The Creations your Customers will be looking 
for in the World’s Most Wanted Cultured Pearls 
PRICED FOR VOLUME CHRISTMAS GIFT SALES 
ORDER YOUR STOCK NOW! 


Tie-in with the greatestjewelry promotion in history... 
IMPERIAL’'S $500,000 CONTEST 


Get Complete Details Now . . . Write Direct to 


Imperial Pearl Syndicate 


NEW YORK CHICAGO DETROIT LOS ANGELES 
607 Fifth Ave. 5 N. Wabash 914 Michigan Theatre Bldg. 607 Hill St. 
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Fashion Prediction 


“According to a British exchange, orchid jewelry promises to be 
the coming fashion for fiscal reform enthusiasts. A London firm is 
bringing out scarfpins, pendants and other kinds of jewelry, which 
are exact copies, in enamel and diamonds, of the odontoglossum and 
cattleya orchids.” 

(January 13, 1904) 


Help Wanted Ad 


“Wanted, a watchmaker who is master of the trade; prefer one 
who is also an engraver; a gentleman, who can take in work and be 
pleasant to customers; I offer a fine position in a large store in a 
southwest city of 25,000.” 

(January 13, 1904) 


Wendell & Co. Ad 


“Why do all the large jewelers in the cities have the repair depart- 
ment in the most prominent part of their stores? Because it is the 
most important part of the jewelry business. No jeweler can succeed 
who neglects or slights it. Almost every jeweler started business as 
a repairer only.” 

(January 13, 1904) 


Jewelers Security Alliance Meeting 


“The 21st annual meeting of the Jewelers Security Alliance was 
held in the rooms of the organization, 9 Maiden Lane, New York, 
Friday. The meeting was called to order by the president, A. K. 
Sloan, who delivered his annual address. A special meeting of the 
executive committee was held at the close of the meeting, at which 
H. H. Butts was re-elected chairman.” 

(January 13, 1904) 


Trade Conditions in Columbus, O. 


“Business has been rather quiet since the holidays, repairing con- 
stituting about the only live branch of the trade. It was not expected 
that business would gain much until after the inauguration of Ohio’s 
new governor.” 

(January 13, 1904) 


War Threat to Jewelry Manufacturers 


“The threatened war in the Far East is a source of no joyful 
enthusiasm to the group of Attleboro jewelry manufacturers who 
have just succeeded in building up a fair nucleus of trade in Japan, 
China, Korea, Indo-China and the rest of the section directly affected.” 


(January 13, 1904) 
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Canadian Notes 


“Gerald Birks, of Henry Birks & 
Sons, Montreal, with other prominent 
Montrealers, is said to be about to in- 
augurate an automobile club, with the 
object of improving the roads.” 

(December 9, 1903) 


Attleboro Notes 


“Steps have been taken, with some 
enthusiasm, for the formation of a 
bowling league between teams repre: 
senting the 10 largest jewelry fac 
tories.” 


(December 16, 1903) 


Pacific Northwest Notes 


“The Chamber of Commerce, Ta 
coma, Wash., has started a movement 
to secure a silver service to be pre- 
sented to the new cruiser Tacoma, 
which made her trial trip Dec. 1.” 


(December 16, 1903) 


New York Notes 
“David Shiman and Morris H. Shi- 


man, of Shiman Bros., manufacturers of 
diamond mountings, 14 John St., are 
spending a week at Lakewood, N. J.” 


(December 30, 1903) 


Philadelphia Notes 


“With the exception of the interior 
fittings, the handsome new store of the 
Bailey, Banks & Biddle Co. is com- 
pleted and almost ready for occu: 
pancy.” ° 

(December 30, 1903) 


Connecticut Notes 


“Charles H. Smith, president of 
Landers, Frary & Clark, New Britain, 
who had been seriously ill in St. Louis, 
Mo., has just returned home, consid- 
erably improved in health.” 


(January 6. 1904) 
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YSTONE 


# 19Y—$35 Keystone 
linest quality Cultured 
Pearl Ring, 2 flawless 
and perfectly cut dia- 
monds. 14K white or yel 
low gold. 















#8-T—-$35 Keystone 

‘win Ring, finest quality 
cultured pearls, 2 flawless 
and perfectly cut dia- 
monds. 14K white or yel- 
low gold. 





ALL WAYS RIGHT 


PRICE—RIGHT 
STYLE—RIGHT 
QUALITY—-RIGHT 





#93—$35 Keystone 

Finest quality Cultured 
Pearl Ring, 2 flawless and 
perfectly cut diamonds. 
14K white or yellow gold. 


































FROM $35 


KEYSTONE 
























LEVKOV JEWELS are outstanding because 
of their exquisite beauty, meticulous craftsman- 
ship. Each one is adorned with cultured pearls 
and finest, perfectly cut and flawless diamonds... 
enhanced with magnificent settings of 14K Gold. 
Priced to give you profitable mark-up .. . and to 
give your customers the finest quality jewelry at 
prices they want to pay. 


Illustrated are a few of the popular and fast sell- 
ing LEVKOV JEWELS which we’ll be happy to 


send you on memorandum — immediate delivery. 


WRITE FOR FREE MATS and illustrated folder 
containing a large assortment of cultured pearl 
rings, necklaces, earrings and drop earrings from 
$35 to $3000 Keystone. Also cultured pearl and 
14K Gold tie tacks from $5 Keystone. 


ILLUSTRATIONS ENLARGED FOR REPRODUCTION. 









From $190 Keystone 
Earrings with 4 lustrous 
cultured pearls, 10 flaw- 
less, perfectly cut dia- 
monds. 14K white gold. 


, #B-500—From $190 Keystone 


Earrings with 4 lustrous cultured 
pearls, 8 flawless, perfectly cut dia- 
monds. 14K white gold. 


Z. 1. LEVKO 


565 FIFTH AVENUE, NEW YORK 17, N. Y. + PL 3-9727 
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Long pearl necklaces are a leading jewelry fashion this season. This mar- 
velously matched cultured pearl strand is by L. Borrelli Corp., New York. 


Semi-bib of long drops of crystal, or jet or pearl in 
imitation stones will complement either close-fitting 
necklines or deep scooped necklines. Necklace, $15.00; 
matching button earrings, $10.00 a pair. From Trifari, 


French Fashions Favor 





by WINIFRED PARKER, 
JC-K Fashion Consultant 


Flower motif wrought in sculptured silver with dramatic dimensional 
depth is featured in this ensemble designed by Vikki for Simmons Co. 
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Shimmering fluidity is expressed in this 14K gold and cultured 
pearl bracelet by Imperial Pearl Syndicate. Price, $90 Keystone. 
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Jewelry for tweeds, by Kramer—a perfect foil is the 
necklace of brilliants in an antique type setting re- 
sembling a pine cone. The necklace is $15.00; earrings, 
$7.50; and bracelet, $10.00. These prices are retail. 


Styled for drama by Marcel Boucher is this "First Nighter" jewelry 


ensemble. It is made of baguette rhinestones combined with finely 
set rhinestones; also available with Montana sapphires, emerald or 
eee ruby-colored stones interspersed for color. Necklace, $100; brace- 


(Mink stole by Revillon Freres.) 


let, $50; earrings, $20, retail. 


| —_— have predicted that we are about 
to enjoy, during the holiday season, one of the most 
successful selling periods in American economic history. 


get their share of this promising market. The best guar- 
antee is to suggest that jewelers step up the tempo of 
their fashion selling. 

The public is buying fashion. Sales figures in soft 
lines (largely wearing apparel which is largely fashion) 
have been so strong they have pushed department store 
sales figures for the year to a satisfactory high, in spite 
of a dismal lag in the selling of hard lines (furniture, 
appliances, etc.). 

Well, jewelers have the most glamorous of all fashion 
merchandise to sell! And this is the season to get in 
there and sell it. Jewelers also have the added advantage 
of being able to build on every successful fashion fea- 
ture promoted in wearing apparel and turn it to their 
own use, increasing the sale of jewelry. 

The most recent selling tool has a sharp edge of ex- 
citement. It is the new French fashion trend which 
endorses a new silhouette, a long torso line with a flat- 
tened bust and low, hippy waistline. Everyone in the 





(Please turn to page 113) 
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The importance of color in ring fashions is portrayed 
, : in the rich glow of this Linde synthetic star ruby. 
We should like to be sure that all retail jewelers will These Linde synthetics retail for about $20 a carat. 
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@ Major share of Mayor’s window deeded is devoted to aint merchandise that ali the eye, 
invites store traffic and identifies Keepsake headquarters. 


The experience of the Mayor Jewelry Company and countless other successful jewelers dramatically 


illustrates the “plus” selling advantages of Keepsake that insure increased volume, profits and patronage 
for franchised dealers everywhere — 


Qu ADVERTISING Consistently the biggest campaign in the industry, creating public consciousness 
and demand, pre-selling customers in leading magazines. 
a The most complete line of dealer helps for prominent Keepsake identification, 
ME AAREMINSME co build store traffic and insure point-of-sale results. 
Qe World-famous perfect quality makes Keepsake most wanted of all diamond 
QUALITY rings, makes Keepsake easier to sell and makes satisfied customers return with 


confidence for valuable repeat business. 





Put them all together, they spell more diamond business, more store- 
wide profit and prestige for the jeweler with a valuable franchise for 


Keepsake 


America’s Largest Selling Diamond Rings 








W rite today 
for details concerning abe 
Py oe 
avaitaeKe Franchise in your 


area. 


A. H. POND CO., INC., SYRACUSE 2, NEW YORK 
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MERCHANDISING 


Interior walls of store 
are decorated with many 
gift-wrapped packages 
hung on special paneled 
walls of knotty pine. 


by HAZEL PALMER 


Novel Display Idea Used 


to Stress Store’s Gift-Wrapping Service 


Gostave P. PLate, jeweler, Hackettstown. 

N. J.. has made gift-wrapping into a strong sales stimulus 

by the simple device of using much of the wall space 
in his store to display beautifully wrapped packages. 

Plate hangs gift-wrapped packages as though they 


Permanent fixture in display windows is revolving turntable, 
on which is centered any item being featured in the store. 
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were pictures. And, indeed, they are, for a_ highly — 
talented employee takes empty cardboard boxes and ~ 
dresses them up with skilled artistry. She uses a variety © 
of papers and yards of sparkling colorful ribbons. F 

The packages are hung against specially decorated 7 
walls, which are an original feature in the color scheme 
of the store. The walls are pickled knotty pine, butterfly 
design, which means they have been painted with a sea- 
foam green paint that is wiped off before it is entirely 
dry. It is then rubbed by hand with a cloth saturated | 
with turpentine and subsequently cured with white shellac 
and alcohol, half and half. 

Although many gaily wrapped packages are hung 
upon the walls at Christmas, this package wrapping and 
display is not a seasonal thing. The wrapping is elaborate 
and exquisitely done, and the packages appear to be © 
suspended upon the wall, for they are pushed onto brads 
driven into the pine walls. Whenever a package loses 
its freshness, it is immediately replaced. 

As a result of this display of their own distinctive 
wrapping, gift-wrapping has become a Plate trademark. 
Whenever a gift presentation is made by a club, group 
or social gathering of any kind, the package setting on 
the table frequently says “Plate Jewelry.” 

Plate has worked out a good promotion for mailing 
out gifts. He has a two-cent postal card made up for | 

(Please turn to page 114) 
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The reputation of Borrelli has been achieved by consistently 


maintaining complete assortments of Cultured Pearls— both in necklaces 
and loose —in all sizes, colors and prices to meet every requirement. 


Sold through Wholesalers 


i * ae 6 C QO Her. 


| M Peewee ts E RS 


665 Fifth Avenue, New York 22, N.Y. «* Telephone MUrray Hill 8-0648 


mem. A GO ° Peewee GELES . TOK ¥@O 


¥- ba : ° . .- 5 ‘* 
“ Illustrated above, in actual size, is our world-famous cultured necklace, “The Princess of Polynesia 
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Earring Promotions Result 


In Store Traffie and Sales 


Te great potential of the earring market 
today is evident by the simple fact that a woman is not 
fully in accord with current fashion unless she is wear- 
ing earrings. For almost all of her social activities, ear- 
rings complete her outfit. Pierced earrings are enjoying 
a revival and women and young girls are having their 
ears pierced to experience the comfort of wearing non- 
clip earrings. 

The jeweler who wants to cash in on earring fashions 
must carry a large selection of pierced and unpierced 
types, for women like a variety of earrings, ranging 
from smart costume jewelry that can be purchased easily 
lo expensive earrings for special occasions. Earring 
popularity thus represents sales in many prices brackets. 








A large section of Winston Jewelers’ window is devoted to 
earrings, a mass display that attracts the lady shopper. 
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PROMOTION 


At Winston Jewelers, N. J., earring dis. 
play with mirror is prominently placed 
on counter. Kay Jewelers, Baltimore, has 
earring window display as traffic builder. 











Sales of earrings produce two profits. One cash, the 
other traffic. All earring customers are exposed, through 
adjacent displays, to watches, diamonds, necklaces and 
all of the other items in the jeweler’s stock. What is 
more, those customers who come into the store for inex- 
pensive earrings expose themselves to the displays of 
finer, more costly sets. 


A LEADING TRAFFIC-BUILDER 


At Kay Jewelers, Baltimore, Maryland, manager Sig 
Brothman says, “I have found that prominent window 
and counter displays of earrings, both pierced and un- 
pierced, play an important part in bringing traffic into 
our stores. We sell more earrings than other types of 
women’s jewelry, and also find that customers come in 
more often to buy them and then buy our watches, 
diamonds and other merchandise in addition. So our 
stores continually feature displays of earrings and carry 
a large variety for our customers.” 

Another store, Winston Jewelers, Union City, N. J., 
also prominently displays a large variety of earrings at 
all times. Owner Winston says, “We. sell far more ear- 
rings than all other types of ladies’ jewelry combined. 
Earrings have become the magnet by which hundreds of 
women are attracted to our store and traffic has been 
greatly increased by offering them in a wide price range. 
Many customers who come in for earrings also buy 
watches, diamonds or silverware. We feel that the sale 
and display of earrings today has become a necessity 
for the successful jeweler.” 
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ESTABLISHED 





IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 


NEW YORK 20. N. Y. 
London: 32/34 Holborn Viaduct 
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DIAMONDS 


Emerald OF: 
and Marquise 


mounted or 
unmounted 


STAR SAPPHIRES 
RUBIES 
STAR RUBIES 


F) EMERALDS 
J CAT'S EYES 
* PEARLS 


"? We have a large stock of 
Precious Stones, mounted 


We are always interested in purchasing estates — or = a A and unmounted from which 
jewels which your customers submit to you for sale - “i 4 to make your selection 


JEROME RICHHEIMER ~@ 


608 Filth Avenue 





Let us cooperate with 
you on your special calls. 


a0 
New York 20, N.Y. 


Phone Circle 5-5673 











HOUSEROLD 
pend 


The store front (above), as well as the interior, is 
shared equally by Cardy's Jewelry and Griffith's Photo 
Supply. The jeweler occupies the entire left section 
of the store (right): both profit from added traffic. 


PROMOTION 


Jeweler and photo supply dealer team-up.. . 


Partners in Space and Store Traffic 


= a year ago, Lansing, Mich., jeweler 
Russ Cardy saw the opportunity to get out of his second 
floor theatre arcade location and into a downstairs main 
street store. But upon looking into it, he found that the 
increased overhead would hit him too hard. 

Loath to give up the first good chance in years to 
make a good move, Cardy began casting around for ways 
and means to make the new location his. Then one 
morning on the way to the store, still puzzling over the 
problem, he met old friend Ray Griffith, operator of 
Griffith’s Photo Supply. and right then the idea struck 
him: “Why not go in together and share the space?” 

Cardy knew that Griffith was anxious to get out of his 
present spot a block off the main street because he was 
now fronting on a newly created one-way street, and his 
store traffic was suffering. By coincidence, Griffith had 
also investigated the main street property in question, 
only to find it rented too high for him. 

“What do you say. Ray? Let’s take over that Wash- 
ington Avenue location together,” said Cardy. “We both 
want to get in there, and this is a way to do it.” Griffith 
agreed to mull it over for a few days. 

Certainly it was a novel idea. There was no precedent 
that the two businessmen were aware of. Yet it seemed 
that it should work out since their businesses were com- 
patible. Each had items that would be traffic-builders 
for the other and each had quality merchandise that sold 
to the same type of customers. And most important— 
they were old friends, with confidence in each other's 
standards and abilities. Cardy had 29 years’ experience 
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in jewelry and Griffith had 15 years’ in photo supplies. 
The more each man thought about it. the more appealing 
the space-merger idea became. Why not go in together? 

So the agreement was made. It was, and still is, a 
gentlemen’s agreement only; no contract. Together the 
two businessmen completed leasing arrangements for the 
Washington Avenue store, and then began mapping their 
floor plan, decorative scheme, and window display and 
sign. 

First step was to divide the space. The simplest plan 
was chosen—that of taking opposite sides of the 20-foot | 
store and sharing a center aisle, without any definite | 
partitions except for the division of work-shop space in 
hack. This plan brings about an illusion of spacious- 
ness. Although each business officially has only 10 feet 
of store width, the shared center aisle space “doubles up” — 
in effect. for both sides of the store. It gives elbow room 
that otherwise wouldn’t be there if the two businesses | 
were more positively separated. 

“It makes the act look bigger, for both of us,” says 
Ray Griffith. 

The next important consideration was the interior 
color scheme. At this point there arose the first occasion 
for the kind of compromise and diplomacy that has 
characterized the whole arrangement all the way 
through. Cardy wanted subdued tones—nothing in bril- 
liant yellow, for example, which he felt would be un- 


(Please turn to page 117) 
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Fair Trade—at the Crossroads? 


(From page 69) 


Another argument of Carretta’s, that it is legal for 
several retailers and perhaps manufacturers, to band 
together to get a court injunction to prevent a discounter 
from cutting prices on fair traded items (if the com- 
plainants combine for no other reason) runs headlong 
into the opposition of the Justice Department. 

Judge Barnes, an affable, but admittedly strong foe 
of fair trade, told THE JEWELERS’ CiRCULAR-KEYSTONE 
that the names of a group of retailers on a single suit 
against another retailer would bring an immediate in- 
vestigation from his department on the grounds that any 
collusion by competing merchants automatically implies 
combination to restrain trade. For good measure, he 
added that if fair trade were to become uniformly en- 
forced it would be horizontal, but not vertical price 
fixing, and would bring on a bead from the legal guns 
of his office. 

Carretta’s answer to this is for a group of retailers, if 
they fail to get the FTC to see their point of view, secure 
agreement of the Justice Department to enter a friendly 
suit to test his theory. This would be done, he explains, 
by the retailers joining and filing for an injunction to 
prevent a retailer from violating a fair trade contract. 
Justice would then seek a civil injunction to prevent the 
retailers from combining and the case could be tested. 
He said he doubts that Justice, even if they refused to 
agree in advance, would file the more serious criminal 








charges against the retailers if they knew it was a test 
action. 

Both Justice and FTC argue that fair trade was origi. 
nally conceived as a method by which manufacturers 
could protect valuable brand names, built up at tremen. 
dous costs in national advertising. But, they say, it has 
now become a means for retailers to protect the markup, 
and as such is drawing their opposition. 


SPLIT IN RETAIL RANKS 


While the jewelers and druggists are fairly united be. 
hind fair trade, one major segment of the retail business 
is not—the department and specialty stores. Their split 
has meant that an increasingly large number have de. 
cided to fight the discounters with their own medicine— 
private brands, “discount” sales, and refusal to advertise 
brands discounters are playing with. In Washington, it 
has been a fact for many months that the staunchest sup. 
porters of fair trade have been forced to cut their prices, 
especially on watches, in order to compete and stay in 
business. This is the attack on the fair trade principle 
that is being launched on Main Street. 

Knuckling under to the discount selling idea could 
alone beat fair trade by making it an obsolete question. 
A number of opponents are welcoming the trend. 

Legality of the McGuire Act—which permits enforce- 
ment of the non-signer clauses in fair trade contracts— 
is being challenged before the U. S. Supreme Court. 
The high court has been asked to review decisions of 
lower courts in New York and New Jersey, which upheld 
the constitutionality of the law. If the court agrees to 
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; One dial—exclusive “Rim-O- 
Matic” Selector—sets clock-radio 
for station changing or for 
operation of radio and appli- 
ances . . . automatically! No 
knobs clutter the clock face — 
no buttons to push. 


Pre-Set Radio Tuning— 
changes stations while you 
sleep! Pre-set volume control, 
; too! “Sleep buzzer” knob sets 
radio for up to one hour of 
bedtime music. Also sets buzzer 
alarm! Built-in appliance out- 
let, phono-jack and output jack 
for tape recorder. 








See NBC-TV’s g-eat Color Spectacular, Monday Nov. 15. 
Other Monday nights see the Sid Caesar show, NBC-TV. 
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res RCA Victor announces an entirely new kind of clock-radio that 


: Changes stations while you sleep! 


RCA Victor “Slumber-King.” Black and beige, or 


black and gray. Model 5C591. $59.95. 


First big clock-radio advance in 
years— just in time for Christmas 
gift-buying! RCA Victor’s revolu- 
tionary new ‘‘Slumber-King”’ can 
be pre-set to change stations while 
you sleep! Changes volume auto- 
matically, too! You go to sleep to 
music from one station... the 
radio shuts itself off . . . and then 
in the morning wakes you to your 
favorite program on a different 


station . . . soft or loud—just the 
way you like it. It’s the world’s 
only clock-radio with pre-set 
station and volume controls. The 
“‘Slumber-King”’ means new con- 
venience for your customers —a 
healthier clock-radio mark-up for 
you—an exciting spearhead for 
your entire clock-radio promotion. 
Make sure you’ve got plenty on 
hand for Christmas. 
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hear the appeals, it will be the first time the non-signer 
law has reached the high tribunal. 

The McGuire Act was passed in 1952 after the Supreme 
Court had sidestepped ruling on the Miller-Tydings Act 

the basic law enabling states to adopt fair trade laws 

by ruling that the non-signers were not then bound 
hy fair trade laws under existing statutes. 

Three of the appeals involve Grayson-Robinson Stores. 
Inc., and a subsidiary, S. Klein on the Square, operators 
of cut-rate department stores. The fourth was brought 
by Sam Goody, operator of a multi-million dollar musical 
record mail order house in New York City. Both oper- 
ators argue in the suits that the non-signer clause is an 
illegal deprivation of private property right under the 
due process clause of the Constitution, and that fair trade 
is an improper delegation to private business of con- 
gressional powers to regulate commerce. 

In addition, Mr. Goody contends that if the non-signer 
clause is legal, it does not apply to sales which cross 
state lines because of the variance between state fair 
trade laws. His suit involves fair-traded musical records. 

The other three suits challenge the right of the Lionel 
Corp., maker of toy trains, to fix retail prices. 

Mr. Goody also argues that fair trade agreements are 
in restraint of trade and are part of a horizontal agree- 
ment to fix prices, in violation of the antitrust laws. He 
contends that it has a “coercive effect on those who do 
not wish to join the cartel economy which such laws in 
effect create.” 

Fair trade proponents see a disturbing threat to the 


economy as a whole if the court should strike out the 
non-signer provision. They fear that without that pro- 
tection, fair trade would be, for most practical purposes, 
meaningless. 

Many opponents of fair trade are now saying that the 
fair trade theory, inherently weak, is collapsing at the 
first sign of pressure and that it is impossible to for- 
ever prop prices, whether it is done by government or 
by business. Proponents claim that manufacturers. faced 
with large stocks, are knowingly selling to discounters 
and enforcing fair trade contracts only with legitimate 
outlets. They argue that the future of retailing. and 
therefore the nation’s economy, rests on fair trade be. 
cause dealers must receive fair profits if they are to 
remain in business. 


FUTURE OF FAIR TRADE 


At this point, the future of fair trade is becoming 
increasingly cloudy. Some experts think vigorous action 
will now force manufacturers to “fish or cut bait.” That 
new laws will result in fewer number of fair traded 
items, but those which are fair traded will be vigorously 
enforced. Another school believes that retailing is going 
through a post war revolution, and markups will even- 
tually settle in a middleground between the traditional 
and the discount, and fair trade will become a dead 
issue. 

Both groups, however, are speculating that this coming 
season may tell the story. 
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Color as a Guide to Gemstones 





he 
‘0- (From page 72) 
va : would have. and as a result, spinels have seldom found 
| the reception which their inherent beauty would dictate. 
* (16) The pinkish-purple or purplish-pink of kunzite 
is better known to jewelers than its frequency in the 
* market would explain. Perhaps this is caused by the 
. name, for George F. Kunz was an important figure in 
" the gem trade for many years. The stone named for 
“ him is regrettably unsatisfactory as a jewelry stone, both 
. because of an inherent tendency to fade and because it 
" possesses a direction of easy cleavage. Kunzite is easy 
os to recognize by its refractive index; there is no similarly 
“ colored stone with a refractive index very close. The 
strong dichroism requires careful orientation in cutting, 
; and one will always see the blue-pink, pink-pink di- 
chroism on looking at the table with a dichroscope. 
ig : (17) Pink, like red, is one of the important colors of 
n } tourmaline, but completely clean pink tourmalines are 
al not common. When we do encounter one it has a sur- 
cd prising brilliance. The refractive index of tourmaline 
lv makes its distinction from all pink stones but topaz 
ig easy. Topaz is close to tourmaline in refractive index 
1- and it shows as well a very similar dichroism (the violet- 
al . pink direction may be a little more violet, but the dis- 


tinction is a difficult one) and presents a_ problem. 
Tourmaline is seldom as clear and brilliant as topaz; 
- this is an immeasurable quality, but it is a very sig- 
" nificant one to the expert. When the stone is unmounted, 


a gravity determination can be made on the stone to give 
a positive answer. 

(18) This is a minor color in topaz and it is usually 
the result of the heating of the golden-yellow Brazilian 
stones. There are some natural pink topazes, but they are 
extremely rare and in a cut stone the natural pinks would 
not be distinguishable from the heated stones. The pink 
ranges from a very pale pink (and in Victorian jewelry 
it was often enhanced by a backing of pink foil) to a 
fairly deep purplish-pink. The latter color is rare and 
very choice. Because of the shape of the crystals, they 
are always cut with the long crystal axis parallel to the 
length of the stone, the cleavage runs across the table 
and at right angles to it. 


CRACKS IN BRAZILIAN CRYSTALS 


Incipient cleavage cracks which may be seen in such 
stones aid in the recognition. The Brazilian crystals also 
contain cracks that are elongated, in a wavering fashion, 
parallel to the elongation of the crystal: that they are not 
cleavage cracks is shown by the fact that they are not 
perfectly flat and straight. The cracks in pink tourmaline, 
with which pink topaz is most easily confused, are short, 
interrupted, and commonly more numerous. (See also 
the preceding note.) 

(19) Pink beryl, to which George F. Kunz gave the 
name morganite, rarely comes in any but rather pale 
pink crystals. The refractive index is distinctive and 
after such a test only glass needs to be eliminated. The 
polariscope will make this distinction. The deepest pink 
morganites come from Madagascar and may reach 50 
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Put House Beautiful 
“behind your counter”... 


get ahead of last year’s figures! 





(Take 2 minutes and learn how to make 
more money with less effort.) 


Editorial leadership: For years House Beautiful’s color- 
ful table settings have set the pace in smart use of china, 
glassware and silver. 


Advertising linage leadership: For the past 10 years, 
House Beautiful has led all national consumer magazines 
in total China, Glass & Silver advertising linage! 


Carefully selected market: 83% of House Beautiful sub- 
scribers own their homes. Their median income is $10,000. 
What they buy influences others. And, our projected total 
circulation is the highest in our 58 year history. 


MR. RETAILER! 
Here’s how House Beautiful helps you sell... 
« Pre-sells your best prospects. 


- Offers attractive counter cards to identify your 
store with the products advertised in House Beautiful 
Magazine... absolutely FREE. 

- Offers you “What’s Ahead in House Beautiful,” 
an advance monthly pre-merchandising package con- 
taining editorial and advertising phrases plus brief 
product descriptions and selling information. 


MR. ADVERTISER! 


House Beautiful offers you one of the most complete pack- 
ages of merchandising aids available, (from simple post 
cards to elaborate brochures). Complete digest on request. 
If you are not already giving your retailers (and your 
product) the extra sales impetus of House BEAUTIFUL 
advertising, see your House BEAUTIFUL representative now. 


P.S. More retailers are subscribing to House Beautiful than ever before! 


House Beautiful 


MAGAZINE 
572 MADISON AVENUE, NEW YORK 22, N. Y. + PLaza 1-2100 
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carats or more in size. Brazilian morganites are much 
paler and can be very large, though we do not see many 
on the market. They are made pink by heat, originally 
pale orange. heat drives out a yellow cast, as it does 
from its blue equivalent the aquamarines. The dichroism 
is strong, but is not distinctive. 

(20) Rose quartz is never very deep in color, nor is 
it completely clear. For years its chief use has been as 
decorative carving material. It does not occur in large 
individual crystals, but forms instead solid masses in a 
dike. As a result, rose quartz is usually cracked and 
veined with white. Small portions of such masses can be 
selecied for facet cutting. Almost always rose quartz 
contains enough inclusions to make a star when a stone 
is properly (cabochon) cut, but occasionally we will en- 
counter deep pink masses that are comparatively clear 
and which can be facet cut. Facet-cut rose quartz stones 
have a soft dull brilliance and pale color that is easy to 
recognize. More could be done with this stone than has 
been till now. The quartz refractive index is distinctive 
and makes them easy to recognize. 

(21) Synthetic pink sapphire does not show the curv- 
ing lines that we have come to look for in the synthetic 
rubies, and it might be hard to recognize as a synthetic 
if no round bubbles are present in the stone. The paler 
synthetic corundums do not show the growth lines that 
we find in the intensely colored ones. (The writer feels 
that the curving lines characteristic of a synthetic ruby 
are not color variation but strain lines, marking suc- 
cessive surfaces, “skins,” as drop after drop congealed, 
made more pronounced by the chromium impurity.) 
Consequently, while the refractive index shows the pink 
stone to be a sapphire, the question as to its natural or 
synthetic origin is left unresolved. Lacking anything 
definite, like rounded bubbles, “fire marks” (the little 
cracks along the facet edges, especially on the back, 
that result from careless cutting of strained stones) or 
signs of a natural origin like silk and angular inclusions, 
it is only safe to assume that a stone is a synthetic. Not 
satisfactory as a procedure, but that is all the “experts” 
can do! 

(22) Synthetic spinel in pink has been sold under the 
name “rozircon” and is easily spotted by its refractive 
index and by the characteristic pseudo-double refraction 
which shows up so clearly in a polariscope with a sensi- 
tive tint color section. 





Can You Top This? 


Credit is sometimes conceived of by the customer 
as a veritable Utopia. Such a customer was the 
woman who was being interviewed by the credit man- 
ager at Meyers Jewelry, Vallejo, Calif., to determine 
whether the necessary credit could be extended to 
cover her purchase. After a few questions, the woman 
applied her own logic to the situation by saying, 

“I don’t see why you have to ask me all these 
questions. My credit is good. I owe everybody in 
town!” 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St., New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 
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MEN'S JEWELRY says: 
| THANK YOU! 
- * 
r 
Ss 
C 
OPEN LETTER TO OUR CUSTOMERS 
C 
, : We take this opportunity to thank our distributors and their customers, 
t 
| America's retail jewelers, for the magnificent reception given the 
y 
SQUIRE men's jewelry line. 
k It is our sincere desire to continue to serve our customers well and we 
. can promise that Squire will continue to offer the best in service and 
cooperation. 
We promise America's retailers that they can look to Squire and to » 
| Squire distributors for the finest in fast selling jewelry. - 
C 
1 | Mr. Retailer, may we suggest that you see your Squire distributor for 
your present needs and be sure to see Squire for '55—it's the greatest! 
Thanks again and we will see you soon. 
NICHOLAS 6G. ANITOLE, Vice Pres. & Gen. Mgr. 
STANLEY BRIER, Asst. to Gen. Mgr. 
STANLEY MANNE, Eastern Sales 
JACK ADAMSON, Midwest Sales 





ARTHUR BRAUDE, Southwest Sales 
HARRY BEATTY, West Coast Sales 
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Gifts for Very Special Persons 








In this Christmas display, T. Eaton Co. of Toronto, featured 
a wide selection of men's watches. The copy card at the 
base of the display read, "For that very special person on 
your Christmas list—a watch he'll wear with pride." 


Secrets of the Diamond Expert 
(From page 71) 


have a flawless stone of beautiful color, and if it were 
not well cut—well-made, as we say in the trade—it would 
not possess maximum brilliance and beauty. 

The word “cut” is used in two different ways. It may 
mean the style of cutting, such as the brilliant cut, the 
emerald cut, the marquise and so on. But when a jew- 
eler says a stone is well cut, he’s talking about the pro- 
portions and the precision with which the facets are 
placed. 


THE COST OF CUTTING 


Whenever you buy a diamond ring or any other dia- 
mond piece, it’s well to remember this: on these very 
small diamonds, proportionately more of the cost of your 
diamond is in the labor of cutting. In larger diamonds, 
more of your cost is in the value of the stone itself. 

Another thing that seems to be a secret to most people 
is how the style of cutting affects price. I can hear 
someone ask, “Do emerald-cut diamonds cost more than 
the round ones?” On the average, the shape into which 
a diamond is cut doesn’t affect the price. Emerald-cuts 
under three-quarters of a carat cost a little less than 
rounds. Very often, because of the shape of the rough 
diamond, the cutter can save more of the material in 
the emerald-cut than he could in the round. In other 
words, a three-quarter-carat emerald-cut probably came 
from a smaller piece of rough than a three-quarter-carat 
round. In larger sizes, the emerald-cut will cost a little 
more than the brilliant because rough that will cut into 
a well-shaped, good-quality emerald-cut is rarer and 
therefore more expensive. There is some fluctuation, 
but it is not great. 

There you have the principal secrets of a diamond 
expert. There are other things he must know, but most 
of them are things he couldn't fell you if he tried. The 
knowledge is in his eyes and that indefinable sort of 
sixth sense that a man develops out of years of expe- 
rience. 

What do these secrets mean to you? For one thing, 
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they mean that when you buy a diamond from a reliable 
jeweler. you're buying it with the help of all the study 
and experience that have made your jeweler an expert. 


Keep om rolling 
time, 
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$ Run fORIZED AGENT 


Hoffman & Son, jewelers, Rockford, Ill., used this sleek look- 

ing tire in a window display to make a spectacular and 

successful bid for attention from passers-by. The sign neatly 
tied in the tire with time and watches. 





French Fashions Favor the Jeweler 
(From page 97) 


United States seems to be arguing about this new fash- 
ien look. Will American women accept it? Will they 
not! Say what you will about such controversial style 
changes (Paris seems able to produce some shock treat- 
ment each season) they keep fashion in newspaper head- 
lines, keep the public in a tizzy of excitement. and keep 
women buying! 

Jewelers are in a favored position to make money on 
this new fashion look. Manufacturers of dresses. suits, 
lingerie, and corsets must make large investments in new 
merchandise, gambling upon the strength of its ac- 
ceptance. Jewelers need not invest a thing. They can 
cash-in on extra jewelry sales for Christmas simply by 
showing details of the long torso silhouette and drama- 
tizing ways of decorating it. 

As for its acceptance, keep in mind that extreme 
French fashions are usually modified before being ac- 
cepted by the great mass of American women, but they 
are always a bellwether indicating change. This new 
fashion is not the only important fashion, by any means, 
but it is creating the most excitement, at the moment. 
Many versions are all ready selling in our stores. It 
is here. 

Jewelers can capitalize on this newest fashion phase 
by selling jewelry which they all ready have in their 
stores. 

Pins can be promoted to point-up the new bustline 
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Beautiful cultured pearls dotting a 

14K golden strand . . . a necklace that 
lives up to the Church and Company 
reputation for beauty, style and quality. 


Matching bracelet available. 
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contour. Pins can be used to emphasize lowered waist- 
line treatments. Pins can be used to place important 
accent at the hips. Long necklaces can be promoted for 
following the long torso line. Collars and bibs can be 
used to give a feeling of balance to long slim torsos 
that flounce into fullness below hips or knees. Bulky 
bracelets and important rings can contrast with slim 
upper torso lines. 

Earrings can be promoted to give pleasing propor- 
tion to long silhouettes with style width otherwise con- 
centrated on the lower third of the figure. 






































Can You Top This? 


At the L, G. Beers Co., jewelers, Taunton, Mass., 
George Le Roy was helping a young woman select 
a sterling flatware pattern. After careful delibera- 
tion, she made her choice, and then said she would 
like to make an exchange. For this, she had a com- 
pletely unused sterling pattern at home. 

Mr. Le Roy asked, “Did you purchase it—” 

“No,” interrupted the young lady, “my sweet old 
grandmother bought it almost 30 years ago.” 

“TI see... Well, was it purchased here?” 

“Oh, no! But it was bought from a very reputable 
jeweler!” 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St., New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 


















Novel Display Idea 
(From page 100) 


enclosure in packages. This says: “We would appreciate 
you filling in the lower part of this card and returning 
it at your earliest convenience.” It is signed “Theodore 
G. Plate, Jr., Jeweler since 1857.” At the bottom of the 
card is the following: “The package was received jy 
condition. (Signed) ............. ” The card 
is addressed to the store, and is stamped. 

In the years that he has been doing this, the cards have 
all come back unless a package is lost. They are filed in 
alphabetical order and kept. When one fails to turn 
up within a reasonable length of time, Plate checks on 
it, and learns early that the package has gone astray. 


VALUABLE GOODWILL-BUILDER 


The system has another feature that has proved valu- 
able in building good will. Plate does a big gift busi- 
ness, and is acquainted with most of his customers, 
When an expensive gift is not acknowledged by the 
recipient, customers often come to him to see if it was 
received. This saves them the embarrassment of writing 
to their friends who have not taken the time to write a 
thank you note. It relieves the customer’s mind about 
the safety of the gift. If no card has been received, 
Plate can inquire of the recipient for the gift-giver in a 
business way, much better than can be done socially. 

Plate’s customers have come to rely on him to send 
quality gifts and to make sure they arrive in good con- 





























Serving Wholesalers 
Since 1923 
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dition. He does about as much business through phone 
orders as he does in his sales room. 

Another significant feature at the Plate store is the 
great use of motion displays in the windows, which are 
designed to attract customers inside. Each of the store’s 
two windows is equipped with 18-inch rotating turn- 
tables that are centered in the floor space. Well-chosen 
items. such as a special display of ladies’ jewelry or an 
outstanding clock, are placed on the turntables. In the 
rest of the window, manufacturers’ displays of the ani- 
mated type or clocks with visible moving parts are used 
as often as possible. For example, 400-day anniversary 
clocks are used because the pendulums of the clocks 
provide movement. Plate also devises his own original 
motion displays. 


Engraving Service Brings Extra 
Profits and Increases Traffic 


When Coy G. Spence, owner of Gene’s Jewelry, Brook- 
haven, Miss., is asked whether engraving pays dividends 
for the jeweler, he responds with an enthusiastic “Yes! 
Personalized merchandise is the fad today. My anklet 
and bracelet sales alone increased 80 per cent within 
six months after I installed my engraving equipment. 
My engraving volume has increased so rapidly that I 
have had to work extra to catch up.” Spence believes 
that his engraving equipment paid for itself during its 
first three months of operation. 





He does engraving for three local watchmakers, mer- 
chants who sell personalized items, and has attracted 
out-of-town customers. When he began his engraving 
service, Spence mentioned it only a few times on the 
daily radio spot he uses, but he was swamped immediate- 
ly with requests for engraving. 

The engraving service has stimulated sales of pens, 
cigarette lighters and identification bracelets. When an 
article is purchased at his store, Spence engraves it free. 
Otherwise, he charges ten cents per letter. Twenty-four 
hour service is offered on all engraving. 

Spence has engraved a variety of items, as shown in 
the photo, since establishing the service. Engraving cus- 
tomers are often so impressed with the results of the 
engraving job that they bring other articles to be 


initialed, and this creates additional opportunity for 
suggestive selling. 
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RUNNING A 
SUCCESSFUL SALE 
IS AN ART 


by Manny 
Silverman 





WHEN SHALL | RUN MY GOING OUT 
OF BUSINESS SALE? ? ? 


Jewelers who contemplate Going Out of Busi- 
ness are always faced with the problem of 
when to conduct this sale. Some say they 
would like to run Christmas time, others say 
they would get their peak volume during 
December anyway and therefore will run their 
sale later. 


| have found that one of the best times of the year 
to run a Going Out of Business sale is in January 
and February. 


More and more firms are giving their em- 
ployees Christmas bonuses; more and more 
people are giving checks to friends and rela- 
tives instead of gifts. | have talked with the 
vice-president of our local savings bank and 
he tells me that January is the largest deposit 
month in savings accounts. This money is avail- 
able to the consumer for luxury purchases, it 
is usually extra income that he did not allocate 
for normal expenditures. 


FOR THE LAST FIVE YEARS, THE AVERAGE SALES 
SLIP FOR AN INDIVIDUAL PURCHASE HAS BEEN 
HIGHEST DURING SALES HELD IN JANUARY 
AND FEBRUARY THAN AT ANY OTHER TIME OF 
THE YEAR. 


We have only 4 openings for January and Feb- 
ruary sales. In order to be assured of a def- 
inite opening date for your January or Febru- 
ary sale... 


WRITE, WIRE or PHONE NOW 


SILVERMAN SALES ENTERPRISES 
580 Fifth Avenue, New York 36, N. Y. 
Telephone: PLaza 7-4693 





































An Open Letter on ‘Watch Sales’ 


According to Nat Robertson, owner of Robertson 
Jewelers, Gainesville, Florida, “Ours is a small college 
town, where business on the whole is steady. But from 
time to time local drug and department stores run 
‘special sales’ on watches that allegedly retail for $35 to 
$75; their special ‘sale price’ is $9.95 to $19.95. 

“T felt it was time to let the public know what they 
were buying. To do so | ran an open-letter-type news- 
paper ad last May.” 

Reproducing his firm’s letterhead, Robertson ad- 
dressed the letter to “My friends and customers.” The 
copy read, “Some of you have asked me how $71.50 
watches or even $30 watches can sell for from $9.50 to 
$20 as advertised by drug stores and department stores. 
Believe me, if it were possible to buy a $71.50 watch at 
a drug store or a department store for $20.00 or less, I 
would not have to buy my watches from so far away 
as I do. 

“IT take pride in my knowledge and my watchmaker’s 
knowledge of watches and their values. We have studied 
this field for years and we know our business. 

“It is true that a good watch has 17 jewels, but 17 
jewels does not necessarily make a good watch. How 
well polished are the fine parts? How strong are the 
pivots? What does the guarantee cover? Is the maker’s 
address shown on the guarantee or will the salesperson 
who sold you the watch repair it for you? What about 
the case, will it last? 


“If you need a tooth pulled, I will probably be able 
to take care of your needs at half the amount the dentist 
would charge. Of course, | might get the wrong tooth, 
or hurt you twice as much as the dentist would. And 
because | don’t have the right tools, | would make a very 
messy job, and your jaw might get infected. BUT | 
COULD DO IT AT HALF PRICE. [ll be glad to make 
out a lease for you, AT HALF the price your lawyer 
would charge you, and I can assure I would guar. 
antee it to be a lease but I doubt if it would be half as 
binding as the lawyer’s leases because leases are his 
business. 

“Your JEWELER is just as much a professional man 
as your dentist, druggist, lawyer, etc. When you need 
something in the jewelry line, see your JEWELER, and 
he will be glad to advise you about your jewelry pur. 
chase as no druggist or department store clerk can. . 

Nat Robertson reports that this ad had excellent 
results, 


A Big Jewelry Store 
(From page 90) 
a year to store and then take out their coats. A new, 
larger fur vault is being constructed; it will bring the 
total storage capacity to 1500 coats. Even at the mini- 
mum charge of $3.00 per coat, this service results in 
good, extra store traffic. Since people are used to leav- 
ing their valuables in jewelry stores, the fur storage 
idea is a natural. We recommend this type of added 











RALPH EDWARDS pee:i: 


his Television Album 


“THIS IS YOUR LIFE™ 


‘This Is 
Your Life’ 
on your 
N.B.C, TV 


tbS0n & Co. 


NORWALK * CONNECTICUT 


These beautiful new Gibson “THIS 1S YOUR LIFE" 
albums will be presented by Ralph Edwards, per- 
sonally, to every principal subject on his famous 
show . and 25,300,000 viewers will be eager to 
possess their own “THIS IS YOUR LIFE’? memory 
books. The magic of Ralph Edwards’ sponsorship 
demands that every store feature this national pro- 
motion. Three editions are available to cover every 
age group—for baby, for wedding and general 
album, and can easily be personalized with a stamp- 
ing machine. Sold in several price ranges—made to 
the same uncompromising, high standard of all 
Gibson Books. 


WRITE — WIRE — CALL 
for a sample assortment 
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service to other jewelers in small towns where fur stor- 
age is not available. 

One of the most important factors in modern mer- 
chandising is stocking the newest patterns and designs 
in jewelry, watches and silver while they are still new. 

We find that a moderate amount of newspaper adver- 
tising. plus a half hour musical program on our local 
radio station—Sunday afternoons—is sufficient to bring 
in new and old customers and keep our sales volume 
high. The radio program is given a personal touch in 
that I deliver the commercials, explaining how to take 
care of a watch. how to select a better diamond, etc. 

[It is essentially a combination of services, up-to-date 
merchandise and merchandising that constitute the in- 
gredients of a successful operation in a small town. 
Given the proper motivation, people will shop at home! 





Can You Top This? 


In Pasadena, Calif., a young man went into the 
Time Shop, owned by B. Sockett. That he was some- 
what confused as te his whereabouts was soon ap- 
parent. 

“Do you have any trunks?” he asked the clerk. 

“I’m sorry, sir, we don’t carry trunks. But we have 
some nice suit cases.” 

“Lady! How can I swim in a suitcase?” 

Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
al become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 











Partners in Space 


(From page 104) 


favorable for diamond display. But Griffith felt he need- 
ed something bright and eye-catching as a background 
for his merchandise. All this had to be reconciled. 

Fortunately, the two businessmen had early settled upon 
a joint slogan—“If it’s not good for both of us—it’s 
out!” Final choice for the color scheme was a pleasant 
two-tone brown and yellow combination for the photo- 
graphic side, and a pale green for the jewelry side of 
the store. 

Another item on the agenda was the store front. It 
was the mutual opinion of the partners-in-space that the 
windows and sign should “individualize” each business. 
The jewelry side required a distinctive, yet somewhat 
conservative window display and sign, while the photo- 
graphic side would look best with a more modernistic 
arrangement. 


TOURED BUSINESS DISTRICT 


Before going ahead on this, the two men made a quick 
tour of Detroit, Pontiac, and Flint business sections to 
look for a store front that met or approximated their 
concept. They came back with some definite ideas in 
mind and gave their views to a local architect, asking 
him to sketch the result. The architect returned with a 
modern front, recessed on an angle, with large center 
doors of glass permitting a deep interior view. There 
were separate and distinctive display cases to each side. 




















Six Distinctively Designed 


PAST MASTER RINGS 


from the large WEF FERLING BERRY selection 


All are 14 Karat Gold. Three feature 
flawless diamonds. Five have 
raised side emblems. Five have 
top emblems of white gold on 


backgrounds of black enamel. 


Keystone priced from $38. to $210. 


bl) eeerree LB enay & CO. 


MEMBER 
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AMERICAN 
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THE NAME THAT MEANS 


8 ROSE STREET, NEWARK 8, N. J. 
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Watermelon table clock. Choice of colors 
or walnut finish. Retail price $19.50. 


i 
Spider Web clock. White or black cord. contrast- 


ing hands, birch center. Retail price $25. 





Kite clock. Choice of color combinations. 
Retail price $25. 


MODERN CLOCKS 


designed by George Nelson, produced by Howard Miller 


@ 


HOWARD MILLER CLOCK CoO., ZEELAND, MICH. 








This front has proved to be one of the most attractive jp 
Lansing. 

Two separate name signs are blended on one back. 
ground across the store front at the top, each effect 
symbolizing the business within. 

After a half-a-year across the aisle from each other 
how do the two businessmen feel about it? Well, in the 
first place, both say, “Sales are up, and holding well 
Customers seem to like the arrangement, and we're get 
ting each other’s customers. Cross traffic is good. We 
like the way it’s working out!” 

Are there any hidden secrets of success? Here’s what 
jeweler Russ Cardy has to say on that score: 

“To make this kind of thing successful, you've got to 
decide at the beginning to get along, to give and take. 
Ray and I not only share the space and overhead bills. 
but we also share each other’s problems. As the need 
arises we discuss what will be good for either one or 
both of us in the way of special displays. sales, use of 
center aisle space, and so on. We keep each other in. 
formed. 

“And we have complete faith in each other’s integrity, 
Without that mutual confidence I don’t believe it would 
work out.” 


ively 


Why Clock Business Is Good Business 


by EUGENE J. SOBEL, President 
Watch Materials Distributors Assoc. 


You know why clock business is good business as well 
as I do. But you are so busy with so many lines and 
items, you’re apt to treat clocks with less enthusiasm 
than they deserve. 

I can sum up four of the most important reasons why 
clocks rate promotion in every store in one simple ques- 
tion. What other line turns over so fast in so little space 
with so little effort at so high a margin of profit? You'll 
agree that there’s none. 

Clocks are year-round necessities, not seasonal special- 
ties. That’s because time is one of the most important 
factors in the life of every individual. That makes a 
clock belong in every room of every home. as well as 
in stores, offices, schools, etc. No other staple item has 
such an unlimited application. 

That is why clocks rank high in the popular gift field. 
Their gift appeal is not restricted by age, sex. income 
or station in life. Few other gifts are so universally 
acceptable. So, when you combine the unlimited appli- 
cation and universal acceptance of clocks, you have a 
market potential that is virtually without bounds. 

Style is another reason why clocks turn over so fast 
in so little space with so little effort. The decision to 
buy a clock, as you know, is made in the home. But 
the decision to buy a particular model of a particular 
clock is most often made in the store. That's why it is 
important to have a representative line of clocks on dis- 
play at all times. And the beauty of it is that a relatively 
small number of clocks can blanket the entire range of 
tastes and incomes. So there’s no reason why any per 
son who needs a clock should fail to find what he or she 
needs in a store that is doing the right kind of a display 
job on clocks. 

My final reason for being such a clock enthusiast is 
the advertising that year after year has built up con- 
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sumer acceptance to the point where nationally adver- 
tised clocks actually sell themselves. If you'll check, 
you'll find that in practically every case, customers are 
more than half sold when they enter the store. And they 
finish the selling job themselves with little or no atten- 
tion from a salesperson. 

There’s no question in my mind as to the companies 
that are doing the best clock advertising job today. 
These companies’ combination of beautiful four-color 
pages and spreads plus TV advertising produce effective 
sales helps. It’s just another reason why nationally ad- 
vertised lines of clocks turnover fastest in the smallest 
space with the least effort and with a high margin of 
profit. And that’s why today the clock business is good 
business for the jeweler. 


—___ 


The Book Shelf 


The Romance of Time, by Brooks Palmer. Published by 
Clock Manufacturers Association of America, Inec., 215 
Church St., New Haven, Conn. Fifty-four pages, 84% x11, 
with 4-color cover, plastic-bound. Retail orders are filled, 
postpaid, at $1.00 per copy by the Clock Manufacturers 
Association of America, 


The Romance of Time, a brief but significant book on 
the history of time, and particularly of the American 
clock and watch industry, has been written by Brooks 
Palmer, an expert in the field and author of The Book 








of American Clocks. The text opens with the earliest 
concepts of time and covers the first crude methods of 
measurement, the beginnings of mechanization, the 
elements of a clock, and the march of progress toward 
the goal of a self-winding, accurate timepiece now most 
nearly achieved in the synchronous electric clock. This 
history is rich in the names of American craftsmen and 
is liberally illustrated. 

Upsetting the tradition that Eli Whitney was the first 
user of interchangeable parts in 1798, Mr. Palmer claims 
this distinction for the clockmakers as early as 1791. He 
closes with facts about the importance of the industry 
in war. 





Can You Top This? 


Kenneth A. Froh, Sheboygan, Wis., gave a 
“loaner” wrist watch to a customer for him to use 
while his watch was being repaired. He subsequently 
returned for his repaired watch, minus the “loaner.” 
He hadn’t lost it, he said, and was only too willing 
to tell where it was. 

He had been throwing stones into a near-by lake. 
With an especially vigorous pitch, he had thrown 
one stone far out into the lake, But he saw two 
splashes. One was made by the store’s “loaner!” 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 

















































anticipate the desires of the public 


wholesalers. 
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Star Rings are created by an artist to 


For her—onyx and diamond cocktail rings 


For him—the very latest in emblem rings 


*& Rings displayed are just a few of the hundreds 


of new Star Ring designs available at your 


887-889 MAIN STREET ¢ BUFFALO 3, NEW YORK 


Ni I Maing manufacturing company, inc. 





























































A GREAT OPPORTUNITY 


Several salesmen needed to rep- 
resent one of the country’s 
largest watch companies, a world 
leader. Younger men preferred. 
Previous selling on road or in 
jewelry store required. If you 
want to sell in the smaller cities 
and towns for one of the lead- 
ing watch companies, here is an 
opportunity with an excellent 
future. Guaranteed drawing ac- 
count plus commission override. 
Write fully; your letter will 
be held in strictest confidence. 
Address Vice President, Box 
1481,” care Jewelers’ Circular- 
Keystone. 





































with raised 
hard enamel letters 





BUILD PROFITS 


with 
Goll tbe Football Charms 


Disher 


Selling football charms in 
team lots is fine business, in 
Gold Filled, Sterling, or 
Karat Gold. Fisher service 
offers 4 sizes. Orders for 
special engraving can be 
handled easily. Catalog 
ee available. Sold through 
Tie Slide | wholesalers. J. M. Fisher 

Company, Attleboro, Mass. 
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To Appraise or Not to Appraise? 


The following letter was received from E. C. Ruth 
of Ruth and Sons, jewelers, Montgomery, Ala., and i 
deals with difficult customers who want appraisals 
on merchandise they purchased abroad. Mr. Ruth 
pulls no punches, He says: 

“Let me lay my cards on the table. We have 
many soldiers stationed in this area, and more mem- 
bers of our community travel abroad each year, 
Many of these people buy jewelry, silver and similar 
articles while they are in Europe or Asia. Quite | 
often they return with objects they intend to sell in : 
order to get a return on money they’ve spent abroad, 

“Well! These people usually want appraisals and 
they want them free. You tell them it takes too much 
time. They insist. 

“As a rule, they have their prospective purchaser 
with them and they might say to him, ‘I bought 
this star sapphire in India and confidentially I got 
it at a bargain.’ Turning to me, they will ask, ‘About 
what would you sell one similar for—if you happen 
to have one just as good!’ Sometimes they add 
arrogantly, ‘When I was in New York (or Chicago 
or Los Angeles), I was in a big jewelry store and 
they told me this star sapphire was one of the most 
beautiful they ever saw and offered me $800 for it.’ 

“Of course, all this time you are examining the 
sapphire and you already see the stone lacks 
asterism, has a large crack or is merely a piece of 
blue quartz chemically treated on the back. 

“Well, are you or are you not going to venture 
an opinion? Naturally, you will offend the seller. 
And you might possibly hurt the feelings of a cus- 
tomer (in the role of the buyer). Well, come on. 
be a man or a mouse—What are you going to do? 

“Next you have a most attractive lady with lovely 
manners and just dripping honey. ‘Oh, Mr. Jeweler 
Man,’ she says, ‘please tell my friend how much this 
fine old piece of Sheffield plated tray is worth. I 
bought it in England this summer. As you can see, 
it’s a genuine antique.’ But you do not see it at all. 
The thing was not made during the proper period 
and could not have been as it is only electroplated 
and none too heavily at that. 

“Then, further promoting the tray, the lady says. 
‘Mr. Jones of Such-and-Such Jewelry Store appraised 
it at $500, and offered me $450, but I would not 
take it at the time. Now I want my friend to have 
it for $300.’ 

“All right, it’s vour move, What would vou tell 
the little lady?” 

















‘Public Service Advertising’ 
(From page 92) 


the safety signs in (a) window displays, (b) counter 
displays, (c) interiors, (d) shelves, and (e) counter 
tops. Further details are included to encourage retailers 
to sponsor safety contests. 

If a retailer should decide to conduct a safety contest, 
customers could be asked to submit in 25 words or less 
their suggestions for the most needed traffic safety im- 
provement in the community. The person who makes 
the best suggestion could be awarded a jewelry prize. 
Also, the safety display could be utilized to gain store 
publicity. Notify the business page editor and the local 
school paper editor of the safety display and your in- 
terest in helping accident prevention. Such action might 
well lead to a news item or perhaps even an in-person in- 
terview. 
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Diamond, Ruby and Sapphire Emblem 





This magnificent Lions International emblem, 3!/2 inches in 

diameter, was displayed in the window of M. D. Hohenstine, 

Columbus, O., jeweler. Valued in excess of $150,000, it has 
352 diamonds, 148 rubies, 113 sapphires and 97 citrins. 


Sends Novel Watch Form to Customer 
Finchley’s, East Rochester, N. Y., has developed a 


clever and practical device to keep track of watches that 














198 Broadway 


FOR NOVEMBER, 1951 


Because you buy directly 
ello] gelshi-t-teMalal-Ke [ella au claeliil olmx-tadia-melslema-terielslelol i= 
prices. Look for the CCC trademark. Consult us with 
your special order problems in 14K, pag Silver or 
’ Gold-fil lled. Ask for Catalogue R 


\C)ham Croft Cy 





have been repaired and to avoid misunderstanding with 
the customer. It is a printed letter with blanks to be 
filled in by the watchmaker or jeweler, and is written as 
if the watch were addressing its owner. Beginning “Dear 
Master,” with the name of the owner following. the 
copy reads “Thank you for having me cleaned, oiled 
and adjusted at Finchley’s, and also for having my fol- 
lowing parts replaced with genuine, perfect-fitting parts.” 
The parts are then listed. 

Then the watch says, “Now, if you are careful with 
me and don’t beat me, drop me, get water-rust or dust 
into my fine works, break my mainspring or other parts, 
Finchley’s will guarantee that I run satisfactorily for 
eight to twelve months, depending on the size of my 
movement.” After some more instructions, the watch 
signs itself, “Your obedient tick-tock watch.” 

Blanks then follow where the watch lists “my name, 
my description, my serial number, case, and movement.” 
The form closes by setting an appointment for the 
watch’s regular check-up, emphasizing that regular in- 
spection is essential to obtain satisfactory service from 
a watch. 


Gets Widespread Publicity by 
Exhibiting Customers’ Old Watches 


One of the best promotions ever used by R. M. Kirk- 
land, jeweler, Plainville, Kan., to draw attention to his 
store and watch repairs was an old watch event. Through 


ml Ulatela-to Wo) my-NiiceloliNZ-Melate 
H f \ Amusing Charm Designs. 


High Quality — Popular Prices. 


from the maker, you are 


New York 38, N. Y. 


























“What are you worrying about... 
it’s a Flex-Let Band! Ain’t it?” 





























JEWELERS ACCEPTANCE 
CORPORATION 


Financing for the Credit Jeweler 


"Thanks" to over 1000 Jewelers who have 
asked us for our assistance!! 


Let JAC’s financial experts show you how to: 


> Expand your sales-volume 


e Discount your merchandise purchases 


Do effective cash buying 
e Improve your Credit Standing 


Add semi-permanent working capital to your 
business 


ALL INQUIRIES CONFIDENTIAL 


For complete details write or call one of the 


following officials: 
W. J. Botto © L. R. Eisner 
JEWELERS ACCEPTANCE CORP. 


Chartered under New York State Banking Laws 
608 Fifth Avenue, New York 20, N. Y. 
PLaza 7-8680-1-2-3 















a newspaper ad, he asked people who owned old watches 
to bring them in so they could be displayed in his 
windows. If it was known, a history of the watch was 
also requested. A prize was to go to the person with the 
oldest watch. 

Kirkland reports that the response to the promotion 
was excellent, and more than 50 old watches were on 
display from Plainville, population, 2086, and from the 
surrounding area including the town of Hays, popula- 
tion, 8625. 

Many unusual old watches were brought in. One, made 
in England about 60 years ago, is chain driven. Another 
brought over from England in 1848 bears a repair 
mark and date of 1842. 

A specially interesting timepiece was found by Mrs. 
Ellen Henn of Hays. While out hiking, at the age of 64, 
she fell onto a ledge above a canyon. There she found 
an old watch beside the bones of a human skeleton. She 
managed to get back to safety. The hair and main spring 
of the watch were rusted, but a jeweler repaired it. Later 
a doctor estimated that the bones and the watch had been 
on the ledge 30 years. Today Mrs. Henn is 76, and lent 
her watch to the exhibit. On the face of the watch is the 
figure of a man butchering a hog. One of his hands 
moves up and down as if slicing the animal. 

These interesting facts obtained an extensive write-up 
in the Hays Daily News Sunday edition for Kirkland. 
He was shown examining an old watch. A long feature 
was run about Mrs. Henn’s finding her watch, with a 
picture of her and the old timepiece. Kirkland’s exhibit 
and window display was the subject of the opening para- 
graphs in this feature. These write-ups and mouth to 
mouth advertising were excellent publicity for Kirk- 
land’s. 


Jeweler Promotes Cultured Pearls 
To Cash in on Pearl Popularity 


The popularity of pearls has reached its zenith this 
year, and many jewelers have successfully capitalized on 
this fashion trend by promoting cultured pearls. 

For example, Morre Jewelers, Passaic, N. J., often 
devotes window space to cultured pearl jewelry. This 
jeweler has found that cultured pearls appeal to all 
women; their appeal stems from beauty and price. 





In the window shown in the photo, Morre Jewelers 
display single strand pearl necklaces, chokers and ear- 
rings. Morre has found that it does not require a big 
financial investment to carry a varied stock of cultured 
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ches : tee 
- earls should be one of the main functions of the ‘ ee 
his jewel, as well as selling diamonds and other precious in Watch Repairing 
_— stones. Morre uses the displays and other promotion “What is a frequency standard?” Roy While, Henry 
the aids of the cultured pearl manufacturers. One of the Paulson & Co., states, “It is a means for assuring best 
. more attractive and unusual displays is a selection of possible accuracy for comparing frequencies. 
tion loose cultured pearls against a nautical backdrop. “Well, then, what is a frequency? A frequency is any 
on beat or vibration that repeats at regular intervals. 
the “Is the alternating 60-cycle current a frequency? Yes,” 
ula- Can You Top This? While states, “but not dependable for accuracy such as 
. is required to check the rating of a watch. 

di She was weitdremed, and obviously a woman of | "Sif it is good enough to operate an electric clock 
ther aoa of costume jewelry. Finally she pine rho her why not for a watch movement? It is not good enough 
pair choice down to a pair of inexpensive earrings and because in checking the rating of a watch, one is making 

asked, ; ; ’ an instant check for 24 hour rating. 
Mrs. a = a> NS: a Tee “What difference does that make?” While demon- 
64, ~~ ped ogee her they could. strates this difference as follows. “Suppose your electric 
und And they were returned, but not for any of the current varied only 14 cycle, which would equal 1/120th 
She customary hws The lady gaily offered a really of a second. It seems small but when you are recording 
y unique explanation: be : rt : 
Se “My friends thought the arsings were real. But | 11 pu inher of seconde in 24 hours, There at 
ome I felt guilty, so I’m bringing them back!” P = dY en . € eer ’ 

While most people return merchandise because 86,400 seconds in 24 hours; 86,400 divided by 120 
lent they don’t like it, the lady in this story, shopping equals 720 seconds or 6 minutes in 24 hours. An electric 
the at Time-Hall, Simsbury, Conn., seemed to have no clock averages with an overall accuracy but at no given 
nds v- - siialiinis ‘ fies ; instant is the watchmaker assured of accuracy.” 
Ss n about your unusua sines 6é . . 

“up liane whe sslaporues). <2 will be paid for each — . watch timer with a frequency standard —" 

story published. Address JC-K Editorial Dept., 100 E. ble of correcting the frequency of the electric current 
nd. . me New ined ee “ a —— can assure correct rating of watches. For example, the 
a pe eit gin irene in png Paalanee: “ERD SNOr alee ere 
ibit has a frequency or beat of 81,000 times per second, wit 
ara- _ . = = ' _ == : 
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pearls. This store also believes that selling cultured 














The Importance of a Frequency Standard 
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STAINLESS STEEL BACK 


ETON ...A complete line of expansion watchbands nationally 
distributed by mail directly to retailers — you save money or 
your money back! Rarely a repair, but never a repair charge. 









#220 MAN'S EXPANSICN WATCHBAND 
Yellow Gold Filled only $1.23 each carded 
Unconditionally guaranteed two years! 
5" or 34" ends in regular, short or long 


ton 
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a + tolerance of not over .0001 of a second in 24 hours 

“The watchmaker may be told by his power company 
that its current is accurate, but an accurate current neces. 
sary for the timing of watches is not available from any 
power supply, for while the accuracy may occur at jn. 
tervals, it is only accurate for an instant, even at its best. 
There is no means by which the power company can 
maintain this accuracy for any period of time. What 
they call accuracy will average up over a long period of 
time, but the need for watch rate recording is accuracy 
at all times.” 





Here's Your Key To 









































FRATERNAL 
JEWELRY 
PROFITS 


OM “Eastern Star” to “Eagles’—‘Masonic’”’ 

to “Mezuzahs’—"Odd Fellows” to “Owls” or 
any Fraternal emblem you can name, chances are 
it is illustrated or described in your Harvey & Otis 
catalog. Using it as you go after more emblem 
business will prove of great help as you order 
thru your wholesaler. Emblem business is big 
business for many smart jewelers. 


Harvey & Otis 


DI 
THE FINEST JEWELRY 
18 IDENTIFIED BY 





Dramatic Santa Claus Promotion 








Atlas Jewelers Maplewood, Mo., attracted a large 
number of gift shoppers during the Christmas season 
with a special Santa Claus car, shown in the photo. 
Outfitted with an almost life-size Santa sitting atop the 
hood, the car appeared in a parade sponsored by the 
community's merchants and was afterwards driven 
through residential and downtown streets. 

On top of the roof of the car, a four by two foot sign 
in red and green on a white background read, “Maple- 
wood’s Finest, Atlas Jewelers, Diamond Importers.” 

The Santa Claus was a natural eye-catcher. Photo- 
graphs of it appeared in local newspapers, and much 
holiday good will was created for Atlas. 





| Thoughts on Trade Diversion 


(The following letter, addressed to the editor, was writ- 
ten by Gustave H. Strutz III, a salesman for Freudenheim 
Bros., wholesalers in New York City. Mr. Strutz’s personal 
views are based on his experiences in the jewelry industry 
and as a consumer.) 

“On the road, driving from town to town, a salesman 
has time to think. Usually he turns over in his mind the 
thoughts and problems of his customers, who in my case 
are retail jewelers. 

emits ; “So if trade diversion occupies the thoughts of my 
PIAS ri mn customers, it naturally becomes my chief preoccupation. 
Pes ISTIC PARCHMENT COLORS, ; After giving this problem long and careful consideration 
: "G2.\ “ff, I realized, to my own embarrassment, that J help sup- 

port discount houses. Now wait .. . don’t jump to con- 
clusions . . . let me tell the whole story. This story 
doesn’t provide the solution to the trade diversion prob- 








METALLIC FOIL STRING 
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lem. However, it may bring us one step closer to the 
solution. 

“Recently I purchased some toys at a local discount 
house. After my purchase | wandered over to the 
jewelry counter. Strictly curiosity! A familiar face 
greeted me with, ‘What a buy I just made on a watch!’ 

“Noticing the toys I had just purchased, this chap’s 
happy expression quickly turned to consternation. “Don’t 
you know any better than to buy toys in a place like 
this” His indignation can be readily understood when 
he remarked, ‘Do you have to help ruin my business? 
Aren’t these places slowly choking my business enough 
without personal friends like you helping them?’ 

“This retailer friend—the owner of a stationery-toy 
shop—had said to me exactly what I was about to say 
to him. The watch he had just purchased might have 
increased the business of a retail jeweler account of 
mine, and in turn, would have given the jeweler that 
much more buying power. 

“People gloat over the fact that they have made 
‘terrific buys—just as long as it isn’t an article that 
concerns their business. It’s just human nature, I 
suppose. 

“It seems to me that if established retailers and their 
families and friends refused to have any traffic whatso- 
ever with discount houses, this in itself would have an 
effect upon the volume of discount houses. It is true 
that the success of these outlets depends on volume 
sales. Slow down these sales by convincing your retail 
neighbors of the imprudence of patronizing discount 
houses, and you will help in stemming their growth.” 


A Practical Gift-Wrapping Booklet 






There are customers who prefer to wrap gift pur- 
chases themselves after they take them home from the 
jeweler. And few people know the in’s and out’s of 
gift-wrapping. Why not offer them a booklet on gift- 
wrapping for the Christmas season and other gift occa- 
sions as well? Such a booklet is “How to Gift Wrap 
the Dennison Way,” shown in the photo, retailing at 
25 cents a copy, from the Dennison Mfg. Co., Framing- 
ham, Mass. 
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IMPORTANT 
MESSAGE 


to manufacturers of 


WATCH STRAPS 
WATCH CASES & 
Kindred lines 


Top jewelry salesman calling on Whole- 
salers * Watch Importers « Material 
Houses in Metropolitan New York area 
can handle a few additional select lines. 
Unusual opportunity to engage services 
of proven business getter. Write: 


Box “B., 1484,” 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17, N. Y. 
































#7773—Glass Dome 
Clock. $50 Keystone 





2t7775—Modern Mantle 
Clock. $66 Keystone 


















Men's Jewelry for Holiday Selling . .. 





Finished in 10K gold with genuine black onyx, This Masonic ring is made of heavy Genuine diamonds adorn these modern rings for mod- 
these cuff links are available with Elk, Ma- 14K yellow gold with a blue enamel ern men. These models are available in 10K gold with 
sonic and shrine emblems. In a gift box, $39, outline. Set with a full cut dia- black onyx. Model SI7II, left, and SI710, right are 
Keystone. Manufactured by Irons & Russell Co. mond. From Wefferling, Berry & Co. $49.50 each, at retail. From Stern Manufacturing Co, 


by WINIFRED PARKER, 
JC-K Fashion Consultant 


Mw clothing and jewelry fashions go 
together this season in a dashing, dark-sparkled way that 
should mean good sales for retail jewelers. Jewelry is 
the important glamour part of the men’s fashion story, 

Men’s suits mostly are dark and rich toned with black 
cast colors predominating: black, charcoal brown. char- 
coal blue, charcoal gray, and even black cast green. 
These dark suits need the brightening effect of jewelry. 

Jewelry accents are needed with straight, trim sil- 
houettes. Two button single breasted suits are most 
Deeply etched sport subjects are featured in this jewelry popular. Three button single breasted suits are newest 
by Krementz & Co. In 14K white gold overlay with a black and highest fashion. Double breasted sutis are running 


background or yellow gold overlay with a rose background. sane : 
Cuff links, $10; tie bar, $7.50, in a leatherette case. third in masculine favor. 

















From the Beau Brummel line of men's jewelry, This heavy silver harness buckle is for a 1" This Kreisler men's jewelry set comes in ster- 
this tie bar and cuff links set (model $479) belt. Plain, $11; with three applied initials ling silver. It has a deeply hand-etched de- 
is priced to retail for $7.50, federal tax as shown, $14. It is also available with gold sign with center stone in ruby or sapphire. In 


included. Manufactured by the Flex-Let Corp. stripe, $20; Keystone. By Blackinton & Co. a gift box, the complete set is $12.50 retail. 
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Jewelry tie-bars gain new fashion importance be- 
cause of smaller collar shapes and narrower ties. This 
important jewelry accent is needed to offset an other- 
wise overly quiet style impression. There is a wonderful 
variety of jewelry styled with refinement and elegance 
on the Christmas market for men. 

Color is important in men’s jewelry in colored stones 
and bright enamels. It is needed to enliven the somber 
look of dark colored suits and also to keep fashion pace 
with the bright burst of color taking over in men’s busi- 
ness shirts. Shirts now come in a rainbow array of 
colors including bright reds, brilliant greens, and vivid 
yellows; soft pinks, soft blues, soft yellows, soft greens, 
and believe it or not—soft mauve! Colored cuff links 
and tie bars can be promoted to harmonize or contrast 

(Please turn to page 142) 
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Model #790 sterling silver cuff link and tie "Unicorn" cuff links and tie clasp from the The tie clip and cuff links are piercd and 
slide set is priced at $10.50, Keystone. It is Squire line of men's jewelry. Manufactured are highlighted with sharp, clear engraving. 
also available in 1/20 12K gold filled. From by the Taunton Pearl Works, Taunton, Mass. Made of sterling silver, the set's Keystone 


the A & Z Chain Co. of Providence, R. I. 
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The "Envoy" tie slide and cuff link This modern men's jewelry set is from the Style #807 bill clip comes in sterling sil- 


set is priced to retail for $5.00. "La Mode" line of fashion jewelry for men. ver, rhodium finished, as well as in gold 
For gift selling, the set comes in Set is gold electroplated with simulated filled. It is hand engine turned; price is 
an attractive box. An Anson design. onyx; $7.50 retail. From Ripley & Gowen. $10, Keystone. From the Charm Craft Corp. 








This set carries a retail price of $4.50. 











Sx é 
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From the new line of Forstar men's jewelry, this tie slide 
and cuff link set features a modern enameled design. This 
set is $5.50, Keystone. From Forstner Chain Corporation. 









price is $13.00. From R. F. Simmons Company. 
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Small Santa Claus figures “drink in" admiringly this display of men's jewelry. 


In your window displays, lest they forget... 


Christmas Gifts for ‘Him’ 


O.: would think that Santa Claus being a 
man himself, would do better in his distribution of gifts 
to the male population! Mom and Sis and the kids are 
pretty apt to find their heart’s desire under the tree 
on Christmas morning, but the man of the house all too 
often finds another gay and gaudy necktie, a couple of 
not very glamourous shirts and a can of his less than 
favorite smoking tobacco. It’s high time for some im- 
agination to be used in the selection of gifts for Dad 
and Grandad. Hubby and Uncle Jim, Brother and Boy 
friend . . . time for the jeweler to put on a campaign 
that will make the men feel that Christmas is meant for 
them too and to promote a line of merchandise that does 
not always make its full share of holiday sales. It has 
been well established in the public mind that nothing 
flatters and pleases Milady as much as a piece of jewelry. 
There is no reason to feel that the gentlemen will not be 
equally proud and pleased with similar tokens of love 
and respect. It is up to the.jeweler to dramatize the 
giving of men’s jewelry in windows and advertising. 

The new styles in men’s jewelry are extremely smart 
and good looking and therefore make extremely appeal- 
ing gift suggestions. Style conscious women will be 
happy to find such attractive merchandise for their 
favorite men. With so many women these days working 
outside their homes getting pay checks to call their own, 
there is bound to be an increased interest in gifts for 
men. 

This Christmas, try to devote at least one full window 
during the season entirely to men’s jewelry, supplement- 
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by VIRGINIA DIXON 


ing this with small spot displays in all the general 
Christmas windows and in interior show cases. 

Use small and neatly lettered copy cards in both win- 
dows and show cases to spark interest in this merchan- 
dise . . . “Make this a Christmas He will long remember 

. give him a really fine watch!” ... “Smart new 
designs in cuff links and tie pins for your favorite man!” 
... “Give him a handsome ring that he will be proud 
to wear!” . .. and similar copy themes. 

Tiny gift wrapped packages are a very simple but 
effective expedient for suggesting the gift idea. Scatter 
them throughout your men’s jewelry displays. . . . Tie 
“sifty” looking bows on some of the boxed merchan- 
dise. . . . Use gift tags with such inscriptions as “For 
Dad” .. . “To Brother with love” . . . “Merry Christmas, 
Son!” 

Be sure to emphasize the fashion angle in your Christ- 
mas displays of men’s jewelry. This makes it more ap- 
pealing as gift merchandise and assures its acceptability 
to the recipient. 

Since men’s jewelry is in most cases quite small in 
size, it is generally better to keep such merchandise to- 
gether in groups of similar items, but in Christmas 
displays which show an assortment of varied items, be 
sure to include many individual items of men’s jewelry. 

Small Santa Claus figures observe and admire the 
smartly boxed items in Window A. Triangle “tree” dis- 
play units spotlight a few special items. A copy banner 
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A fat and cheerful snowman takes the 
center of the stage in this window 
display featuring men's jewelry. The 
copy ribbon at right reads “Make 
this a Christmas HE will remember." 





. “Santa Claus would pick this fine jewelry for him- 
self!” . . . extends across the window background. A 
few gift wrapped packages are scattered about. The 
Santa Claus figures may be flat painted cut-outs or small 
full round figures if you can obtain them. The cut-outs 
should be simple to make if you have anyone with a bit 
of drawing ability to work on them. 

Notice that only two designs are used in the sketch. 
Variety is obtained by reversing the two patterns so tha! 
the figures face in opposite directions. Cardboard cut- 
outs could be enlivened by using real cotton for the 
beards and fur trim. The tree displays are simple 
triangle cut-outs covered in Christmas paper or fabric 
and decorated with small sparkling stars or tiny Christ- 
mas tree ornaments. Wing-like easels are glued to eaci 
side of the triangle and folded back to support the frame 
at a slight angle. The merchandise is placed on a tiny 
elevation behind the frame. A small box wrapped in 
gay paper would serve excellently. 

A fat and cheerful snowman takes the center of the 







A Santa Claus mask peers from 
behind a large Christmas wreath 
at a toy train bearing gifts of 
men's jewelry; each car carries 
a title: "For Dad," "For Uncle," 
“For Brother" and "For Husband." 
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stage in sketch B. He stands beside a gift-decked Christ- 
mas tree and sports a complete selection of men’s jewelry 
—tie-clip on the necktie around his neck, cuff links, key 
chain, . . . he can even wear a handsome ring on one 
of his thumbs. Snowballs suspended from the window 
ceiling carry more merchandise and boxed items appear 
on step elevations on either side of the window. A copy 
ribbon extends across the window floor. You may be 
able to obtain a suitable ready-made snowman for this 
display. One was sketched in last month’s article. If 
not, it is not difficult to improvise one of your own with 
white flannel and plenty of cotton stuffing. Make a large 
round ball for the body, a smaller one for the head and 
longer rolls for arms. 

Use bright wool mittens for the hands, stuffed with 
cotton and attach a pair of shirt cuffs to the cuffs of the 
mittens so that Mr. Snowman can wear the latest in 
cuff links! Fasten a belt around his waist to display a 
good looking belt buckle and key chain. A smart neck- 

(Please turn to page 142) 





__ 2HB7036 (Set) $52.50 
10 Kt. 
















A new degree of elegance just 


achieved in 10 karat gold 


A7— 2HB7046 (Set) $85.00 - 
—10 Kt. Genuine Diamond now makes complete the most superb line 
Also available without — 


diamond $59.00 
liamond § of men’s jewelry ever created 


to make this Christmas 


historically successful! 





Hear Bill Cullen feature these 
fine Karat Gold Presentation Sets 


Batti Eee RABE COE 


on SUP THE Witisi 


over the entire network of 208 CBS radio 


Tuesday evening, November 30 
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Order as Unit 25/55 .. 
12 assorted $12.50 
Sterling Silver sets. 


Keystone 


ANSON’S Fashion-Styled Trays are becom- 


ing indelibly fixed in the eager minds of millions of 


gift-buyers. That dynamic master-salesman, Bert 
Parks, is displaying these trays week after week on 
STOP THE MUSIC! He’s telling the viewers over 
ABC-TV stations that you—the local jeweler—are 


featuring these trays and all-inclusive assortment. 
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Already, retailers all over the country are feeling the 
impact of their power and their promotion . . . call- 
ing them the merchandising sensation of many a 
season. Certainly you will want to share in that 
success. If you do not have Anson’s Fashion-Styled 
Trays, call the nearest Anson distributor listed on 


the following pages — for instant delivery! 








Order as Unit 6/55... 

12 assorted sets. 3 Sterling 

Silver Plaques, 3 12K Gold- 

Filled Plaques, and 6 Gold Plated. 
Retail price range $7.50 to $12.00 


Authorized distributors ready to deliver your _/f)¢.,¢,7¢ jewelry instantly 

















California 
FRIEDMAN-GESSLER CO. PHILIP WOLMAN & CO. 
220 W. 5th Street, Los Angeles 13, Calif. 315 W. 5th Street, Los Angeles 13, Calif. 
Michigan 1131 VAndike 7106 
Colo. 
SAM HAFFNER, INC. ALBERT F. LONG CO. 
Room 803, 315 West 5th St., Los Angeles 13, Calif. 1201 Welton Street, Denver, Colo. 
Madison 9-2391 KEystone 4-6389 
E. W. REYNOLDS COMPANY WILLIAM SCHENKEIN CO. 
Los Angeles, San Francisco 1441 Welton Street, Denver 2, Colo. 
Phoenix, Honolulu KEystone 4-5119 




















Dist. Columbia 
ADVANCE WATCH & JEWELERS 
SUPPLY COMPANY 
Washington 4, D. C. 


“Overnight Service from the Nation’s Capital” 
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a) 
‘omise the jewelet much 
Order as Unit 11/55... 
12 assorted cuff links, all 
Gold Plate or all Rhodium Finish. 
4 at $1.50, 4 at $2.50, 
4 at $3.50. Keystone 
ated. 
00 , 
Authorized distributors ready to deliver your Jose H jewelry instantly 
Dist. Columbia Iinois 
ORGEL BROS. INC. A. C. BECKEN, JR. 
930 F St., N.W., Washington 4, D. C. 35 E. Wacker Drive, Chicago 1, Ill. 
Sterling 3-8700—3-7272 State 2-1930 
0lo. Florida 
DUNN & EWBANK, INC. IRMIS JEWELRY 
406 So. Morgan St., Tampa, Fla. 29 E. Madison Street, Chicago 2, IIl. 
2-7976 DEarborn 2-6880 
SAMUEL J. HORENBEIN LOSSAU & KRAMER 
e each. and its affiliation 
805 Congress Bldg., Miami 32, Fla. ADOLPH BRAUDE CO. 
3-1562 29 E. Madison St., Chicago 2, Ill. 
Georgia 
SOMMERS AND SOMMERS 
91 Cone St., N.W., Atlanta 3, Ga. 
LA 047] 














listed on these pages 
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Order as Unit 4/55... 
ae 12 assorted sets. 6 sets 
\ es at $6.00 and 6 sets at $6.50 


we Keystone 


i a 


Authorized distributors ready to deliver your SA RMSCH jewelry instantly 

















Mlinois Kansas 
STEIN & ELLBOGEN COMPANY JOHN BERKOWITZ AND SONS 
55 East Washington Street, Chicago 2, III. 113 East Douglas, Wichita, Kan. 
220 Bagley Avenue, Detroit 26, Michigan AMherst 2-2811 
Kentucky 
SERVICE WHOLESALE ERWIN NEUMAN, INC. 
JEWELRY CO. 133 E. Short St., Lexington, Ky. 
5 North Wabash Avenue, Chicago 2, III. 2-6939 2-4939 
Indiana Louisiana 
BALDWIN-MILLER COMPANY J. C. WILFERT COMPANY 
238 South Meridian St.. Indianapolis 25, Indiana 1001 East Hutchinson, Crowley, La. 
Melrose 4-6566 2084 — 2085 




















Maryland 
MAX KOHNER INC. 

21 W. Baltimore St., Baltimore 1, Md. 

MUlberry 5-3683 
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Order as Unit 3/55... 
12 assorted $5.00 sets. 


Keystone 
















Authorized distributors ready to deliver your SIHSON jewelry instantly 

















Michigan 
THE GORENFLO COMPANY THOS. B. WILSON & CO. 
1940 E. Jefferson Avenue, Detroit 7, Mich. 627 First Ave. North, Minneapolis 3, Minn. 
LO 8-1000 Atlantic 1593 
Missouri 
. HARRY NEST & COMPANY EDWARDS & COMPANY 
33 John R. Street, Detroit 6, Mich. 1115 Walnut, Kansas City, Mo. 
WO 1-6126 Victor 7330 
Minn, 
- S. H. CLAUSIN & CO. THE GERSON COMPANY 
41 North 12th Street, Minneapolis, Minn. Altman Bldg., Kansas City, Mo. 
Geneva 4626 Victor 1151 




















C. E. ROAL CO. 
330 Plymouth Bldg., Minneapolis, Minn. 
BR 8644 
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Order as Unit 16/55... 
12 assorted $10.00 sets. 
6 12 Karat Gold Filled — 
6 Sterling Silver. 


Keystone 


Authorized distributors ready to deliver your Sbnse Jf jewelry instantly 





Missouri New York 
JAMES J. BURKE COMPANY M. LEVITZ & CO. 
P. O. Box 1367, 818 Olive St., St. Louis, Mo. Levitz Building, 133 N. Pearl St., Albany 7, N. Y. 
Chestnut 1-6220 3-5869 








No. Carolina 








SOUTHERN WATCH SUPPLY HARRY CORNELL & CO. 
COMPANY 414 Burke Bldg., 5 St. Paul Street 
P. O. Box 402 (1412 Independence Bldg.), Rochester, N. Y. 
Charlotte, N. C. FRanklin 5-8165—EDison 2-6698 Baker 2610 
SHUBKIN-RETCHIN, INC. H. POLNER, INC. 
225 West 4th St., Charlotte 2, N. C. Wholesale Jewelers 


‘hi x S . ° re . . 
Fdicon 30391.2 Ellicott Sq pag ae 3. N.Y; 

















Nebraska 





THE BERGMAN CO., INC. 
1510 Howard Street, Omaha, Neb. 
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Order as Unit 18/55... 
12 assorted $5.00 links. 
6 12 Karat Gold Filled — 
6 Sterling Silver. 


Keystone 





Y, 


Authorized distributors ready to deliver your Apruse Jt jewelry instantly 





New 
fork Vert 


BERWIN JEWELRY CO., INC. 
Formerly Bert L. Kaufman & Salzman Bros. 
15 Maiden Lane, New York 38, N. Y. 
WO 4-1547-1548-1549 


I. ALBERTS’ SONS, INC. 


Boston 8, Mass. Syracuse 2, N. Y. 


Liberty 2-2511 Syr. 2-3508 





7 





UNIVERSAL JEWELRY CO. 
183 Canal Street, New York 13, N. Y. 
Canal 6-5324 


D. C. PERCIVAL & CO., INC. 


373-387 Washington Street, Boston, Mass. 


Liberty 2-2423 








WERBACH’S ADMIRATION 


JEWELRY CO. 
243 Canal Street, New York 13, N. Y. 
Canal 6-0182-83-84 











GEORGE F. CROOK CO. 


24 Brentwood Avenue, Providence 8, R. I. 


Elmhurst 1-9159 











New Jersey 








NEW JERSEY JEWELERS SUPPLY HOUSE 
260 Washington Street. Newark 2, New Jersey 
Market 3-1540-1541 
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so much 


Mass. 


Rhode 15 





















Ohio 





Authorized distributors ready to deliver your 


Order as Unit 15/55... 
12 assorted $12.50 sets. 
All 12 Karat Gold Filled. 


Keystone 


/4}¢5C78 jewelry instantly 





THE GERWE BROWN COMPANY 
817 Main Street, Cincinnati, Ohio 
Dunbar 2400 


CHAS. ASCHERMAN & CO. 
660 Hippodrome Annex, Cleveland 14, Ohio 
PRospect 1-4680 








A. G. SCHWAB & SONS, INC. 
229 East Sixth Street, Cincinnati 2, Ohio 
Parkway 0908-0909 


THE A. H. FICKEN COMPANY 
850 Euclid Avenue, Cleveland, Ohio 
CH 1-4440 











WALLENSTEIN-MAYER DIVISION 
HARRY GREENWOLD COMPANY 


31 East Fourth Street, Cincinnati 2, Ohio 
CHerry 0560 








MARKOWITZ & FRIEDMAN, INC. 
604-5-6 Citizens Bldg., Cleveland 14, Ohio 
Tower 1-3288 














JOSEPH SCULLER & CO. 
33 N. High Street, Columbus. Ohio 
Fletcher 3533 
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Ohio 


Okla. 









Order as Unit 17/55... 
12 assorted sets. 7 at $15.00, 
3 at $17.50, 1 at $21.00, 

1 at $21.50. 

All 12 Karat Gold Filled. 


Keustone 





PHILIP KOHN CO. 
251 Leo Street, Dayton, Ohio 


HEmlock 8681 


AISENSTEIN & GORDON, INC. 
712 Sansom Street, Philadelphia 6, Pa. 


WAlnut 2-3995 








HEYNE & GROVES, INC. 
408 Madison Avenue, Toledo 4, Ohio 
MAin 4129 


JOS. B. BECHTEL & CO., INC. 
Wholesale Jewelers Since 1894 
729 Sansom Street. Philadelphia 6, Pa. 
WaAlnut 2-1155 











OKLAHOMA ROSS BECK COMPANY 


803 Colcord Bldg., Oklahoma City, Okla. 
REgent 6-0097 








BROWN & SON, INC. 


723 Chestnut Street, Philadelphia 6, Pa. 


LOmbard 3-8396-7 
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A. JOS. BALTIN & CO., INC. 


722 Sansom Street. Philadelphia 6, Pa. 


WA 2-4678-9 
















Authorized distributors ready to deliver your Abrus Fé jewelry instantly 


Penna. 


















Order as Unit 4/55... 
12 assorted sets. 6 sets 


‘a a at $6.00 and 6 sets at $6.50 


Keystone 


. Sh 
Authorized distributors ready to deliver your —//}¢i0#¢ jewelry instantly 

















Penna. 
SUPERIOR JEWELRY COMPANY J. B. BERNSTEIN CO. 
740 Sansom Street, Philadelphia, Pa. 502 Clark Building, Pittsburgh 22, Pa. 
WAlnut 2-3250 EXoress 1-0142 
EDWARD TINKLEMAN, INC. GEO. PHILLIPS CO. 
715 Sansom Street, Philadelphia 6, Pa. 149 Penn Avenue, Scranton 3, Pa. 
LO 3-5001-2 DI 4-8611 
Tenn. 
BIGGARD & CO., INC. MEDNIKOW & PAUL, INC. 
800 Penn Avenue, Pittsburgh 22, Pa. 773 Shrine Bldg., Memphis, Tenn. 
ATlantic 1-0600 37-7541 




















Texas 
WM. R. KATZ CO. 
I.C.T. Bldg., Dallas 1, Texas 
RA-3963 RA-3944 
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Order as Unit 3/55... 
12 assorted $5.00 sets. 


Keystone 


VY 


Y 
Authorized distributors ready to deliver your Suse 72 jewelry instantly 





Texas 


HERBERT STEHBERG, INC. 


1104 Commerce Street, Dallas 2, Texas 
Sterling 2055 


DECKER JEWELRY CO. 
107 West 2nd Sputh, Salt Lake City, Utah 
22-2631 








TAYLOR AND CO., INC. 
508 San Jacinto Street, Houston 2, Texas 
BL-6591 


RICHMOND JEWELERS SUPPLY 


COMPANY, INC. 
115 North Foushee Street, Richmond, Va. 
2-8301 








ERNEST L. HALLE COMPANY 
109 North Main, San Antonio 5, Texas 
Capital 6-8811 











SIMON GOLUB & SONS 
1417 Fourth Ave. Bldg., Seattle 1, Wash 
504 Hyde Building, Spokane 1, Wash. 

Elliott 3611 











Wisconsin 








M. WEINGROD COMPANY 
623 N. Second Street, Milwaukee 3, Wis. 
Broadway 6-3615-6 
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Utah 


Virginia 


Washington 
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Christmas Gifts for Him 
(From page 129) 


tie complete with tie pin is knotted around his neck and 
a borrowed topper complete his outfit. It will probably 
be necessary to weight him down with something heavy 
inside his stuffing, but if he is well filled, he should stand 
in place with little additional support from behind. Make 
the snowballs the same way with white flannel stuffed 
with cotton and suspend them from the window ceiling 
with fine wires or bright red ribbons. Sprinkle the 
snowman and snowballs with glitter powder to help the 
illusion of real snow. A small natural tree may be used 
or you may prefer a decorative artificial one to which 
the merchandise boxes can be attached. Fewer pine 
needles to clean out of the window with the artificial 
tree, but a real tree always has a special attraction. Trim 
the tree with small ornaments in addition to the mer- 
chandise. but keep the decoration subdued so that the 
merchandise stands out. 

The toy store was raided for Display C. A Santa 
Claus mask peers from behind the large Christmas wreath 
at a toy train bearing gifts of men’s jewelry with each 
car carrying a banner titled—‘“For Dad” or “For 
Brother,” “For Uncle,” “For a Loving Husband”—and 
so forth. Additional merchandise is arranged on cylin- 
der and step elevations. A copy panel is fastened behind 
the wreath with the mask tacked to it. The little wooden 
toy train sets generally have more open cars into which 
the small gift boxes can be placed. The wreath may be 
real or artificial as you prefer, but should sport a really 
handsome bow! 





MATERIAIS NEEDED TO ASSEMBLE THESE DISPLAYS 


Item Source 

Sketch A 

Santa Claus figures or cut-outs Display supply house or 
make in store 

Make in store — cover 


with paper or fabric 


Triangle “‘tree’’ units 


Tree ornaments—small—to deco- 
rate triangle units 
Copy banner 


5 and 10 


Show card writer 


Sketch B 

Snowman Make in store with flan- 
nel and stuff with 
cotton batting 

Snowballs Same as snowman 


Use small table-size tree 
from florist or arti- 
ficial one from dis- 
play supply house 

Show card writer 


Christmas tree 


Copy banner 
Sketch C 


Santa Claus mask Toy store 
Train of cars Toy store 
Christmas wreath Florist 


Copy panel Show card writer 





Men’s Jewelry for Holiday Selling 


(From page 127) 


with these colored shirts, just as you use color in 
women’s fashion promotions. Men love this new color 
interest! 

Cuff links are becoming to men what earrings are to 
women: bright baubles to satisfy a mood! The outlook 
for Christmas selling is good, both from a personal or 
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gift shopping point-of-view. The rich conservatism in 
men’s clothing calls for more shirts with French cuffs 
and these in turn call for more cuff links. The fashion 
goal should be a complete wardrobe of cuff links for 
men, with matching tie-bars when feasible. 


Tie-In with National Wine Week 
Increases Sale of Stemware 


Coleman S. Adler & Sons, New Orleans, La., more than 
doubled its sale of stemware by linking up with National 
Wine Week last October. The store particularly desired 
to sell a stock of pousse cafe glasses, and it was decided 
to hire a skilled bartender to concoct a pousse cafe. 
It was placed under a glass bowl, and in front of it was 
arranged a display of pousse cafe glasses. Within three 
days there wasn’t a single glass of this type left in stock. 
Similarly, other exotic drinks were mixed, placed on dis- 
play and the appropriate glasses clustered around them. 
In some cases only the bottle was shown, and in others 
the finished drink was placed on display. 

“Many people like the idea of serving cordials ani 
wines,” said Adler, “but hesitate because they have the 
idea that serving in the wrong glass would be a great 
faux pas. Knowing from our displays, just what goes 
with what, they purchased hundreds of pieces of fine 
glassware.” 

Wine Week was advertised through the newspapers 
and over the radio, and was complemented by two strik- 





ing window displays. A pair of small windows were 
backed with gray, and with a black panel decorated 


with a spray of greenery. As shown in the photo, two 
immense wine glasses were made of crushed silver foil, 
and into these wine was apparently being poured by 
bottles suspended from the ceiling by ribbons. Other 
bottles were also suspended. On the floor were open 
hampers, tied with gay ribbons, in which were sets of 
stemware appropriate for different beverages. 
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“The Wine Week exhibition of wines and glassware 
was not only successful in itself,” said Mrs. Emma Q. 
Jurgens, buyer and manager of the seven room gift de- 
partment, “but resulted in the sale of much china and 
crystal for table use. People who came to see the wine 
exhibit strolled through the gift rooms and purchased 


these items also.” 





we 
é his is the season for Sterling Silver 


and & KL has lots of it!” 








You can profit by featuring silver during 
these peak months. But good turnover de- 
pends on a reliable wholesaler—-immediate 
attention to your orders, ample stocks, 
prompt shipments, courteous service; all 
work to your advantage at SKL—your prime 


silver source. 





WE ALSO CARRY... 


1847 Rogers flatware & 
hollowware 

William Rogers flatware & 
hollowware 

Community flatware & 
hollowware 

Tudor Plate flatware & 
hollowware 

Poole sterling & plated 
ware 

Saart sterling 

Web sterling 





PATTERNS PICTURED 


=> 


3 


“ea oun Se 6 


BELOW 
ALVIN 


Chateau Rose 
--Romantique 


—-Prince Eugene 

-—Chased Romantique 

-—Bridal Bouquet 
-Southern Charm 


—French Scroll 
Chapel Bells 


---Della Robbia 


ANCHOR 
ROGERS 


J—Breton Rose 


K 


L- 


M 
N 


f $ ’ y, y | y Z & ; $ y, ‘a y g F ; y 
& K L CO.. ENC. 15 WEST 47th STREET, NEW YORK CITY 


—Wedding Bells 
Bridal Veil 

—-Moonbeam 
Old Charleston 


ONEIDA 
COMMUNITY 


P—Melbourne 
R—Engazement 






PL 7-6821 
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These 14K gold, 21 jewel ladies' watches 
from Gruen feature feminine styling with 
end pieces of open, lace-like patterns. 
The "Venetian," left, is $89.50 retail. 
The "Conchita," right, retails at $82.50. 





Elegantly handcrafted is Longines’ watch 


for ladies, the “First Lady Katherine," 
made in 14K gold. The model comes with 
a black silk cord. From Longines’ First 
Lady Series, it retails at $110, F. T. J. 


One of 8 new ladies’ watches featuring 
self-winding is the Lady Bulova "BW" with 
17 jewels and steel case. It is shock- 
resistant, certified water-proof," and 
anti-magnetic. No. 685 retails at $59.50. 








~ i 
Wyler introduces this Dynawind model for 
holiday selling, featuring a contemporary 
design of stainless steel. Features in- 
clude water-resistance, Incaflex balance 
wheel and mainspring. Retails at $71.50. 


Elgin's "Templeton," left, at $85 retail, 
F. T. |., has case lines carried through 
to the expansion band. The "Scarsdale," 
$125 retail, has a severe square case. 
Both models have 14K _ gold-filled cases. 








. They're yours 





Hamilton's new line of over 60 styles has 
this man's self-winding model, which is 


gold-filled with a _ stainless steel back. 
It is shock and water-resistant and anti- 
magnetic, priced at $85 retail, F. T. |. 


This square self-winding Eterna-Matic for 
men is an extremely slender, though water- 
resistant model, in 14K gold to retail at 
$250, F. T. I. Also in stainless steel 
at $100, F. T. |. It is No. 113 RD-1319. 
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to profit by... 
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Marine life embedded in Lucite is a dra- 
matic setting for a clock from Karv Art 
Products, 6829 Crescent Blvd., Camden, 
N. J., $20 Keystone. Others with trout 
flies or wild life. 30 hour movements. 


Syroco's No. 28805 electric clock, Crown 
design, is $19.95 suggested retail. Same 
design in 8-day front wind jeweled move- 
ment, No. 2880, $25. 13 inch diameter. 
Syracuse Ornamental Co., Syracuse, N. Y. 
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LeCoultre 8-day miniature alarm clocks 
have alarm setting indicated by a turning 
disc in the center of the dial, replacing 
the conventional hand. Left to right, No. 
53, $23.95 retail; 52, $22.75; 51, $19.75. 





Sessions “New Celestial’ has halo of lus- 
trous white or clear plastic around black 
dial. For desk or wall; chrome stand re- 
moves for hanging. Clock diameter is 9", 
dial is 4". No. I-TM-52, $8.95 retail. 


Pennwood Numechron's "Moderne," No. 300, 
comes in creamy walnut, spruce areen or 
dove gray, with a book end base in maroon 
plastic. Features easy to read numerals 
and a full vision window. Lists at $10.95. 


"Poise," decorative electric alarm clock 
from Seth Thomas, is now richly cased in 
leather—burgundy, No. 521, and green, No. 
522, each $22.50 retail. A hand tooled, 
gold leaf design frames its elegant face. 


The "Winston" has a brass case and pedes- 
tal with polished brass finish and silvered 
dial. 8 day, I! jeweled lever movement, 
$126.50, F. T. |., from the Chelsea Clock 
Co., 1094 Everett Ave., Chelsea 50, Mass. 

























Theyre 


... They're yours 


New necklace, brooch and earring sets by 
Forstner are in white with rhodium finish 
or yellow gold plate. Necklaces start at 
$7.75 retail, F. T. I.; earrings, $4.50; 
pins, $3.85. Shown is leaf and bud design. 
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Karlan & Bleicher present initial rings A ring, No. 21, with 2 baguette diamonds A 14K gold pin with 32 cultured pearls is 
from their Falcon Stone Ring line, 9-I1 and cultured pearl set in 14K white gold, No. 2005, $42 suggested retail. 14K gold 
Barrow St., N. Y., with interchangeable is $115 Keystone. Earrings, $190, in 14K drop earrings with 40 small and 2 larger 
initials and an alphabet of Old English white gold, have 10 diamonds, 4 cultured cultured pearls, No. 2005E, $68. Maurice 
initials, Shown is No. 9176 16/14 Ant. pearls. Z. |. Levkov, 565 5th Ave., N. Y. Goldman & Sons, 10 West 47th St., N. Y. 


A distinctive new Zippo has a 10K gold- Artistic crystal Zodiac cufflinks are in Said by Waterman to be "revolutionary," 


filled case and features engine turning. sterling silver and are sculptured in a the Waterman C/F fountain pen is filled 
No. 20AZ2400, $20 retail. Other lighters three dimensional effect. No. 308, $7 re- in 10 seconds by slipping into the barrel 
have leather covers, plain bright finish tail for |" diameter; $9 for 1/4". Klepa a hermetically sealed cartridge of fresh 


with delicate engraving or sport designs. Arts, 8628 Melrose Ave., Los Angeles 46. ink. Eliminates ink bottles. $15 retail. 
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to profit by... 


A "Photo Ident Key Ring” by American 
Mfg. Co., Cranston, R. I., holds two photos, 
has space for auto license number, name 
and address; has safety lock key ring on 
chain and gold plated sides. $1 retail. 


A three slice Toastmaster is designed for 
use by bigger families. Also toasts one 
slice in any slot. With automatic action, 
Toast Control Dial, chromium finish, it 
is by McGraw Electric Co. $39.50 retail. 
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This Craftsman “DeLuxe Citation," is by 
1. Smallman & Sons, $7.50 retail. Others 
are "Stay-Flat" at $5 and “Duo” at $10. 
All are stitchless billfolds and are made 
from natural California Bridle leather. 


RCA Victor portable has lift-lid dial for 
easy viewing, king-size station numbers 
and "Golden Throat" tone. 6" high, 10!/2" 
wide, 3" deep, it weighs only four lbs. 
No. 5X560, in gray, retails at $49.95. 





A. silverplated water pitcher is part of 
Poole's new "Contemporary" hollowware 
line, combining modern design and func- 
tional use. With brush finish, the item 
is No. 800, priced at $22 retail, F. T. I. 





Reed & Barton's "Bridal Bowls” in heavy 
silverplate, for ash trays or snacks, 
graduated 4!/," to 834", nest inside one 
another. Set of 4, $25 retail, F. T. |. 
Sold separately: $3.25, $5, $7.50, $9.25. 


The Westinghouse open handle steam and 
dry iron has dry fabric settings, automati- 
cally dial controlled, from ‘“lo-rayon" 
to "linen-hi."" Holds water for 30 minutes 
of ironing. No. 18-521, $17.95 retail. 
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CASH IN on the BIG SWING to 
College-Type HIGH SCHOOL RINGS 


FULL PROFIT * NO INVENTORY 


High school students 
everywhere are switching 
to COLLEGE-TYPE 
RINGS! They want some- 
thing better and differ- 
ent! You can offer this 
great, new market all the 
latest, most modern styles 
. . - shown in our new 
illustrated catalogue. You 
ean even order one ring 
ata time! We give the 
fastest service in the 
trade with guaranteed 
customer satisfaction! Be 
ready to CASH IN on 
these BIGGER RING 
PROFITS! 


College Seal 


Send TODAY for complete information PLUS 
free selling catalogue and free counter display. 
Dept. J11 
COLLEGE SEAL & CREST COMPANY 
Dept. J10 
236A BROADWAY 
CAMBRIDGE 39, MASSACHUSETTS 





g Sycclallare 4” 


) a hieicdially Boxed () 


a __ SA 
CAT TU BRACELETS Sy 


Illustration : Actual Size 


1/20-12 kt. GF. i Keystone 4 


a also with 3, 4, 5 or 6 plates. for WW 
Grandmothers or Mothers bracelets () 


x ADDITIONAL PLATES IN BRACELETS 25¢ ea. keystone oY 


Ke 


SOLD ONLY TO RETAIL JEWELERS 


Walter H. McKenna & Co., Inc. { 


PROVIDENCE ¢ RHODE ISLAND 


SELL AMERICA'S MOST 
PROFITABLE LINE OF 
10 KT. AND GOLD FILLED 


EARRINGS & BRACELETS 
JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
World’s Largest Manufacturer of Quality Earrings 














Asks Public about ‘Discount’? Watch 





CARROLL — mracez MILE 


Half-Time 


or 


Two-Time... 


—how does your ‘discount’ 
watch run ? ? 


As a matter of fact it might keep good time. But 
what does it say about YOU? That's important and 
worth considering. 

We have watthes we'll sell you at ‘discounts’ up to 
50%. Some pretty good ‘name’ watches, too, And 
remember, every watch — regardless of price — 
that Carroll's sells, Carroll's Guarantees and serv- 
ices with their own staff of most capable craftsmen 
— in their own shops. 

But the watch we'd like to see you wear — and en- 
joy — and take pride in owning is NOT the kind 
you'll find at cut-prices — is not the type others will 
recognize as a discount’ watch, 

Carroll's watches speak well’ of yoy — at any time 
— ALL the time. Prices from $30 to $275. With dia- 
monds to $1.500, 











Carroll's, Coral Gables, Fla., recently ran this brisk ad which 

pointed out a vital fact to the public. The store said the 

‘discount’ watch might keep good time, “But what does it 
say about YOU? That's important... ." 


Jeweler Finds Appliances 
A Successful Line in Small Town 
When Wiltshire Brothers, jewelers, Media, Pa., decided 


to stock a line of gift electrical equipment, the move 
coincided with the grand re-opening of their store, which 
had been enlarged to twice its original size and re- 
modeled. They joined the celebration of the re-opening 
with the installation of their new appliance department. 
The portable electrical equipment included mixers, irons, 
bottle warmers, egg boilers, electrical frying pans, 
toasters. percolators, and other electrical items to make 
a complete line. 

Events of the grand re-opening were publicized by 
advertising in advance in the local weekly newspaper. 
People were urged to come to the store and fill out a 
voucher giving their names and addresses during a 
period of two days and nights. Two days was selected 
because, as so often happens in a small town, news 
spreads by word of mouth and people are liable to miss 
out if an event is restricted to one day. A grand draw- 
ing was held and of 15 prizes given away, the first was 
a deep fryer. Other prizes included a pen and pencil set, 
costume jewelry and a cigaretter lighter. 

A pleasant and important part of the re-opening was 
a gracious hostess who offered coffee, cookies, and punch 
to the visiting public. 
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A beautiful ex- 
ample of the skill 
and art of jewelry 
designing is shown 
in this handsome 
La Mode set — 
carefully executed 
fine diamond tool- 
ed lines on brightly 
polished sterling 
silver with a heavy 
Rhodium finish. La 
Mode sets like this 
one retail for 


$13.50. 


ARE YOU UP TO DATE 
IN Emblem Sales ? 





The new I & R Emblem 
Selector Books are really 
moving ... if you haven't 
yours order one or more 
now ... direct from us, or 
through your wholesaler. 


With 32 popular emblems 
$90.00 each Keystone 

Selector Book only 
$3.00 each net 


IRONS & RUSSELL COMPANY 
PROVIDENCE, RHODE ISLAND 
Emblems Since 1861 through 

your wholesaler 


* 


ES EEE Ca 


Attleboro, Massachusetts 






1495-1496-1497 
Crucifix and chain in gleaming 1/20—I2K yellow and white 
gold filled, with delicate inlaid mother-of-pearl. Retail $7.00 ea. Picture frame. locket, and bracelet are all gold filled 
ae : —a great value and a new selling idea. Ask to see 
W ‘ this line starting at $8 retail for a 2-piece set. Thru 
H. F. BARRO Ss co. wholesalers. Cheever, Tweedy & Co.. Inc.. North 


NORTH ATTLEBORO, MASS. Attleboro, Mass. 
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AN AUTOMADE cHAIN FOR EVERY PURPOSE 


lags Available in 
ya” Sterling Silver 


4 


‘I 5 __ 1/20-12K Gold Filled 
a , 10K 14K 18K gs 
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PITMAN & KEELER | 
Picture ident 


®@ You have customers that want something better than average. Be 
Sure to show them this picture ident. Made of heavy Sterling Siiver. 
A real man’s piece of jewelry he will wear and cherish forever. 
Order from your wholesaler. 

$7.25 Keystone in Rhod. finish — S.S. backs or 

$8.50 Keystone in 1/20 — 10K. G.F. Hamilton. 


PITMAN & KEELER INC., ATTLEBORO, MASS. 
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AUTOMATIC CHAIN CO. © PROVIDENCE, R. I. 


Gerais 





















































KIEFER WATCH BANDS 


A new idea in expansion bracelets 


_——— 


This handsomely designed 
| sislieiedndeamed counter merchandiser 


displays and sells 
8 watch bands. 


FREE with your order 


Distinctively styled ... all 
parts beautifully finished 
and rounded. Enhances the 
beauty of any watch... more 
comfortable to wear. 

Its beauty sells on sight. 

A simple adjustment ... 
custom fits the watch band 
to your customer's wrist. 
No large stock of different 
lengths necessary as links 
are interchangeable. 


5116 14K Gold.on Stainless Steel retail at $ 12.95 


same in Stainless Steel $ 5.95 
For Ladies 


5112 14 K Gold on Stainless Steel retail at $ 12.95 


same in Stainless Steel $ 5.95 
For Ladies 


$108 14 K Gold on Stainless Steel retail at $ 10.95 
Narrow width same in Stainless Steel $ 5.95 


Write for sample assortment from your 


wholesaler or to sole distributors\y ERKEMA Inc 


100 West End Avenue, New York 23 N. Y. 








St. Joseph of Copertino 
Flying Medallion 


designed by C. Paul Jennewein 





This medallion, not limited to a single creed, and made fam- 
ous during World War II asa special guardian of air travelers, 
is available again for the first time since 1946. 
Comes in dime, quarter and dollar sizes in bronze, sterling 
silver, gold plate and 14Kt. gold. 
S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Horseshoe key chains. 
S.S. medallion and 14Kt. gold medallion on S.S. and 14Kt. 
gold Clips. 

@ Write for price list @ 


AIRBORNE MEDALLION CO. 
104 East 56th St. New York 22,N. Y. PL. 5-4818 





















































Wiltshire Brothers have been selling appliances fo; 
about a year, and have found the line to be a sound one. 
Contributing to successful appliance sales is their appli 
ance display, consisting of three large shelves, where 
customers can see the items at close range and handle 
them if they wish. 





Installs Interior Windows to 
Conceal Unsightly Elevator Shaft 


Gerber’s, Springfield, Mass., turned a handicap in the 
design of its store into a sales advantage by developing 
a “store within a store.” When Gerber’s leased a new 
location, there was one unsightly obstruction within the 
store. This was an elevator shaft, occupying about 12 by 
10 feet of floor space. Manager Harold Ambush con- 
verted this space into a row of display windows, part of 
which are shown in the photo. The window built 
around the elevator machinery consist of one large 
corner window, extended out several inches and almost 
duplicating its counterpart on the sidewalk in front, two 
smaller display windows of the shadowbox type near the 
corner window, and two more shadowbox windows fac- 
ing into the interior of the store. 





Brilliant lighting in the windows within the store and 
use of extremely light colors has focused much attention 
on the items displayed. 

“Since they are widely separated,” Ambush said, “we 
can use the front windows of the store out at the sidewalk 
line for one promotion, and the second row, within the 
store, for a second display of an entirely different 
nature.” 





Can You Top This? 


Utility in silverware is, of course, essential, but 
the young man in this story went to extremes. He 
had little reaction to the silverware patterns the 
jeweler was showing him until they came to one 
which had a pierced design. Then he really got ex- 
cited. 

“That’s it!” he exclaimed. “Those holes in the 
handles are perfect. I can hang them on little hooks 
above the sink in the kitchen!” 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St., New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 
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Emerald Jewelry Sales Boosted 

By Tie-In with Radio-TV Contest 
A tie-in promotion with the Milwaukee Journal radio 
and TV stations recently proved a tremendous booster of 


sales of emerald jewelry for Bloedels, Milwaukee, Wis., 
according to Henry and Florence Bloedel. 





The idea of the tie-in developed when the radio-TV 
station staff planned to introduce a new announcer 


named Gene Emerald. To make the public emerald con- 
scious, a contest was run with the prize award being, 
naturally, an emerald. Bloedel’s designed a lovely ring 
with a square cut emerald for the prize, and it was pre- 
sented to the radio-TV stations in return for the valu- 
able publicity. 

An eight-day promotion was run from one Friday 
to the next, and every program on the air mentioned the 
emerald contest and gave the rules. Any listener or TV 
viewer could enter without buying anything. All that 
had to be done was send in 25 words or less explaining, 
“Why I would like to win the Grenadiers Emerald.” The 
reason for the emerald’s name was that Gene Emerald, 
the new announcer, was assigned to emcee a popular 
program, “The Grenadiers,” one of the highlights of the 
Milwaukee Journal station, WTMJ-TV. 

In addition to the many announcements, an attractive 
young woman from the Bloedel store appeared on a TV 
show to model several pieces of emerald jewelry. Bloe- 
del’s also tied-in a window display, shown in the photo, 
with the contest. Featured were rings set with emeralds, 
laid out in front of a large sign which gave the details 
of the contest for passers-by to read. 

The emerald was won by a 77 year old viewer of 
Waukesha, near Milwaukee. 

Florence Bloedel said of the tie-in, “The frequent 
plugs we got so often during each day were worth more 
to us in advertising value than the actual price of the 
ring. We had many comments from our customers, and 
we felt an increase in store traffic and subsequent sales.” 
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Strictly Refiners 
Not Manufacturer’ 
of Jewelry 


—T__ 










21 West 46th Street 





Metals of Guaranteed Purity 


GOLD ° SILVER ° PLATINUM ° PALLADIUM 
IRIDIUM * RUTHENIUM * RHODIUM * OSMIUM 


We solicit your Sweeps nite 


Filings—Scrap Gold and 


Your OH Gold Shipments 


Kastenhuber & Lehrfeld, Inc. 


Tel. JU 2-2320 
+ Est. 1895 


Platinum—Metals 


WILL RECEIVE 
Special Attention 


New York 36, N. Y. 
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TILTED jet 


flame for pipes 





The lighter with 


the flame you aim... 
the Beattie Jet Lighter 


out in front for jewelers’ profits! 


The Beattie Jet Lighter with a two-way 

flame gives you two-way sales support, too! 

The Beattie Jet is backed by years of 

national advertising. And it’s the only lighter of its 
kind with thousands of enthusiastic users 

acting as “salesmen” for you. This means fast 
turnover and the profits that go with it. So keep 
the Beattie Jet Lighter out where your customers 
can see it. Watch it sell itself! 


cetgnemmernmmmememancceencscnmenctet: eit 


% 


Why Beattie Jet Lighters sell so easily... 


Two flames—jet for pipes—regular for cigars 


and cigarettes. 


. The only jet lighter that works on standard 


lighter fuel, always at hand. 


. Wick lasts indefinitely. 

. Longest flint. 

. Easy to fuel—holds more, too. 
. Guaranteed to work. 

. 10 models retailing from $6.85 to $27.50. 
. Consistently advertised. 


For full information or display material write to 


BEATTIE T4 an INC. 


New York City 


19 East 48th Street, 











Table Top Fashions Featured by 
Texas Jeweler Throughout the Year 
“It is a mistake to feature silver, crystal and china on 

only a few special occasions, such as Christmas and for 
the June bride.” states Ray Levy, proprietor of Ray’s 
Jewelers, Temple, Texas. “There are birthdays, anniver. 
saries and special dinners every month in the year. There 
are “Thank You’ gifts for hospitalities received. And 
prosperous housewives wish to change their tablewares 
to add freshness to their dinner and luncheon parties. 

“We run two ads a month on silver or a combination 
of tablewares. Post cards are sent every two months to 
all names on our list. These either announce a sale of 
china, the addition of a new silverware pattern or a 
special item. 

“Each spring a card is sent to all the graduates of the 
high schools, not only of Temple, but all the small towns 
within a radius of 100 miles, inviting them to come in 
to receive a small gift. In these days of good highways, 
100 miles is not a great drive, and practically everybody 
comes to Temple in the spring on a shopping tour. We 
give a silver spoon to the girls, and the gift frequently 
starts them on the acquisition of a complete silver set. 
Parents, relatives and friends who intend to make a 
graduation gift have been advised of our large table- 
wares section by ads and cards and they often make 
purchases for girl graduates. At the same time, watches, 
silver watch bands and other items are bought for boys. 

“The fall and spring brides also receive our special 
attention. We contact them as soon as the engagement is 
announced, and invite them to come in to select their 
patterns in silver, china and crystal. Then we display 
a one place setting of the tablewares selected, with the 
name of the pattern and the name of the bride. We keep 
a bride book in which every piece purchased by friends 
is recorded, so there are never any duplicates. If the set 
is not completed, a few days after the wedding we drop 
a little note to the bride suggesting that she use the cash 
or checks she received to round out her sets.” 





Can You Top This? 


A lady came into Yasner & Son, Jewelers, Newark, 
N. J. Asking if they bought old gold, she took a 
man’s old fashioned link watchband out of her hand- 
bag, The jeweler examined the band and told her 
it had no value. 

“Not worth anything? Why I paid $50 for that 
band!” 

The jeweler expressed his amazement. 

“Of course,” said the lady, “the band had a watch 
on it.”’ 

“Don’t you mean, madam, the watch had this band 
on it?” 

“Oh, no! The other way around.” 

She actually felt she had bought the band with 
the watch attached! 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 
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Something new in fine cutlery... 


INTRODUCING NEW 
CARVEL HALL uses su 
STEAK FORKS 





ideal companion piece for 
ever-popular Steak Knife. 


No. 66—Carver, Slicer, Fork—$26.00 Ne 
Cheese Knives—$15.00; No. & 


e Matchless Quality 
e Endorsed by Emily Post 


e Unconditional Guarantee New companion piece doubles 


e Nationally Advertised 


e Over 100 Sets from $6.50 to $145.00 tot ; 
ech profit impact of Carvel Hall Line 
o Attractively Gift Packaged Overnight this fast-selling line is twice as profitable. Why? 
Because this smart, new Steak Fork is a terrific item. Any- 
one and everyone who owns a steak knife now .. . who 
buys one later . . . automatically becomes a. red-hot prospect 
for it. Everyone who’s seen it has raved. And you will, too. 
Order early. The supply is still limited. Just another reason 


why Carvel Hall Cutlery is the world’s finest and fastest- 
FINE CUTLERY moving cutlery line. 


by Briddell 


DEALERS: Write or phone for name of your nearest Carvel Hall Distributor 
CHAS. D. BRIDDELL, INC., CRISFIELD, MARYLAND 
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Avoid a post-Christmas depression .. . 


Promote Table Top Fashions | 


For New Year’s Festivities 


by W. B. STODDARD 


New Year’s Eve and New Year’s Day is 
truly a time when hospitality reaches its peak. It is the 
time when all are urged and encouraged to “eat, drink 
and be merry.” 

This being the case, “hospitality lines’—such as china, 
glass, silver, etc.—loom large in the merchandising pic- 
ture of the retail jeweler. The last week in December, 
of course, is the logical time to focus public interest on 
various tablewares merchandise. Particularly, punch 
bowl sets, high ball glasses, bar accessories, and similar 
items. 

Illustrated on this page are unusual New Year win- 
dows created by California merchants. One is a display 
created by a San Francisco jewelry firm. The other two 
are by leading Los Angeles department stores. It is 
interesting that department stores in all cities in the 
country actively promote the New Year’s holiday. It is 
a profitable selling time, supplementing Christmas sales. 

Last year, Parmelee-Dohrmann devoted all of its win- 
dows to “hospitality” merchandise. One very attractive 
silver window by this firm had a background of blue 
spangled with silver stars. From the ceiling hung a 
cluster of gay balloons. On the floor was a silver punch 
bowl and a set of glasses. Silver ice buckets, decanters, 
and mixing gadgets were also shown. 
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Champagne, party accessories and New Year favors 
were combined to create a novel display window 
for Albert S. Samuels jewelers of San Francisco, 












This festive looking window was designed by Par 
melee-Dohrmann. Featured were silver punch bowls, 
glasses, cocktail shakers, and bar accessories. 





"Hospitality lines"—china, glass and silver—were given 
prominence by the May Co., Los Angeles department store. 
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Take an exciting new Stainless’ pattern... 


NEW DAWN in International Stainless 


...put it in these three 
smart set packages 


No. 108. 22-piece Starter Service in Blond Chest 












No. 106. 52 pieces in Modern Chest 


No. 105. 6-piece Place Setting in Gift Box 


...AND GET SET TO BREAK SALES RECORDS! 


Want to lift your stainless business starting now? Here’s 


the new pattern that can do it! 

I's NEW DAWN, a really handsome. really modern 
new pattern hit by International ... just what your women 
customers are looking for! 

And —it comes in three outstanding packages that bring 
you big unit sales, bigger-than-ever total profits! (Now you 
can sell this fine stainless tableware the same way that 
your customers have been in the habit of buying fine 
silverware!) 

lo make sure of New Dawn demand, full-page advertis- 
ing in Ladies’ Home Journal and in Holiday will reach 
your customers with dramatic New Dawn announcements. 
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starting this month. The campaign will appear right at the 
peak of your pre-Christmas selling season. 


Patterns, packages, advertising — it adds up to the sea- 
son’s biggest opportunity in stainless volume and profits! 
See your International Silver man—and order enough 
New Dawn sets (and promotion helps) to start cashing in! 


International 


Mastercrafted in Steel by The International Silver Company, Meriden, Connecticut 
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The window area to the left of the main entrance (shown above) is devoted 
at all times to sterling and plated flatware and hollowware merchandise. 






SILVERWARE 








Silver flatware and hollowware... 


Appeal to All Gift-Minded Buyers 


a as a slogan the term “Silver 
Gifts” and reproducing it on the store front, in all news- 
paper advertising, and on every window card, has led to 
quick success in promotion of both sterling and plated 
flatware and hollowware for Atlas Jewelers in Maple- 
wood, Missouri. 

Atlas moved to a new location in this populous suburb 
of St. Louis three years ago, and immediately went into 
the silver market “with both feet” as Jerry Bearman, 
store executive, described it. “We had little previous 
experience with sterling and plated silver except for an 
auxiliary store which we operate in St. Charles, Mis- 
souri, about 15 miles away,” he said. “Knowing that we 
would soon move to a larger and more impressive store. 
which would be more suitable for silver merchandising, 
we experimented first with the St. Charles store, learn- 
ing the fundamentals of silver promotion thoroughly 
before attempting to develop it on a larger scale in our 
new Maplewood store. We found excellent cooperation 
from manufacturers in setting up the St. Charles silver 
department, and we found our promotional methods were 
successful. We were thoroughly encouraged, and willing 
to devote a lion’s share of merchandising activities in 
the new store to silver.” 

The slogan “Silver Gifts” is reproduced in bright neon, 
immediately below the name of the store. Atlas has a 
continuous window of more than 35 feet in length and 
an attractive center post “glass box” display window. 
The window area immediately to the left of the main 
entrance is devoted to both hollowware and flatware, and 
in addition, the center case, around which all traffic must 
pass in order to enter, displays exclusively sterling gift 
suggestions. 

The large silver inventory carried by the Atlas store 
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by ROBERT LATIMER 


in the suburbs represented an important development. 
Before it was established, there had been no extensive 
pattern choice in flatware and no large hollowware 
inventory out of downtown St. Louis. In fact, Atlas 
jewelers found it difficult to obtain the desired sterling 
lines until the management successfully sold itself to 
silver manufacturers as an efficient jewelry store with 
a bright future. “In this way. we actually brought 
sterling to the neighborhood market,” Bearman said. 
“We settled upon flatware patterns carefully, and now 
offer 43, along with corollary choices in hollowware. 
In making up the pattern inventory. we kept in mind the 
potentialities of the bridal market and for filling in of 


(Please turn to page 170) 
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Because of its wide price and design range, sterling and plated 
hollowware has a great appeal to all types of giftware shoppers: 


THE JEWELERS’ CIRCULAR-KEYSTONE 





















ment. 
nsive 


ware 
Atlas 
rling 


lf to 

















PSSCHSSHSHSHSHASAKSSSSSHSESESSSSSHESSESTEESEEEESESSEHESTSESESSSHSHSSHSESSSSSSSSHSSHSSSSHSSSSSHESESHTSESESESSSSSHESSESEEESESEEE 














ins & OUTS. Getting a 


product into stores was the big objective 

in the sellers’ market. It’s just the opposite 
now. Advertisers are concentrating on 
moving products out of stores. This is the 
job of selling people. And this is a job best 
done by the magazine that gets the biggest 


vote of confidence and the most hours of 





reading from its millions of families 
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CHINA and GLASS 


The Andersen store uses open shelves to dis. 
play china and glass patterns. Small cards 
indicate the country where the item was man- 
ufactured, the name of pattern, and price, 


by MABEL C, OLSON 


Continental decor lends atmosphere to... 


Displays of Imported Tableware Lines 


QO. HIs store that is somewhat reminiscent 
of the Copenhagen he left many years ago, Axel Ander- 
sen modestly states, “There’s not much to say about our 
store—except that we like it.” Others, too, like its un- 
pretentious but well-planned atmosphere and the _in- 
formal friendliness of the owner. 

The Axel Andersen jewelry store, 417 S.W. Park Ave.. 
Portland, Oregon, originally opened as a watch repair 
shop 21 years ago within the block of its present site. 
Like many successful jewelers today, Andersen gained 
public support and confidence through expert watch 
repair work. He holds a diploma in watchmaking, 


On Andersen's window panes there appear 
the words "Sweden" and "Denmark," sources 
of this jeweler's imported crystal lines. 





secured in 1924 from the Copenhagen Watchmaking 
Institute. He gradually built his business to include 
diamonds and other jewelry. 

In 1947, he added imports to his stock. To accommo- 
date this merchandise, he undertook extensive remodeling 
and expansion which involved inclusion of three stores 
into one, tripling his floor space. A new front of green 
vitrolite tied them into a harmonious whole. 

Interior remodeling, under direction of the noted 
architect, Glenn Stanton, was planned to give the kuro- 
pean touch which Andersen saw as fitting background 


(Please turn to page 173) 
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This ad in full color, full page size, appears 
in Holiday Magazine for November. : 
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Top 0’ the Hill for a 
charming hostess, 7", $35 
Dinky Boo for a little 
girl, 44", $12.50 
Baflerina for an avid 
r ballet fan, 7%", $40 
tay es Carolyn for mother's 
curio shelf, 7", $32.50 
Afternoon Tea for grandma’s 
mantel, 5", $65 
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"Giselle for a Christmas @} 
bride, 7", $42.50 od ' fg 
; 
i Send 25¢ for new figurine } 
Lady Charmian for a Valerie to delight a booklet in full color. 
devoted wife, 8", $42.50 : feen-ager, 5%; $18.50 Choir Boy for your Write for name 
— i. Christmas décor, 5", $15 of your nearest dealer. 
W4 Copyrights, TM Reg. 
The Skater for the newly- 
weds, 7*, $37.50 ; 
7 
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Be everybody’s favorite Santa. Give the superb 
English artistry of fine Royal Doulton. Each exquisite 
figurine, each character jug and dog champion is a 
masterpiece . . . modelled by an artist, deftly painted 





by hand and glazed to perfection. 








DOULTON & COMPANY, INC., 11 EAST 26TH STREET, NEW YORK 10, N.Y. 
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“Snow Tulip" design has delicate tracery 
of white tulips on pastel rim, in pink, 
gray, cocoa, green, or blue; platinum 
trim; 5-piece setting retails at $15.50. 
By Flintridge China Co., Pasadena, Cal. 


* 


Ice cube ‘“Pre-Server" in triple-plated 
chrome on brass is extra-large—holds a 
partyful of cubes; well insulated; has 
automatic uplift cover; retail, $12.95. 


By United Clock Corp., of Brooklyn, N. Y. 


They’re New... 






Table- Lop Fashions 


Coffee pot in Spode's popular "Pink Tower" 


pattern, which is now arriving from 
England in greater supply. Dating from 
1780, the "Tower" is printed underglaze. 
From Copeland & Thompson, Inc., New York. 


# 


New "Street Scene" in Poppytrail dinner- 
ware shows Old World town square design 
handpainted in pinks, blues, and lime; 


16-piece set may be retailed for $13.95. 
By Metlox Manufacturing Co., of Calif. 








"Wentworth" pattern on Burford shape in 
Royal Crown Derby bone china from Eng- 
land, has richly gilded rim decoration, 
burnished gold stylized floral center. 
Imported by Edward Boote, Inc., New York. 


"City -Slicker"’ is new Brill Original—o 
black plastic stamp holder; cylindrical 
body holds water to keep moist the stamp 
"licker" in hat; it may retail for $2. 


Sold by William H. Fenton, Inc., of N. Y. 
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From A. J. Van Dugteren & Son, Inc., N. Y. 
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..» [They'll Be Selling 


and Home Accessories 


New "Enchanting" pattern in Pasco china 
by Tirschenreuth, in "Saturn'' shape has 
sprays done in gray and brilliant palla- 
dium; 5-pc. setting may retail at $10.70. 
From Paul A. Straub & Co., Inc., N. Y. C. 


Sleekly styled cocktail set is fashioned 
in Royal Guild pewter from Holland; set 
including pitcher and six cocktail tum- 
blers is gift boxed and retails at $32. 


All from Sweden—new 3-piece mayonnaise 
set with 6" stainless steel plate with 
matching ladle, and 4" crystal bowl; it 
is prepacked for shipping, retail $8.50. 
From Gense Import, Ltd., New York City. 


Included in wide range of porcelain fig- 
ures of ballerinas, from 5" to 13" tall, 
is this poised dancer with her partner; 
this modeling retails at $130.00 a pair. 
By Heirlooms of Tomorrow, Inc., of Calif. 








New "Moon Rose" pattern in Carl Schumann 
china from Bavaria has center floral in 
warm tones of gray, and platinum emboss- 
ment; 5-piece setting may retail at $14. 


From Ebeling & Reuss Co., Philadelphia. 


Black basalt, first made in 1770, discon- 
tinued in World War II, now back on mar- 
ket in series of pieces which may retail 
from $12.50 for teapot, $2 for ash tray. 
From Josiah Wedqwood & Sons, Inc., N. Y. 





by MADELINE LOVE 


oO sales were made on price alone, there would be 
no Cadillacs and no mink coats. We would never 
eat steak. 

We hope Syracuse China will not mind if we quote 
those words directly from the second bulletin in its Fine 
China Sales Guild program. They are valuable words 
for any salesperson to remember, even in the jewelry 
store where price is, perhaps, a less vital part of a sales 
transaction than it is in many other types of stores. The 
jewelry store customer is not looking for bargain-sale 
merchandise, it is true, but very rarely indeed is he com- 
pletely disinterested in price, whether he is buying a 
diamond or a dozen goblets. It is up to the salespeople 
to know values so well that they can make the price seem 
relatively unimportant. 

When he is buying a diamond, the customer can see 
only the size, color—and price tag. The hidden value 
which play so great a part in making the diamond worth 
its price, are matters in which he must rely entirely on 
the knowledge and the integrity of the jeweler. 

In dinnerware, the values are more obvious. Shape, 
pattern, weight, translucency, and, of course, brand 
name—all of these play major or minor roles in awaken- 
ing consumer interest. They are things which the cus- 
tomer can see or feel and often they are enough to swing 
the sale without further ado. _ 

But sometimes there is quite a lot of “ado” when the 
subject of price comes up. And that is when it is well 
to have some knowledge of the hidden values in a plate. 
What are the reasons why a china “Cadillac” costs so 
much. more than a pottery “Ford?” And why is it 
practical to pay that difference in price? 

Aside from pride of possession and the satisfaction of 
artistic taste, there is the quite down-to-earth question of 
durability. Perhaps the customer has never given that 
much thought—may have believed, even, that the greater 
thickness of pottery gives it more stamina than china. 
But it doesn’t, of course. Under the glaze, the body of 
pottery is soft and porous, soaking up all of the grease 
and dirt which leaks in through chips, cracks, and 
crazing. But china—carefully made, thoroughly vitri- 
fied china—is the most durable of all ceramic forms, not 
only more resistant io chipping and cracking than pot- 
tery, but incapable of absorbing grease if it should be 
chipped. 
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Between the least expensive of the pottery and the 
costliest of china, there stretches a wide range of types 
and qualities of wares—the Buicks and the Dodges of 
the dinnerware industry. High on the list is the fine 
earthenware we get from England, which not only has a 
beauty of its own and carries famous brand names, but 
is, at its best, almost as durable as china. 

It is not difficult to get to know the basic differences 
in dinnerware. They have been discussed many times on 
these pages, and there are many booklets available 
through manufacturers and importers. The point here is 
to think of these differences in terms of bigger unit sales, 


* * * 


UGENE P. HENN, formerly eastern sales manager 

for the Cambridge Glass Co., has been appointed 
manager of the New York showroom and offices of 
Ebeling & Reuss Co., importers of china, glass and gift. 
ware, at 225 Fifth Avenue. Mr. Henn was associated 
with Cambridge for nearly 30 years. He succeeds William 
Hayes, who has retired after 13 years’ service with 
Ebeling & Reuss. 

Mr. Henn’s son, Eugene P. Henn, Jr., who has been 
on the Cambridge sales force for the past four years, 
covering the Middle Atlantic states, has been appointed 
sales representative for the Midhurst china lines, 129 
Fifth Avenue, New York. He succeeds D. Knight Mir. 
rielees, who recently resigned to become New York 
manager for Fisher, Bruce & Co., and will cover the 
Middle Atlantic territory. 


* * * 


DR. RUDOLF SIES 


D*® RUDOLF SIES, managing director of the 
Hutchenreuther china factories in Bavaria, is 
spending a few weeks in this country. He visited first 
at the headquarters of Paul A. Straub & Co., Inc., of 
New York, importers of Hutschenreuther, and later left 
with William H. Schreiber, Jr., Straub sales manager, 
for a trip to various cities in the United States. Before 
returning to Germany, Dr. Sies will also visit Canada. 


% * * 


OLLAND H. RAHR, who has been on the sales staff 
of Castleton China, Inc., for a number of years, 
covering Michigan, Wisconsin, Illinois and Indiana, has 
been appointed sales manager for. both Castleton and 
the recently-introduced line of Peter Terris Originals. 
He takes the place of Gene Stewart, who resigned in 
September. Both Castleton and Peter Terris are divisions 
of the Shenango China Co., New Castle, Pa. 


* * * 


J. VAN DUGTEREN & SONS, INC., importers 
© of glass and pewter from Holland, have moved 
(Please turn to page 166) 
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Yes — Syracuse China is going to rise to new 


heights this year . . . because its exciting, 5-way 


marketing program does a complete selling 


job! It gives you everything you need to sell 


more fine china more profitably than ever before! 


BETTER VALUE—the finest china at the fairest prices 


FASTER SELLING—new, consumer-tested patterns* 


EFFECTIVE SALES TRAINING PROGRAM — 


free, for your sales staff 


BRIGHTER DISPLAYS-— to create news, store traffic, sales 


GREATER ADVERTISING—rational in impact 


but local in effect 


But remember — this is a complete plan that 


works best when it’s used in full! So get going 


now ...and go places with Syracuse. 


SYRACUS 


SYRACUSE 4, 


FIRST IN AMERICAN FINE CHINA 


NEW YORK 
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Speaking of China 
(From page 164) 


from 134 Fifth Avenue, New York, to new and larger 
quarters at 210 Fifth Avenue. The move was made 
October 1. 
* * * 

it is reported that the Cambridge Glass Co., recently 

bought by L. Albert & Son, of Akron, O., will remain 
closed until early in 1955 while the new owners make a 
complete study of plant operations. Until then, orders 
will be partially filled from a good-sized inventory. 


* * * 


ANDREW SQUIRES, manager of the Keystone 
® China and Glass Show, to be held January 4 to 12 
in the Fort Pitt Hotel, Pittsburgh, has announced a series 
of unusual door prizes to be awarded buyers who 
register. First prize is a 19-day round trip for two on a 
Barber Line freighter to the Panama Canal Zone, and 
other trip prizes are being planned. Other prizes will 
include radios, watches, cameras, luggage. 


*% * * 


5 on Salem China Co. of Salem, O., has just brought 


out a four-page folder showing in full color nine of- 


the pottery’s fastest-selling patterns, together with a 
simplified merchandising, warehousing and selling plan. 
This plan permits the retailer to stock only enough of 
each pattern to cover immediate customer deliveries, 





with the factory promising to ship re-orders within 48 
hours. The ware is pre-packed in individual sets, to 
permit the store to deliver without re-packing. 

* * * 


OSEPH F. ESTES has been elected president and 
treasurer of the Haeger Potteries Co., Royal Haeger 
Lamp Co., and McComb Potteries, Inc., filling the 
vacancies left by the recent death of Edmund Henry 
Haeger. Edward Kaelke remains as general manager 


of McComb. 


Makes Good Sales of Open Stock 
China to ‘Brides of Yesterday’ 


Profitable open stock china sales do not necessarily 
depend upon young, prospective brides, according to 
Chester Hurdle, jeweler, Boulder, Colo. For the past 
seven years, Hurdle’s has sold 40 per cent of its china 
volume to older customers, primarily for their own use, 
and sold for the most part, to husbands as ideal gifts 
for “Brides of Yesterday.” 

Mrs. Hurdle originated the “Brides of Yesterday” 
slogan several years ago and has increased open stock 
dinnerware sales, an increase which is not influenced by 
the number of weddings in the city. She said, “Boulder 
is the site of the University of Colorado, with some 
7100 students. Few of the girls there are local residents, 
and we cannot reasonably expect to register a great 
number of patterns for sales of $300 and up, where the 
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Established 1915 


19 East 26th Street (Near 5th Avenue) 
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OPEN STOCK 
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Pattern No. 8270 
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LORENZ 
HUTSCHENREUTHER 


Est. 1856 
Available in open stock, 


5 piece place settings, 
94 and 64 Piece Sets 


CcO.. INC. 


New York 10, N. Y. 
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SMOKE RINGS. Sparkling hand-blown crystal by 
famous Orrefors of Sweden. Typical of a distinguished 
group of new designs on irregular shapes—and in 
different sizes—the most recent creations of the cele- 
brated artist-craftsmen of Orrefors. 


FISHER, BRUCE & CoO. 


One of America’s Largest Open Stock Dinnerware Houses 


221 Market Street, Philadelphia 6, Pa. e 1107 Broadway, New York 10, N.Y. 
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Fine English Earthenware 
English Bone China COPELAND'S CHINA 


Lowestoft Stone China 





Made in England by W.T. CoPELAND & Sons, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 












college girls are concerned. And the limited population 
of the community does not produce enough brides each 
year. So we turned to the ‘Brides of Yesterday’ pro. 
motion. 

“We talk open stock china and glass at every possible 
turn. We concentrate on husbands, pointing out that 
their wives are the brides of yesterday, and that even 
though the wife may be a grandmother, she is still appre- 
ciative of fine table settings. Many of the men to whom 
this is suggested are immediately enthusiastic. Husbands 
seem to enjoy the slogan ‘Brides of Yesterday,’ which 
we bring up as often as we can. 

“With these customers, far less bookkeeping and 
effort is required, for few sales begin with only a starter 
set. Usually, the older customer will buy at least a 
four place setting at once. And the older customer 
usually is accustomed to giving more expensive gifts, and 
will buy several pieces at once.” 

Hurdle’s displays 27 patterns on a modernistic forest 
green and silver display fixture just inside the door to 
the store. The 27 are changed as new designs come on 
the market and are open stock throughout. The store 
guarantees ability to fill in at any time in the future. 


Exhibition of a Stainless Design 


How a designer goes about designing a set of flat- 
ware was shown recently at the opening of the new H. E. 
Lauffer Co. showroom in New York City. The exhibition 
consisted of photographs and models of Don Wallance’s 
development of “Design One,” stainless steel flatware 
for the H. E. Lauffer Co. 

This exhibition, which will begin a national tour of 
museums, universities and stores specializing in the mer- 
chandising of good design, was prepared by Mildred 
Constantine, Associate Curator of Graphic Design, 
Museum of Modern Art, New York. 


The exhibition illustrates the conception and execution 
of this project in four sections: the problem “. . . to 
design a stainless steel table service of distinctive appear- 
ance with a fresh approach to functional requirements, 
but avoidance of pseudo-functional cliches . . . ”; the 
process of analyzing present-day needs for new eating 
tools; the reasons for Mr. Wallance’s conclusions, and 
his development and refinement of the six-piece place 
setting in models of clay, plaster, wax, wood and special 
metal alloys. 





Shown above is designer Don Wallance’s soup spoon 
from “Design One.” 
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itware And, underneath its beauty, is 43 
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" GIFT PRICE 
The rest of the 
ZIPPO GOLDEN TRIO 
Gold-filled. Plain model at right re- DK 
tails for $18, plus tax; engine-turned 
model for $20, plus tax. Other Zippos ® 
in sterling silver, chrome plate, ceramic 
designs, engraved sports patterns and Lights easily...anywhere...always 
solid gold, from $3.50 to $192.50, 
including federal tax. ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. 
spoon In Canada: Zippo Manufacturing Co., Canada Ltd., Niagara Falls, Ont. 
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You CAN get ‘em.. ‘Now! 


‘pou Or%e 


FOLDING 


GIFT BOXES 





One piece carton style folding boxes are the ideal 


low cost container for gift and jewelry items. 


Our 


SPECIAL ASSORTMENT No. 77 contains 385 of 
these handsome boxes in 12 useful sizes from 4x 4 
to 9 x 9, also two sizes of larger two piece folding 
boxes. Priced at only $35.50 in Plain White or 
$39.40 in Gray Stripe as illustrated. 


White Gray Stripe 


NEW FOLDING ASSORTMENT No. 77........... $30:50........ $39.40 


Because of the popular demand for an assortment of folding boxes for the small 
gift shop and jeweler who cannot buy 100 of the various sizes, we have made 
up an assortment consisting of the following: 


Quantity No. Size 

re eS ik cv 4x4x4 
40 Lee 6x6x6 
<< e ,: 2 ee 8x8x8 
< gerrn: F-75.. 2z5=4 
| ea ho, eee S<6x 5 
~ eek F-10...... 10x 7x7 


Quantity No. Size 

| C eRe | | 10x 4x4 
| ¢ aoe Rie hy eh ce os os 
MD css occas [Cay eee eer 2x, 1x4 
Br asc e go Eres oz 9x5 
IDe cscs BaT.« .o534 Md eile 7 
25 1 | eee Rie dice 


Packed in two containers weighing 97 lbs. 
NOTE: Any of the individual sizes may be 


bought separately in lots of 100 or more. 


Any 


sizes bought individually in lots of 500 or more 
can be imprinted. Write for prices. 


PICTORIAL PAPER PACKAGE CORP. 


232 South Lake Street 


AURORA, ILLINOIS 








ORDER COUPON 

en cnn mania | 

232 S. Lake St, AURORA, ILL. | 
| ____ Special Asst. No. 77 (White) (Stripe) $_____ | 
| _____Send prices on PRINTED Folding Boxes | 
| NAME | 
| FIRM | 
| ADDRESS | 








“China Closet’ Brings Dinnerware 
Patterns to Attention of Customer 


China and sterling flatware were literally brought to. 
gether at the Selle Jewelry Co., St. Louis, Mo., in order 
to associate them together in the customer’s mind, As 
she sits selecting sterling patterns from the knee-hole 
type of display cases, the customer also sees before her 


eyes a display of china in what Selle’s calls its “China 
Closet.” 





As shown in the picture, the China Closet is a compact 
but effective display of from 12 to 15 patterns of open 
stock dinnerware. It is located directly behind the ster- 
ling flatware and is between wallcases which display 
hollowware. 

The front of the case was latticed with a series of 
broad white strips, which make up 10 display compart- 
ments, approximately two feet square. The upper center 
section was left free for posters and other advertising 
materials. The back of the China Closet was lined with 
mirrors, and these reflect what is on the sales floor be- 
hind the customer, as she sits facing the china display. 
The area that is reflected in the China Closet’s mirrors 
also features dinnerware patterns. This device of mirror 
reflection creates a sort of three dimensional effect that 
attracts an unusual amount of attention, according to 
display manager Don Imgarden. 

The palette shaped sign in the center of the China 
Closet is changed from week to week. Mrs. Bea Means, 
dinnerware manager, also rotates the patterns after using 
the display for about a week, thus creating a fresh and 
eye-appealing arrangement as often as practicable. 





Silver Flatware and Hollowware 
(From page 158) 


sets already owned by our customers.” 

The silver gift department occupies a right rear corner 
of the store, with a big wall panel displaying some 30 
choices of flatware, and a 10-foot wallcase offering 
around 40 examples of both sterling and plated hollow- 
ware gifts. An additional wallcase on the right displays 
plated flatware in chests, and the adjacent wallcase, which 
displays watches and men’s gifts, is quickly convertible 
to silver during gift-giving occasions. 

Almost from the very first, the “Silver Gifts” slogan 
took on real meaning. Although Atlas found the bridal 
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market to be important, the store also found that it by 
no means leads the field in silver sales. “Our market 
includes practically all ages and types of people,” Bear- 
man said. “Customers accept the ‘Silver Gifts’ slogan, and 
come to us for beautifully wrapped gifts in sterling or 
plate. For example, we sell around 34 per cent of our 
total silver volume in hollowware, which we think is 
exceptionally high.” 

Encouraging this type of buying is Atlas Jewelers’ 
regular practice of asking every woman customer to 
register the silver pattern in use in her own home. There 
are no strings attached, and Bearman points out that the 
store may sell gifts to her friends, who would find the 
selection considerably easier if the pattern were known. 
Most women are willing to register their patterns, and 
Atlas has built a voluminous file of pattern information 
on Maplewood families. Cards in the windows the year 
around invite prcspective brides to also register, and 
there is a separate file covering them. 

Bearman believes in changing his windows continu- 
ously, with his displays near the entrance undergoing 
a constant rotation which puts all of the silver gift 
suggestions in the limelight one or two days a month. 

“We have definitely proven to ourselves that we can 
attract gift-minded buyers merely by putting a lot of 
emphasis on sterling hollowware and plated hollowware,” 
Bearman said. “The size of this gift market, independent 
from wedding gifts, has been a constant surprise.” 


How to Sell Stainless Steel 


by HARRY HOLDING, 
President, Gense Import, Ltd. 





In order to sell stainless, the retailer must offer cus- 
tomers a real chance to shop and to buy. 

From failure to follow the above simple rule comes 
the sad experiences of otherwise successful jewelers who 
have not been able to sell stainless in worthwhile mea- 
sure. They just ask for trouble by not applying the same 
merchandising principles to stainless that they follow in 
selling silver, dinnerware, baby goods, and so on. 

Walk into any good store today, and in silver, for 
instance, you'll find an impressive grouping of hollow- 
ware (as many as 12 silver pitchers in a row, for in- 
stance) joined by a large number of flatware patterns. 
The customer has an opportunity to see, to compare, and 
to feel that she has seen the best in the market. It’s a 
good bet that she won’t go out empty-handed. And the 
same is true for other classes of jewelry store merchan- 
dise. 

In stainless, however, all too often we find it tucked 
away or scattered about the store. Usually, the shopper 
has to ask to see it, and even then is offered a most 
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FRANCONIA CHINA 


INTRODUCING— 


“SILVER 
THISTLE" 


® in Franconia's 


NEW dinner plate $6.95 

TRANSITIONAL Retail 

SHAPE (Slightly a South € 
35 @ SILVER THISTLE follows in the wake 


BEAUTIFUL PATTERNS 
FROM BAVARIA 
FRANCONIA CHINA 
is HIGH in quality and 
LOW in cost—patterns 
range from $6.95 to 
$17.00 retail for 5-pc. 
Place Settings. All 

N.Y. Open Stock. 


HERMAN C. KUPPER, inc. Scr voscs0.5-¥. 






NATIONALLY ADVERTISED 
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BEAUTY 
AND 
QUALITY 
THAT 
JEWELERS 
DEMAND 


5-Pc. Place Set. 
cing with 1014” 


of Arietta’s solid success (our 1st ‘Transi- 
tional” pattern) across the country. A new 
pattern especially for Young Home- 
makers, Silver Thistle comprises white 
blossoms and buds framed by pale green 
leaves. Pure white translucent body is 
banded by finest platinum. 


39-41 West 23rd St. 

















"WINDBLOWN" 





712 S. Olive St. (Merch. Mart) 
Los Angles, Calif. 














Since its introduction in the spring, 
one of the fastest-selling designs by 
HEINRICH & CO., Bavaria. 

On coupe shape in fine white china 
it shows a spray of delicately drawn 
leaves in gray-brown, finished with 

gold trim. 


5-pce. Setting—App. $7.50 retail 


GEO. BORGFELDT 
CORPORATION 


Established 1881 
44-60 E. 23RD ST., NEW YORK 10, N. Y. 


44 York St. 
Toronto, Ont., Canada 
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It’s easy! It’s profitable! 


STAMP NAMES or 
MONOGRAMS 





NOW YOU CAN RENT 


the simple, easy-to-use 
KINGSLEY 
MACHINE 

Write for details 
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Specially Priced for Immediate Clearance 


Trade-Marks of the 
JEWELRY AND KINDRED TRADES 


6th Edition 
Paper Cover $1.50 Postpaid 


Because we have only a limited number of copies, requests 
will be filled in the order received. 


Remittance must accompany all orders and books are not 
returnable for refund, credit or exchange. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd St., New York 17, N. Y. 














SELL AMERICA'S MOST 
PROFITABLE LINE OF 
10 KT. AND GOLD FILLED 


EARRINGS & BRACELETS 
IMS> JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
World's Largest Manufacturer of Quality Earrings 
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meager selection. Then, sensing her disappointment with 
this restricted collection, the clerk usually tries to work 
off a substitute. When this fails to work, as it practi. 
cally always does, the clerk must resign himself to watch. 
ing the sale walk out of the store and down to a gift 
shop, perhaps, where she can find what she wants. 

To prevent this sad development, I would suggest these 
tested precepts: 

(1) Have a stainless steel department labelled as such, 

(2) Always remember the distinction between jewelry 
store quality stainless and the home furnishing and dime 
store varieties. Fortunately, the contrast between these 
is so great that your customers can recognize the differ- 
ence without undue coaching. 


(3) Do carry 12 to 15 of the biggest selling stainless 
flatware patterns. Each pattern should carry country 
of origin, name of pattern, and the 6-piece place setting 
price. Our salesmen are instructed to help stores make 
such a selection based on our general knowledge of all 
lines besides our own, since we are interested first of all 
in the total health and prosperity of the stainless steel 
market. 

(4) Since the over-proof, non-tarnishing features of 
stainless hollowware are becoming more and more 
known and appreciated—hollowware represents 40 per 
cent of our sales—do carry a good display of useful 
pieces as a background to your flatware. Serving acces- 
sories are also good dollar producers and should be 
considered in planning a department. 

Finally, I would like to refer back to that luckless 
clerk who tried to sell a substitute for stainless. He 
should realize that people asking for stainless today— 
as more and more people are—they are looking for the 
particular qualities that only stainless possesses. He’s 
simply trying to swim upstream when there’s a wonderful 
current moving that can do half his selling work for him. 


And I cannot help adding, “Come on in, the water's 
fine.” 


Children’s Items for Christmas 


ann 


| denen. 
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All important items for young children were displayed in 

this tempting and smart Christmas gift setting in the win- 

dow of Smith Patterson's, Boston. Green fabric enfolded 
the merchandise against a white background wall. 
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Can You Top This? 


This rather irritating experience was shared by 
jeweler N. L, Rivers at the Tick Tock Shop, Arling- 
ton, Va., and a young lady customer of his. 

After her diamond ring had been repaired at the 
store, she brought it back, complaining that the 
prongs were catching on her clothing. Mr. Rivers 
inspected the ring thoroughly but could find no 
raised prong or anything which would make it catch. 
It refused to catch on his shirt, trousers or coat. He 
asked his feminine clerks to try it for catching, and 
they found nothing wrong, Perhaps his charming 
customer was imagining the whole thing. 

When she returned for the ring, he explained all 
the checks he had made. She said she would try it 
again to see if it was still catching. 

Less than an hour later, she returned, quite un- 
happy, and laid out on the counter the piece of 
clothing on which the ring was catching—a pair of 
white nylon panties! 

The jeweler, with full professional dignity, drew 
the ring across the panties. The girl was right. It 
did catch, 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 











Continental Decor 
(From page 160) 


for his imports from Scandinavian countries. 

Fixtures of bleached mahogany were planned to show 
tableware to best advantage. In the main, these are 
open shelves, some of which are of glass, made adjustable 
by the use of standards and brackets. Small cards indi- 
cate the country where made, name of pattern and price. 
A center aisle table usually displays a coordinated set- 
ting of china, glass and flatware imported from Scanda- 
navia. 


THREE WINDOWS FOR TABLEWARES 


The tablewares department has three windows. The 
window panes have the words “Sweden,” “Norway” and 
“Denmark” lettered in colors favored by those countries. 

The stock includes glass from Sweden, china from 
Denmark, silver from Norway, chosen to give the best 
values from each country. Of course, the Andersen store 
stocks domestic silver and stainless steel patterns. China 
includes three German lines, three Danish and four 
American. In stemware, 14 patterns are carried. In 
addition, one finds an interesting selection of pottery, 
which adds nice color touches to the department. 


GAINING A REPUTATION 


In the main, Andersen buys table top fashions through 
importers. He is gradually getting a reputation in his 
community for such merchandise. 
















NATIONALLY ADVERTISED 


STERLING PATTERNS OF ENDURING CHARM 


THE ALVIN SILVERSMITHS 


A TIME HONORED 
NAME IN STERLING 


SINCE 1886 







*TRADE MARKS 


ORIGINAL ALVIN DESIGNS, 


Be ready for Christmas with these increasingly popular ALVIN patterns! 
ORDER NOW FROM YOUR ALVIN JOBBER OR DIRECT . . . PRICES THE SAME 


Now advertised in WOMAN'S HOME COMPANION, HOUSEHOLD, SEVENTEEN, GLAMOUR, HOUSE 
BEAUTIFUL, MADEMOISELLE, VOGUE. Total readership, 25,309,735. PRICE LISTS GLADLY SENT ON REQUEST. 


THE ALVIN CORPORATION - 


FOR NOVEMBER, 1954 


Silversmiths « 


PROVIDENCE 7, RHODE ISLAND 
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A traffic-building exhibit... 


‘Great Americans 
in Sapphire’ 





New sapphire head of Washington is above and first sapphire 
head, Lincoln, top. Right, a direct mailing piece by Brock. 


-™ & Co., Los Angeles jewelers, re- 
cently offered an unusual exhibition as a public service 
to the community which they serve. On display were 
the heads of Abraham Lincoln and George Washington 
carved out of precious sapphire—one half of a proposed 
set of four “Great Americans in Sapphire.” Brock was 
privileged to give the first public showing of this valu- 
able and unusual sculpture. 

The tiny, two inch carvings were displayed in a glass 
case on the main floor of the store, and it is estimated 
that approximately 3,000 people viewed the fabulous 
exhibit. The story of the sapphire heads is both fas- 
cinating and patriotic. 

Though the head of Lincoln was finished in 1951, the 
head of Washington was only recently completed. They 
were then exhibited at Brock’s during the week of Wash- 
ington’s birthday. As Scott Cook of Brock & Co. ex- 
plains it, “We feel it is particularly fitting that these 
masterpieces of sculpture should be introduced to the 
public during February, the birth month of our most 
famous presidents. Not only because the subjects are 
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PROMOTION 








THE SAPPHIRE WASHINGTON 

















Washington and Lincoln, but because the story behind 
their creations is also a story of patriotism and of ap- 
preciation for the American way of life to which they 
made such great contributions.” 

The sapphires are owned by James and Harry Kazan- 
jian, Los Angeles gem merchants, who came to this 
country as children and have since become recognized 
as two of the greatest sapphire experts in the country. 
Shortly after World War II, the Kazanjian brothers 
learned of a remarkable sapphire collection in the pos- 
session of a wealthy Australian rancher. After a year of 
negotiation, they came into possession of the four largest 
sapphire crystals ever found. Their-dream was to create 
out of these sapphires a tribute to the men who made 
America great and thus show their appreciation of what 
America has done for them. 

They commissioned artist Norman Maness to sculpture 
the largest stone, a rough blue sapphire, into a likeness 
of Lincoln. Starting with a sapphire of 2,302 carats, he 
finished two years later with a completed head of 1,318 

(Please turn to page 176) 
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Stainless steel Blades 


by “Mortham plon 


For New Goods or Repairs 








B. Cap Lifter (Hook Type 
D. Cheese Scoop 


A. Bottle Opener (Ring Type) 
C. Knife Blade (Medium) 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 






























NORTHAMPTON CUTLERY COMPANY e 


NORTHAMPTON 2, MASS: =) ESTABLISHED 1671 


















In a variety of round and 
rectangular shapes. Ideal 
fer reading over extended 
periods of time. 

Made of finest, ac- 
curately ground and 
polished lenses. Set 

in a wide gold plated, 
tarnish resistant and 
delicately engraved rim 
with luxurious onyx type 
handle. Individually boxed. 


“Silent Salesman,’’ Display Cab- 

q FREE inet with each 37105, Dozen 
Assortment Package Deal, to 
spur impulse sales. 





Request illustrated catalog of 
complete optical specialties line. 








Mfrs. Since 1907 


Ezy-Rede  , Apex 
Magnifiers Readers 


Glare-Bar 
Sun Glasses 


Shad-0-Lite 
Sun Glasses 


Inlaid 
Spectacles 


Optical 


Corporation 


PROVIDENCE 9, 
RHODE ISLAND 
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Brown Beor 


Elk 


Block Tail Deer 






Here is an Inexpensive 
Gift Item 
Guaranteed to Sell 





STUDS are an ideal inexpensive gift 
for the hunter —either man or woman. 
They meet jewelry store standards. Here- 
tofore, STUDS have been sold only by mail. 
Over 30,000 have been sold during the 
past four years from advertising in national 
outdoor magazines. Because we believe that 
jewelers can do an even better job we will 
guarantee the sale of any STUDS you buy. 


STUDS replace cutting unsightly 
notches on the stock of a gun to record 
game. The hunter who is really proud of 
his gun now uses solid gold or silver 
STUDS that show the head and name of 
the actual game killed. STUDS are beauti- 
fully embossed game heads that are per- 
manent ... easy to use . . . and enrich 
the appearance of any gunstock. 


18 STUDS gamehead designs are available. 


Antelope Cat Goat Skunk 
Bear Caribou Javelina Turkey 
Brown Bear Coyote Moose Wolf 
Grizzly Elk Mtn, Sheep Deer 


Mule Deer — Black Tail Deer 
Other big-game head STUDS 
are also available on special order. 


Sterling silver STUDS cost you only 
65c each and suggested retail is $1.25 tax 
incl. 10K gold STUDS cost $1.45 each and 
suggested retail is $3.00, tax incl. STUDS 
come individually packed in 1 x 1 inch clear 
plastic jewel boxes. 

Biggest STUDS Selling Season Just Ahead 

During the hunting and Christmas 
season ahead you'll enjoy good sales of 
STUDS. However, STUDS are a year-round 
gift item, finding ready sale for birthdays, 
Father’s Day, and other occasions. 

For five months, October thru February, 
consumer demand for STUDS will again 
be created with advertising in Outdoor 
Life (circulation 888,380). Similar adver- 
tising has appeared in this publication 
during the past four years. 

You Buy STUDS On Money-Back Guarantee 

To sell STUDS you should carry a 
reasonably representative stock of the game 
heads most popular in your area. Make up 
your Own assortment. 

Any quantity of STUDS may be 
ordered. If your initial package order is 
for not less than $16.20 we agree to refund 
full purchase price on any STUDS returned 
in saleable condition, between March 1 and 
April 1, 1955. 

As a suggested initial order we recom- 
mend 12 STUDS in silver and 6 STUDS 
in gold, for a total cost of $16.50. Or, 25 
STUDS, all in sterling silver for a total 
cost of $16.20. All STUDS are shipped to 
you prepaid. Display card will be sent free 
with each initial order. Order your stock 
of STUDS today. Get ready for the selling 


season ahead. 





R. J. COFFEY 
1104 Main Avenue San Antonio 2, Texas 







































































‘Great Americans in Sapphire’ 
(From page 174) 


carats, weighing about 814 ounces and standing 29/16 
inches high. 

About a year ago, the brothers asked Harry B. Derian 
to turn the second largest sapphire, 1,997 carats, into a 
head of George Washington. Derian, an artist, was 
trained in gem carving by the Kanzanjian’s. 

The technical adviser on the likeness of Washington, 
whose appearance is not accurately known, brought to 
the sculpturing a remarkable contrast. He was Lincoln 
Borglum, the man responsible for finishing the 60-foot 
high head of Washington on Mt. Rushmore, S. D., the 
largest Washington carving in the world, begun by his 
father, Gutzon Borglum. The Derian sapphire head of 
Washington is only two inches high. 


CARVING TOOK A YEAR 


The actual carving of the head took a year, and the 
sapphire of 1,997 carats was reduced to 1,056 carats. 
Since sapphire is second only to diamond in hardness, 
special tools had to be devised to work on it. Derian 
used diamond bonded dental drills rotating at 1,000 to 
1,500 rpm. A special lubricant had to be applied to 
prevent overheating and possible cracking of the brittle 
stone. He wore out 72 diamond bonded tools and dulled 
53 others. 

The major difficulty was that, in order to avoid 
bruising it, the sapphire had to be held in one hand 




















while he carved with the other. It could not be held in 
a vise. The gem was so translucent that even x-rays 
could not help the sculptor determine how to cut jt. 
One slip would have ruined the entire carving, yet the 
surface was never marred. 


PUBLICITY FOR EXHIBIT 


Good publicity was given to the “Great Americans in 
Sapphire” exhibit by the Los Angeles press and the 
national news services. A local columnist devoted an 
entire column to the story, and two-column news stores 
appeared in the other dailies. Pictures of the display 
appeared on television news films on more than 20 
stations around the country, and it was filmed for news. 
reel. 

Brock’s sent to its entire mailing list a beautifully 
designed brochure with a line drawing of the Washing. 
ton head on the cover. The brochure described the his. 
tory and creation of both the Washington and Lincoln 
sapphire heads. On the day the exhibit opened, Brock’s 
ran an institutional ad in the daily papers to describe 
the showing. 


JEFFERSON WILL BE NEXT 

Work will soon be started on the third head of the 
series, a likeness of Thomas Jefferson. It is probable 
that President Eisenhower will be the fourth. 

The collection, when it is completed, will be worth 
about one million dollars, and is ultimately destined for 
an American museum. 














THE MIGHTY MITE... Model 44 


Powerful in performance — 4 tubes including rectifier featuring 
the new ferro-magnetic spiral type loop antenna. Maximum 
sensitivity, greater selectivity with lowest noise to signal ratio 
possible. Colors available—Walnut or Ivory. 


© Weight—Only © Superheterodyne 
2'/4 Pounds Circuit 

@ Built-in Loop e Full Size Alnico 
Antenna 5 Dynamic Speaker 





DISTRIBUTORS — REPRESENTATIVES 


we still have a few choice territories available 


WRITE TODAY! 














‘Real Sales-Producers!... 


"Continental" radios and radio-phonographs are selling .. . 
and repeating sales . . . BECAUSE they are designed to sell 
and to entertain! 





Peseta) 
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Model 45 
Superheterodyne Circuit—High "Q" Loop Antenna—4-Tubes 
including rectifier—Alnico V Dynamic Speaker—Sessions 


Electric Timer—Appliance Outlet—Polystyrene Plastic Cabi- 
net—Dimensions: 5" x 10" x 5". 





ILLUSTRATED LITERATURE IS AVAILABLE NOW . . . these 
models and our other products have so many desirgble fea- 
tures that we suggest you write for completely illustrated litera- 
ture . . . no cost or obligation. : 











"We are the largest 
manufacturer of radios 
for private LABEL USE."' 


Write for Details 


1632 N. Wells Street 
Chicago 14, Illinois - 






RADIO CORPORATION 
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COURT BARS FAIR TRADE RULING. The Supreme Court refused, for the second 
wen to rule on the constitutionality of state and federal fair trade ee The 
court said the challenges to the state laws presented no substantial fe se 
question. It denied review of the cases involving the federal act. This ac 
leaves standing decisions of the highest courts in New York and New Jersey 
upholding the fair trade statutes in those states. 


, : di- 
INATING COMMITTEE HOLDS FIRST MEETING. The first regular meeting of the Coor 
maa Committee recently set up by the National Jewelers Association and yell 
American National Retail Jewelers Association was held in New York City 7 oa 
12. This being the Committee's first meeting, a good portion thereof ben evo 
to organization, procedures and methods. "Fair Trade" and "Discount a res 
"Stand-by Controls" and the present financial plight of the Jewelry n rates ne 
Tax Committee were considered at length. With regard to "Fair Trade" an : a, 
by Controls," it was determined that the aims and purposes of the NJA an Cn 
the ANRJA were currently identical, and that coordinated action would now be 
taken in these fields. The Committee agreed unanimously that the work of — 
Jewelry Industry Tax Committee was of vital importance to the industry and e- 
serves the wholehearted support of all retail jewelers and their suppliers. 


NRDGA MAY ENTER FAIR TRADE FIGHT. The National Retail Dry Goods Association may 
enter the fight to force manufacturers to uniformly enforce fair trade con- 

; tracts. The NRDGA legal staff is now collecting evidence on which to — a com- 
plaint before the Federal Trade Commission that discriminatory fair trade nl 
forcement is an unfair trade practice. Although officers of the NRDGA ryt no 
yet formally decided to press the suit before the FIC, 2% is ppp ye otra 
they have plenty of material on which to make specific charges of discrim oy 
tion. For an up-to-date report on the status of fair trade, turn to page 6 n 
this issue. 


mail order houses and others dealing in holiday mail to report promptly any 
fraudulent competitors in the field. Postmaster General Arthur Prey nt tgp 
in warning that the "open season" on mail frauds aimed at the holiday trade is 
beginning, noted that the public was bilked of more than $10 million through 
mail fraud in 1953. A considerable amount of this money, he said, was lost be- 
cause of frauds involving merchandise offers appealing to the Christmas trade. 


| ‘OPEN SEASON' ON MAIL FRAUDS. Post Office Department officials are urging retailers, 



















TAX INCENTIVE BILL. Retailers, salesmen and self-employed persons would be 
encouraged to establish their own pension plans through the use of tax incen- 
tives under a bill to be introduced early in the next session of Congress. The 
bill, backed by 15 Representatives, would result in important tax savings. Under 
terms of the measure, a self-employed person would be permitted to deduct part 
of his income put aside in a restricted retirement annuity insurance policy or 
through a bank. In the first year, up to 5 per cent of his income or $500 could 
be deducted; $1,000 in the second year, and $1,500 in later years. 















OUTLOOK FOR METAL SUPPLY GOOD. General tapering off in military procurement pro- 
grams, especially in aircraft, ammunition and tank-automotive lines, means that 
civilian producers will have an easy time getting metal in months ahead. Gen- 
erous amounts of steel, aluminum, nickel, copper, and copper and brass alloys 
will be available for civilian production. The Defense Department has materially 

reduced its demands for these metals. 
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NEMJ&SA Officers Report on Stepped-Up 
Activities at Annual Providence Meeting 


Stepped-up activities of the New En- 
gland Manufacturing Jewelers’ & Silver- 
smiths’ Association during the past year 
have in reality formed a spring board for 
the industry. 

Stockholders at the 5lst annual meet- 
ing of the association in the Sheraton- 
Biltmore Hotel ballroom on the evening 
of October 14, were told by their presi- 
dent, Emil E. Fachon, that “several inno- 
vations during the year can be unmistak- 
ably regarded as signs of progress.” 

The dinner, attended by more than 200 
members of the association, was followed 
by the election of officers, reports of the 
president and executive secretary, and an 
address by James C. Worthy, U. S. Assis- 
tant Secretary of Commerce for the Ad- 
ministration. 

Reelected were Paul Levinger, Speidel 
Corp., first vice president; Angelo Del 
Sesto, Van Dell Corp., second vice presi- 
dent; William E. Smith, Irons & Russell 
Co., third vice president; G. W. McAlpine, 
Edward B. McAlpine, secretary, and Ed- 
son W. Sawyer, Improved Seamless Wire 
Co., treasurer. 


NAME THREE NEW DIRECTORS 


Elected as new directors were John Kon- 
joian, Westminster Jewelry Co.; Pasco 
Sammartino, Samsan Co., and Vito Scola, 
Vargas Mfg. Co. 

Named to additional three-year terms on 
the board were Olof V. Anderson, Anson, 
Inc.; Albert G. Berghahn, Armbrust Chain 
Co.; Fred M. Burton, Chase Brass & Cop- 
per Co.; Robert P. Mason, Mason Box Co., 
and Isadore Paisner, Brier Mfg. Co. 

The officers at their organizat'on meet- 
ing later in the month will elect the presi- 
dent. 

President Fachon outlined association 
activities of the past year on such impor- 
tant industry problems as tariffs, the ex- 
cise tax and Federal Trade Commission 
trade practice rules. 

“With foresight—an eye on the long- 
range, overall picture — an investigation 
was made into defense pooling as a means 
of protecting the industry in event of an- 
other national emergency,” he said, add- 
ing: “this year we hope to form a pool 
of jewelry concerns.” 

On the question of excise taxes, the re- 
port pointed out that “with the strong 
support of the association, the Jewelry In- 
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dustry Tax Committee won part of the 
tough, uphill battle for elimination of the 
oppressive 20 per cent excise tax,” and 
that the association is currently cooperat- 
ing in the campaign aimed at total relief. 

In July, it was reported, the association 
made a strong stand on tariffs, presenting 
a 21-page brief and giving verbal testimony 
opposing decrease in tariff rates. At the 
Tariff Commission hearing, called as part 
of its investigation of commodities with 
a tariff rate of 50 per cent or more, it was 
shown why a decrease for jewelry, hard 
hit by unfair foreign competition, would 
cause widespread hardship. 

Stockholders also were told that in Sep- 
tember the associat‘on moved fairly and 
with assurance to preserve those present 
industry practices aimed at raising quality 
and at the same time gain practical 
enforcible FTC rulings. After coordinat- 
ing industry viewpoints, suggested rules 
formulated by the association’s marking 
and stamping committee and its sub-com- 
mittee on industry rules were presented 
the FTC with the gold rule emphasized. 
Close cooperation was maintained with the 
Jewelers’ Vigilance Committee and other 
interested groups. 


EMIL E. 
FACHON 


NEMJ&ESA 
President 
Outlines 

Past Year's 

Activities 





President Fachon traced the growth of 
vocational training. He told of the ex- 
pansion of the association’s program under 
which students are receiving training in 
toolmaking, electroplating and designing 
in daytime classes and being paid by their 
employers for the time in school. 

The program opened a year ago with 
first year training in the three subjects. 
It was enlarged this year to cover appren- 
ticeship periods. 

Fachon stressed the need of enlarging 
the present program still more in view of 
the planning in Rhode Island for a state 








vocational school. He emphasized the need 
of providing basic vocational training at 
the secondary level for high school stu- 
dents. 

George R. Frankovich, executive secre- 
tary, covered the many activities of the 
association during the past year. He em. 
phasized the need of being aware of the 
tariff problem, stating that a differential 
in wage rates, good foreign designing and 
the spectacular growth of the foreign in- 
dustry make the problem an important one. 

Ways he suggested for combating the 
threat to the existence of the domestic 
industry included: keeping authorities 
aware of the industry’s case; focus atten- 
tion on the industry and the threat of 
tariffs, keep everlastingly aware of foreign 
des‘gn; keep wages in line; maintain good 
merchandising, and make sure the FTC 
very clearly gives the public a way of dis- 
tinguishing between the domestic and for- 
eign product. 

Frankovich reported that during the past 
year emphasis has been placed on inform- 
ing the public and potential workers of 
the real status of the industry as an im- 
portant factor in the community. 

His review of activities included the vo- 
cational training banquet, Attleboro Day, 
the treasure chest, operation showcase, 
the gift bank. displays and exhibits and 
the establishment of an association news- 
paper called The Spokesman. 


NRDGA May File Brief 
On Fair Trade with FTC 


The powerful National Retail Dry Goods 
Association may enter the fight to force 
manufacturers to uniformly enforce fair 
trade contracts. The NRDGA legal staff 
is now collecting evidence on which to base 
a complaint before the Federal Trade Com- 
mission that discriminatory fair trade en- 
forcement is an unfair trade practice. 

Although officers of the NRDGA have not 
yet formally decided to press action be- 
fore the FTC, it is understood that they 
have plenty of material on which to make 
specific charges of discrimination. The 
decision is expected to be made about 
November 1, and the official complaint, if 
filed, will be ready in another month. 

Basis of the suit is remarks made by 
former FTC Commissioner Albert Carretta 
before a jewelers’ convention. The argu- 
ment is that discriminatory enforcement of 
fair trade contracts, like any other agree 
ment, is a violation of section 5 of the FTC 
Act. 

NRDGA officials emphasize, however, that 
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they are not interested in the pros and cons 
of fair trade, but only with uniform en- 
forcement. It is the first time the associa- 
tion has taken official position on the con- 
troversial subject. 

Meanwhile, Masters Inc., a New York 
and Washington, D. C., discount house, has 
joined the list of discounters who are 
challenging the non-signer enabling act 
(McGuire Act) in the U. S. Supreme 
Court. 

The suit contends, as do earlier suits, 
that fair trade is an illegal delegation of 
Congressional authority to fix prices to 
private enterprise, is a deprivation of pri- 
yate property, and that it violates the free 
enterprise system. 





Milwaukee Jewelry Store 
Sold to Three Employees 


Louis R. Bunde, president of Bunde & 
Upmeyer Co., jewelers of Milwaukee, Wis., 
sold out his controlling interest in the 74- 
year-old firm to three long-time employees 
on September 24. 

The new president of the business is 
Fred Gilomen. The other two employees 
involved in the transaction were Carl A. 
Hahn, new vice president, and Ralph 
Schneider, new treasurer and comptroller. 

Two other minority stockholders who 
will hold positions with the new firm are 
Harry Manthey, secretary, and Miss Alma 
Upmeyer, assistant secretary and treasurer. 

Mr. Bunde’s sale of the controlling in- 
terest marks the first time in the firm’s 
long history that a descendant of the 
founders, Louis W. Bunde and William H. 
Upmeyer, has not had control of the 
business. 

Miss Upmeyer is a daughter of W. H. 
Upmeyer, but has only a minority interest 
in the company. 

The three new owners have a total of 
115 years with the firm. 





Coordinating Committee 


Of NJA and ANRJA 
Holds First Meeting 


The Coordinating Committee recently 
set up by the National Jewelers Associa- 
tion and the American National Retail 
Jewelers Association held a five-hour meet- 
ing October 12 at the Harmonie Club, 
New York. 

This was the Committee’s first regular 
meeting and a major portion of it was 
devoted to organization, procedures and 
methods, 

Considerable time was devoted at the 
meeting to fair trade, discount selling, 
stand-by controls and the present financial 
plight of the Jewelry Industry Tax Com- 
mittee, 

With regard to fair trade and stand-by 
controls, it was determined that the a‘ms 
and purposes of the NJA and the ANRJA 
were currently identical, and that coor- 
dinated action would now be taken in 
these fields. With this in mind, a joint 
committee is to be appointed to make 
Tecommendat‘ons to the two associations 
Mm connection with “stand-by controls.” 
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Likewise, joint policies were adopted with 
respect to fair trade problems, and coun- 
sel for the two organizations are accord- 
ingly cooperating. 

In regard to the Jewelry Industry Tax 
Committee, members of the Coordinating 
Committee were unanimous in the opinion 
that its work was of vital importance to 
the industry, and that everything possible 
should be done to bring this fact to the 
attention of all retail jewelers and their 
suppliers. The unfortunate results which 
would attend the discontinuance of the 
Tax Committee’s work were stressed and 
members of the industry were urged to 
raise funds by direct solicitation to enable 
its continuance. 

Phil'p E. Hoffman, chairman of the Co- 
ordinating Committee, declared that a 
spirit of harmony and cooperation per- 
vaded the entire meeting and all its de- 
liberations, 





Sponsors of Atlanta Show 
To Hold One Event Annually 


The Southern Jewelry Travelers Asso- 
ciation, sponsors of sem‘-annual jewelry 
shows in Atlanta, Ga., announced recently 
that it will hold just one show annually 








in the fall. 

This change in operating procedure was 
announced by Phil Wolf (Speidel Corp.), 
president of the association, following a 
meeting of the board of directors on Oc- 
tober 17 at the organization’s headquarters 
in Atlanta, Ga. 

It was stated that the change was made 
as a result of a survey taken among asso- 
ciation members which revealed a two to 
one count in favor of one show in the 
fall. The survey also showed the majority 
favored holding the show in the month of 
August. 

By a majority vote, the board of direc- 
tors decided to hold next year’s show on 
August 27 to 31. The board also voted 
to repeat the salient features of past shows. 
These include a luncheon and fashion 
show, a bingo party, and a dinner-dance 
and entertainment at the show’s end. 

Haroid R. Bayley, Jr. (Lenox, Inc.) and 
M. A. Callaway (Ewing Bros.) have been 
appointed to serve on the board of direc- 
tors along with the following members: 
Phil Wolf; Murray Shure (Bulova Watch 
Co.); Burly Sacks (Bristol Ring Co.) ; 
Jack Daly (International Silver Co.) ; 
George Hitt (Parker Pen Co.); Charles 
Gause (Hamilton Watch Co.), and Joe 
Jackson (Fisher Silversmiths). 





JACOBY-BENDER DEDICATES NEW WOODSIDE PLANT 








Reproduced here is an artist's drawing of the 
J-B celebrated their 17th anniversary with the 
25. The building is a two-story structure with 


Jacoby-Bender, Inc., one of the nation’s 
largest watchband manufacturers, cele- 
brated their 17th anniversary in the busi- 
ness on September 25 at the opening of 
their new million dollar plant in Wood- 
side, L. I. 





Those attending the formal opening of the 

new Jacoby-Bender plant on September 25 

were accorded a cordial welcome by the 

company officials shown here. They are, left 

to right: Dave Kay, Bernard Kanter, Max 
Jacoby and Wm. Scheibel 








new Jacoby-Bender plant in Woodside, L. I. 
official opening of this plant on September 
over 73,000 square feet of working space. 


The building, described by Max Jacoby, 
president of the company, as being “the 
newest, most modern watchband plant in 
the world,” is a two-story structure w:th 
over 73,000 square feet of working space. 
It includes air-conditioning, special tem- 
perature and air-controls and modern ma- 
chinery for the manufacture of watch- 
bands. 

Max Jacoby opened his first plant on 
Worcester St. in New York City in 1936 
employing only ten people. After a few 
years at this address, a rapidly expanding 
business forced J-B, as it’s known in the 
trade, to move to 161 Sixth Ave. where they 
occupied two floors covering approximately 
34,000 square feet of working space. 

Now employing over 600 people, J-B is 
one of the few companies in the industry 
that confines its efforts exclusively to the 
manufacture of watchbands where design- 
ing, creating and fabricating are done un- 
der one roof. 

Jacoby-Bender’s impressive advertising 
campaign for the 1954-55 season includes 
co-sponsorship of the popular radio and 
television show “Stop the Music.” 
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BOOKS . 


Our book department offers the following list of selected works pertaining to 
the JEWELRY and KINDRED TRADES, subject to editions being ''in print"' at the time 
orders are received. We can supply titles from leading publishers. All prices 


quoted are net. No accounts opened for book purchases. 


anywhere in the United States. 


Books sent post-paid 


For the Gem Expert, Connoisseur and Student of Gemology 





GEMS AND GEM MATERIALS $6.00 
Drs. Kraus & Slawson 

A KEY TO PRECIOUS STONES $3.50 
L. J. Spencer 

GETTING ACQUAINTED WITH MINERALS $4.50 
George L. English 

REVISED LAPIDARY HANDBOOK $3.00 
J. H. Howard 

A ROMAN BOOK ON PRECIOUS STONES $6.75 


Sydney H. Ball 


STORY OF THE GEMS 


H. P. Whitlock 


STORY OF DIAMONDS 


A. C. Austin and Marion Mercer 


Robert M. Shipley 


FAMOUS DIAMONDS OF THE WORLD 
HANDBOOK OF GEM IDENTIFICATION 


Richard T. Liddicoat, Jr. 


GEM TESTING 


B. W. Anderson, B.Sc., F.G.A. 


GEMSTONES 
G. F. Herbert Smith 


$4.00 
$1.85 
$1.25 
$5.00 
$5.00 
$8.50 


POPULAR GEMOLOGY 


R. M. Pearl 


Wilburt M. Draisin 


THE ART OF THE LAPIDARY 


Francis J. Sperisen 


Edward Wigglesworth 


DIAMOND TECHNOLOGY 


Paul Grodzinski 


For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 





JEWELRY ENGRAVER’S MANUAL $4.00 
John J. Bowman 

JEWELRY MAKING AS AN ART EXPRESSION $6.50 
D. Kenneth Winebrenner 


JEWELRY DESIGN AND APPLIED DESIGN $25.00 
C. A. Jakobb 


JEWELRY AND ENAMELING $4.50 
G. Pack 
REFINING PRECIOUS METAL WASTES $7.50 
C. M. Hoke 
ART MONOGRAMS AND LETTERING 
J. M. Bergling 
(Special 18th Edition—Paper Cover) $2.50 
19th Edition—104 Pages—Hard Cover $6.00 
METALCRAFT AND JEWELRY $3.25 


Emil F. Kronquist 


PRINCIPLES OF ELECTRO P 
ELECTRO FORMING 


Blum & Hogaboom 


LATING AND 


ae ei ECIOUS METALS 


Hoke 


THE JEWELERS’ DICTIONARY 





(New Second Edition) 





3,033 RETAILING IDEAS 


Emanuel Lyons 
HAND-MADE JEWELRY 


Louis Weiner 


THE JEWELER’S MELTING POT 


Frank J. Herman 


$2.50 


$6.00 


$3.95 


$3.25 
$4.25 


W. T. Baxter 


ENAMELLING ON METAL 


Louis & Elie Millenet 


Murray Bovim 


GEM IDENTIFICATION CARDS 


PROPERTIES OF GEM VARIETIES OF 
MINERALS 


JEWELRY, GEM CUTTING & METALCRAFT 


JEWELRY MAKING—FOR SCHOOLS, 
TRADESMEN, CRAFTSMEN 


Cloth Bound 
Paper Bound 


THE TRADE MARKS OF THE JEWELRY & 





KINDRED TRADES (New 6th Edition) 





Joan Evans 


For the Skilled Watch and Clock Maker, the Apprentice and Student 





RULES & PRACTICE FOR ADJUSTING WATCHES $3.50 
W. J. Kleinlein 


PRACTICAL BENCHWORK FOR HOROLOGISTS $5.00 
Louis and Samuel Levin 


SCIENTIFIC TIMING 
Charles Purdom 


KEYSTONE WATCH REPAIR RECORD BOOK $2.75 


WATCH ESCAPEMENTS $3.50 
Dr. James C. Pellaton 


$4.50 


THE SCIENCE OF CLOCKS AND WATCHES $5.00 


(2nd Edition) 


A. L. Rawlings, Ph.D. 


HOROLOGY 


J. Eric Haswell, F.B.H.I. 


THE MODERN CLOCK 
Ward L. Goodrich 


$4.50 
$4.95 


PRACTICAL NOTES FOR THE WATCHMAKER $3.50 
(French-English Edition) 


G. A. Berner 


PRACTICAL WATCH REPAIRING 


Donald De Carle 


$5.00 


On Silver for the Jeweler, Coilector and Antiquarian 


Harold C. Kelly 


INTRODUCTORY COURSE 
ON CHRONOGRAPHS 


KNOW THE ESCAPEMENT (New Edition) 


Barkus Watchmakers 
Grant Hood 


Henry 8. Fried 








THE SILVERSMITH’S MANUAL $2.50 
Bernard Cuzner 
ENGLISH SILVER (1675-1825) $5.00 


Stephen G. C. Ensko and Edward Wenham 





Check or money order must accompany all orders. 





THE PRACTICAL BOOK OF AMERICAN SILVER $6.00 
Edward Wenham 


OLD SILVER, ENGLISH, AMERICAN AND 
FOREIGN 
S. B. Wyler 





$5.00 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd Street, New York 17, N. Y. 


Do not send cash. Prices subject to change without notice. No books sent on approval. 


A HISTORY OF JEWELRY, 1100-1870 


PRACTICAL COURSE IN HOROLOGY 


MODERN METHODS IN HOROLOGY 


THE WATCH REPAIRER’S MANUAL 





$4.75 


$7.50 


$6.50 


$4.75 


$10.00 


$4.50 


$3.00 


$3.75 


$2.75 


$7.50 
$17.50 


$3.25 


$2.50 


$5.00 


$2.50 


$6.00 





THE STERLING FLATWARE PATTERN INDEX 





1953 ition 


Without Binder 
With Leather Binder 


$15.00 
$20.00 
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Watch Material Distributors Association 
Announces Committee Appointments 


Eugene J. Sobel (Sobel Brothers), 
Washington, D. C., president of the Watch 
Material Distributors Association of 
America, has issued a report listing com- 
plete committee appointments for the en- 
suing year. 

The committees as appointed by Presi- 
dent Sobel are as follows: 

Committee on Advertising and Public 
Relations: Edward Schlefstein (Advance 
Watch & Jewelry Supply Co.), Washing- 
ton, D. C., Chairman; William Rice (El- 
gin National Watch Co.), Elgin, Ill., Ad- 
viser; J. Speed Reid (Burton M. Reid 
Sons, Inc.), Springfield, Ill., and Carl R. 
Shaffer (Carl S. Shaffer & Co.), Kansas 
City, Mo. 

Committee on Business Ethics and Griev- 
ances: Harry J. Haselton (Haselton Co.), 
Boston, Mass., Chairman; Seymour Mar- 
cum (Norvell Marcum Co.), Tulsa, Okla.; 
and Max Kestenman (Kestenman Bros. 
Mfg. Co.), Providence, R. I., Adviser. 

Committee on Catalogues: Eugene J. 
Sobel, chairman; Henry B. Fried (George 
Westinghouse Vocational High School), 
Brooklyn, N. Y., Technical Adviser; Paul 
Tsuchudin (Watchmakers of Switzerland), 
New York, Associate Adviser; E. L. End- 
man (Pacific Jewelers Supply Co.), Los 
Angeles, Calif.; Pierre Borel (Jules Borel 
& Co.), Kansas City, Mo., and J. O. Trader 
(E. & J. Swigart Co.), Pittsburgh, Pa. 

Committee on Constitution & By-Laws: 
Eugene G. Swigart (E. & J. Swigart Co.), 
Cincinnati, Ohio, Chairman; David A. 
Fried (Fried & Field Co.), San Francisco, 
Calif. and C. R. Porter (Blankinship- 
Porter Co., Inc.), Birmingham, Ala. 

Committee on Consumable Supplies: 
Charles Braun (E. & J. Swigart Co.), 
Cincinnati, Ohio, Chairman; Morris Beresh 
(M. Beresh), Detroit, Mich., and Sol Fir- 
tell (Fulton Watch Crystal Corp.), New 
York, Adviser. 

Committee on Group Insurance: Arnold 
Vicksman (Vicksman Jewelers), Denver, 
Colo, Chairman; Morris Rabinowitz 
(Miami Diamond Center), Miami, Fila., 
and Louis J. Schlefstein (Acme Jewelers 
Supply Co.), Detroit, Mich. 

Committee on Industry Relations: W. A. 
Swartchild, Jr.. (Swartchild & Co., Inc.), 
Chicago, Ill., Chairman; William J. Kilb 
(Kilb-Beck Co., Inc.), Milwaukee, Wis., 
and William R. Katz (Wm. R. Katz Co.), 
Dallas, Texas. 

Committee on Membership: Louis A. 
Hayman (E. W. Reynolds Co.), Los An- 
geles, Calif, Chairman; Alex Feinstein 
(Feinstein Brothers), Chicago, Ill, and 
Frank Aaronson (John A. Poltock & Co.), 
New York. 

Committee on Merchandising: Edwin L. 
Gluck (Martin Gluck & Son, Inc.), Pitts- 
burgh, Pa., Chairman; Walter A. Miller 
(Miller Bros. Watch Strap Mfg. Co.), 
Cincinnati, Ohio, Adviser; W. H. Gar- 
riques (W. H. Garriques Watch & Jeweler 
Supplies), St. Petersburg, Fla., and Carl 
J. Reed (Bauman-Massa Jewelry Co.), 
St. Louis, Mo. 


Committee on Product Research: Jack 
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Gould (The Gould Co.), Dallas, Texas, 
Chairman; Max Fargotstein (S. Fargot- 
stein & Sons), Memphis, Tenn., and Ash- 
ley C. Carter (Ewing Brothers), Atlanta, 
Ga. 

Committee on Standardization: Harry 
Furry (Burton M. Reid Sons, Ine.), 
Springfield, Ill, Chairman; Wilbur R. 
Cureton (Newall Mfg. Co.), Houston, 
Texas, and Irvin Weinstein (The Royal 
Jewelers Supply Co.), Baltimore, Md. 

Sub-Committee on Bezels: Jerald C. 
Newman (Federal Watch Crystal Co., 
Inc.), New York, Chairman; Sol Firtell 
(Fulton Watch Crystal Corp.), New York; 
Jerome Shiffman (Standard Unbreakable 
Watch Crystals), New York; Prosper 
Brozen (B. B. Crystal Corp.), New York, 
and Harry Germanow (Germanow-Simon 
Machine Co., Inc.), Rochester, N. Y. 

Banquet and Arrangements Committee: 
William A. Swartman (Gemex Co.), Union, 
N. J., Chairman; Max A. Lazarus (L. & 
R. Mfg. Co.), Arlington, N. J., and Harold 
Perlman (American Perfit Crystal Corp.), 
New York. 








Reception and Program Committee: Ed- 
ward L. Endman (Pacific Jewelers Sup- 
ply Co.), Los Angeles, Calif., Chairman; 
David A. Fried and Theo. Greenfield 
(Fried & Field Co.), San Francisco, Calif.; 
Gene A. Siekert (E. W. Reynolds Co.), 
San Francisco, Calif.; Betty Saunders 
(Williams & Petersen), San Francisco, 
Calif.; Joseph A. Friedman and Clyde H. 
Gessler (Friedman-Gessler Co.), Los An- 
geles, Calif.; R. P. Gallien, Los Angeles, 
Calif.; Stanley O. Jacobs (Stanley O. 
Jacobs Co.), Los Angeles, Calif.; Louis 
A. Hayman and Walter H. Butler (E. W. 
Reynolds Co.), Los Angeles, Calif., and 
Morris Endman (Pacific Jewelers Supply 
Co.), Los Angeles, Calif. 





Schneer's Open New Miami Store 


A full-page advertisement in a local 
newspaper heralded the opening of 
Schneer’s Jewelers’ new store in Miami, 
Fla. The new establishment is located in 
the Ainsley Building at the corner of 
Flagler and N.E. Ist Ave. 

Handsome and valuable souvenirs were 
presented to the countless numbers who 
attended the opening of the new and ultra- 
modern store on September 20. 





Year-Round Birthstone Displays Offered by JIC 


Oc FOBER'S 
ES 


BIRTHSTON 





Opal or. 


Tourmaline 





Beautiful four-color birthstone display cards are now being offered jewelers by the Jewelry 
Industry Council. Suitable for either window or in-store display, the cards are four by six 
and a half inches in size. Shown above is the October birthstone display card. 


Window and in-store display cards, one 
for each month in the year, showing the 
birthstone of each month in beautiful and 
attractive life-like colors, are now available 
to jewelers throughout the country as a 
new and added service of the Jewelry In- 
dustry Council. 

“This new service,” according to A. E. 
Haase, president of the Council, “was au- 
thorized by the Year-Round Ring Sales 
Committee, headed by Leonard Shiman, 
Shiman Mfg. Co., Newark, N. J., in re- 
sponse to requests from retail jewelers in 
all parts of the country. 

“Those requests showed a need for a 
card of modest size, such as the one now 
issued by the Council in a size of four by 
six and a half inches, which could be used 
for both window and in-store display.” 
This new Birthstone Window Display, 





Mr. Haase says, does not displace the spe- 
cial birthstone booklet program under 
which the Council has been making avail- 
able to jewelers a 16-page four-color book- 
let called “Romance of Rings and Birth- 
stones” for distribution to the public. 

“The Council,” Mr. Haase states “will 
continue to make new editions of this book- 
let available to jewelers and will espe- 
cially urge jewelers who are using its 
Birthstone Window Displays to stir up pub- 
lic interest in the booklet.” 

In this same statement Mr. Haase points 
out that while a small charge is being 
made for each set of 12 displays the birth- 
stone display project would not have been 
possible without an initial financial under- 
writing by ring manufacturers and stone 
dealers. 
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Representation 
Available 


January Ist. 


A seasoned, energetic sales- 
man, presently employed—with 
sound reasons for seeking a 
change—desires a new connec- 
tion on the first of the year— 
preferably ° 


SILVERWARE 
TOP WATCH LINE 
TOP CHINA LINE 


With over 20 years of experi- 
ence, representing top lines— 
traveling the entire Southeast 
and some travel in the South- 
west— 


A complete knowledge of the 
silverware business 


A tremendous following, with 
entry to large accounts in 
jewelry and department stores 
—for large volume business. 


Top References 
Available For 
Personal Interview 





BOX "A., 1491" 


Jewelers’ Circular-Keystone 
100 East 42nd St. 
New York 17, N. Y. 



























Obituaries 





Robert 


A. Benedict, 64, retired 
jeweler of Norwalk, Conn., died Septem- 
ber 27 at the Norwalk Hospital. Mr. Bene- 
dict conducted a business in Norwalk 
which was moved to Westport some years 
ago. It is conducted there by his son, 
Robert, Jr. 


Julius Bodker, 62, who until his re- 
tirement in July of this year had been 
treasurer of the A. Cohen & Sons Corp., 
wholesale jewelers, died October 3. Mr. 
Bodker had been associated with the com- 
pany for 36 years. During that time he 
had served in various capacities including 
salesman, department manager, general 
manager and secretary. In the last few 
years, until his retirement on July 1 be- 
cause of ill health, he had served the com- 
pany as treasurer. His widow survives. 


Max Field, 56, president of the Buffalo 
Jewelry Case Co., Inc., Buffalo N. Y., and 
Arden Jewelry Case Co., Inc., Mt. Vernon, 
N. Y., passed away suddenly on September 
22. Mr. Field served as president of the firm 
since 1952 when he succeeded his uncle, 
Nathan Steigerwald, founder of the com- 
pany. He recently celebrated his 40th an- 
niversary with the concern, having joined 
it in 1914. In addition to his widow, Mr. 
Field is survived by two sons and a 
brother. 


Isadore Gamler, 61, president of Gam- 
ler’s, Inc., jewelers of Rochester, N. Y., 
died September 28 of a heart attack. Mr. 
Gamler came to this country from Lithu- 
ania at the age of 16. After working for 
an uncle at a jewelry store in Corning, 
N. Y., he moved to Rochester nearly 40 
years ago. He founded his own business 
about five years later in the Drake Build- 
ing. From there he moved to Clinton Ave. 
North, then to Main and Water, and last 
December to the present location at 5 St. 
Paul St. At one time he operated a second 
store in Syracuse, N. Y. Surviving are his 
widow, three daughters and a_ brother, 
Harry Gamler, who operates a jewelry 
store in Buffalo, N. Y. 


Aloysius W. Jaspers, 63, president of 
the Lind Jewelry Co., Inc., manufacturers 
in Cincinnati, Ohio, died September 12 
after a brief illness. A native of Cincin- 
nati, he had been a partner in the Lind 
firm for more than 25 years. Survivors 
include his widow, two sons, three sisters, 
a brother and three grandchildren. 


William Mayer, 72, who operated a 
retail jewelry store for more than 45 years 
in one location in Cincinnati, Ohio, died 
September 4 at Jewish Hospital in that 
city after a lingering illness. His widow 
is continuing the business, with Frank 
Mueller as manager. 


George H. Newton, 49, prominent 
jeweler of Graham, Texas, died in a Fort 
Worth hospital September 22 following 
a brain operation. A native of Waxa- 
hachie, Texas, where his father and grand- 
father were retail jewelers, he had been 
a resident of Graham for 27 years. 








John R. Stewart, 69, a retail jeweler 
of Elizabeth, N. J., for 35 years, died Oc. 
tober 1 at the Memorial Osteopathic Hos. 
pital after a brief illness. 





Frank S. Trumbull, 77, Dies; 
Head of Manchester Silver Co, 


A prominent figure in Rhode Island, 
Frank S. Trumbull, president for 34 years 
of the Manchester Silver Co. of Providence, 
died September 26 at Jane Brown Mem. 
orial Hospital in that city after a brief 
illness. He was 77 years of age. 

A brother of former Governor John H, 
Trumbull of Connecticut, Mr. Trumbull 
had been active in directing his firm until 
he became ill a week prior to his death, 


FRANK S. 
TRUMBULL 





He resided in Providence and maintained 
summer homes in St. Petersburg, Fla., and 
Plum Beach, North Kingstown, R. I. 


Mr. Trumbull was born in Vernon, 
Conn., Nov. 30, 1876, the third of seven 
sons of the late Hugh and Mary (Harper) 
Trumbull. He began his long business ca- 
reer with his brothers’ firm, Trumbull 
Electric Co. of Plainville, Conn., manufac- 
turers of electric starting motors and other 
electrical equipment. It is now a subsidi- 
ary of General Electric. 


His early business experience was in the 
sales field, involving many trips abroad. 


Before settling in Providence as presi- 
dent of Manchester Silver Co. in 1920, he 
was associated with the Connecticut Elec- 
tric Co., and with a firm that produced the 
Trumbull car—a three-wheel automobile of 
World War I days. 

In addition to his position as president 
and part-owner of Manchester Silver, he 
was president and treasurer of the Trum: 
bull Investment Co., a personal holding 
company. 

His outside interests extended to the 
St. Petersburg Yacht Club, Masonic activi- 
ties in his native Connecticut, Wannamoi- 
sett Country Club in East Providence and 
the Dunes Club in Narrangansett, R. I. 
Mr. Trumbull had a lifelong interest in 
horses, and in the early 1940’s owned 4 
string of race horses and was active at 
Narragansett Race Track in Rhode Island. 

In addition to his widow and_ his 
brother, John, he leaves two other brothers 
and three daughters. 
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JIC Supplies Jewelers 
With Christmas Idea Book 


The Jewelry Industry Council has re- 
leased a special Christmas Advertising Idea 
Book to help jewelers plan their adver- 
tising activities during the 1954 Christmas 
selling season. 

The Council’s Christmas Book gives 
jewelers suggested layout and copy for 
newspaper advertising, copy for radio com- 
mercials, and copy for direct-mail cam- 
paigns. 

In addition to its Christmas Advertising 
Idea Book, the Council has also supplied 
jewelers with a special Christmas Window 
Display Card. 

“Both the Christmas Idea Book and Dis- 
play Card,” Council President, A. E. 
Haase, says, “through use of phrases such 
as ‘Something from the Jewelers Is Al- 
ways Something Special,’ and ‘Gifts for 
Everyone on Your List,’ give emphasis to 
two basic ideas which the Council believes 
represent important advantages jewelry 
stores offer the public over any other type 
of store at Christmas time or at any other 
gift-giving time.” 






; Something from 
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é e 24 e 
\ Gp) re 
re a on Your 
See oy = Christmas 


List 


Reproduced here is the special Christmas 
window display card which the Jewelry 
Industry Council has supplied to jewelers. 


Those advantages, as the Council points 
out to jewelers in its Advertising Idea 
Book, are: (1) The aura of excitement and 
desirability created in the public’s mind 
when a gift comes from a jeweler. (2) 
The unusually wide range of gifts—a range 
that extends from gifts for the youngest 
of children to the oldest of adults—that 
the jewelry store offers. 

“Basic advantages such as these, advan- 
tages that can mean definite benefits to 
the giver of gifts at Christmas time,” Mr. 
Haase points out in introductory remarks 
in the Christmas Idea Book, “can be easily 
overlooked or forgotten by the public if 
jewelers themselves fail to remind the pub- 
lic about them. They are advantages that 
should be stressed and emphasized when- 
ever possible, and this year more than they 
ever have been in the past,” he continued, 
‘for a highly important reason. 

“That reason,” he said, “lies in the fact 
that the jeweler is facing increasing pro- 
motional pressure this year from many 
quarters for the Christmas Gift Market. 

“This pressure, a pressure which started 
to increase shortly after World War II, is 
now reaching the stage,” Mr. Haase con- 
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tinued, “where suppliers of basic raw ma- 
terials are aiming their own advertising 
money at the Christmas gift market.” 

As examples of this trend Mr. Haase 
cited the following new developments: (1) 
A special Christmas advertising campaign 
to be called “Operation Snowflake” fi- 
nanced by the country’s largest steel pro- 
ducer designed to cause the public to give 
high-unit price electrical appliances such 
as refrigerators, stoves, deep freezers and 
automatic washers of any and all brands of 
manufacture as Christmas gifts. (2) A 
forthcoming Christmas gift advertising 
campaign by the country’s largest producer 
of aluminum for all types of consumer 
products made of aluminum. 


FTC Plans Hearing to Revise 
Fountain Pen and Pencil Rules 


mission in Washington November 3. 





money in the industry. 


Jewelers and other retailers and whole- 
salers interested in the production and 
sale of fountain pen and mechanical pen- 
cils have an opportunity to comment on 
three proposed revisions of the trade prac- 
tice rules for the industry at a public 
hearing before the Federal Trade Com- 


The proposed revisions would restrict 
the use of the word “free;” declare cer- 
tain practices as “fictitious pricing,” and 
add a new rule covering the use of push 
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Ask your wholesaler to show you 
the complete Dennison line 


FOR RETAILERS: A complete line of boxes and 
Nt cases, findings and supplies. 

333 FOR MANUFACTURERS: A wide range of special- 
ly designed paper jewelry boxes and cases. 


“Plant” your rings early — in these flower- 
hued Dennison cases of smooth, gleaming plas- 
tic. Your sales are sure to grow. 

This ring case, 6550TX, reflects the beauty 
and freshness of spring. The curved and fluted 
surfaces, the slanted base enriched with a gold 
leaf decoration are designed to catch the eye at 
once. The simplicity of this case makes it suitable 
for either sex; it will hold two woman’s rings or a 
man’s large ring. 

Colors are light pink, light blue, light green or 
white with white rayon satin cover cushions and 
transparent or Karess velvet ring pads in harmon- 
izing shades. 


number, 6550TX. =, 


Dennison - 


MANUFACTURING COMPANY 


JEWELER’S DIVISION 
Marlboro, Massachusetts 











tory 


Cases come in individual white / 
packers — cartons of..one dozen. Order’ by. 
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Christmas Display Developed 
By Swiss for U. S. Jewelers 

A versatile display “prop” to inject a 
gay touch of the Christmas holiday spirit 
into store interiors and windows, which 
can be constructed on a $4 budget in less 
than an hour’s time, has been developed 
as a suggestion for American jewelers by 
The Watchmakers of Switzerland. 

The display requires little effort to con- 
struct, and utilizes simple materials that 
are easily available. It can be suspended 
from the ceiling, attached to a wall, or 
even used as a window or counter display 
with watches and perhaps a holiday greet- 























ing message arranged on the trellis around 
the central design. 

The only materials needed for each unit 
are ten uniform sticks of light wood, each 
about 24 inches long for the trellis; two 
yards of ribbon for a sash bow; a few 
golden paper stars to decorate the bow; 
two plaster or glass bells about seven 
inches high; four pine tree sprigs; either 
natural or the artificial type with golden 
and white needles; a hammer, pair of 
scissors, two nails and some thread or 
glue. 

Step by step instruction on preparation 
of the display: 

Lay out the required materials. The 
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Destined to become your biggest 

item this season...new, magnificent, 
personalized GOLDEN SUNBURST 
Watch Bracelets strike o rich note in 
golden beauty Initials stand out in bold 
relief against the deep-etched sunburst 
tackground. One initial cases 
in stock; one week delivery 
on two ond three initial cases. 
Dials, backs furnished for most 
standard movements; fine Swiss 
movements available on request. 

For our complete watch case catalog 


and price list write today 


JEWELERS, inc. 


“i and Sydney Berman 
ae 33 W. 46th St., N. Y. 36, N. Y. 








trellis grillwork can be fastened together 
with glue or five equally-spaced notches 
in each piece of wood, and press together, 

Nail the pine tree sprigs to the trellis, 
Artificial sprigs can be obtained from any 
display materials supplier for about 35 
cents each. 

Fasten the two bells together with stout 
thread. Bells made from glass-like fiber 
cost less than $1 each. Attach the two 
bells to the trellis. 





An inexpensive window or store display 

(above) to inject a touch of the Christ. 

mas holiday spirit has been suggested to 

American jewelers by the Watchmakers of 

Switzerland. It consists of a trellis, a sash 

bow, bells, pine sprigs and stars—at a cost 
of about $4. 


To form the bow, wind the ribbon 
around the hand. White or red satin-fin- 
ished nylon ribbon is recommended. 

The flat roll of ribbon is then folded in 
half. Cut the folded edge in the shape of 
a V and bind it tightly with a piece of 
ribbon or thread. Pull the looped folds 
into the shape desired. 

Decorate the bow with the paper stars, 
and attach to the trellis. 


Metal Supplies Increase as 
Defense Production Tapers Off 


General tapering off in military pro- 
curement programs, especially in aircraft, 
ammunition and_ tank-automotive _ lines, 
means that civilian producers will have an 
easy time getting metal in months ahead. 

Generous amounts of steel, aluminum, 
nickel, copper, and copper and brass al- 
loys will be available for civilian produc- 
tion. The Defense Department has ma- 
terially reduced its demands for these 
metals. In addition, increases in imports 
and scrap availability will further loosen 
the metal market, the Commerce Depart- 
ment reports. 


Petty Named V. P. of Schick 


Orville “Doc” Petty, recently advanced 
to general sales manager of Schick electric 
shavers, was elected a vice president in 
charge of sales, it was announced by Joseph 
B. Elliott, president of the company. 

Mr. Petty joined Schick in 1952 as 
eastern sales manager. In 1953 he was 
made field sales manager, and in June of 
this year advanced to general sales man- 
ager of the company. 
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AGS Awards 47 Titles 
In Second Third of Year 


Forty-seven new titles were awarded in 
the second third of 1954 according to the 
American Gem Society headquarters in 
Los Angeles. These are the Registered 
Jeweler titles awarded to retailers, the 
Graduate Member (Wholesale) awarded 
for equivalent accomplishments in the 
wholesale field, and the more advanced 
Certified Gemologist titles. 

The Registered Jeweler title is awarded 
to Society members upon completion of a 
number of requirements including a series 
of educational requirements. These courses 
are climaxed by a comprehensive examina- 
tion, including theory, the actual identifica- 
tion of colored stones and accurate grad- 
ing of a set of diamonds. The Graduate 
Member (Wholesale) title is awarded on 
the same basis in the wholesale field. The 
Certified Gemologist title is awarded to 
members after the completion of a more 
advanced course of study followed by ex- 
aminations on both theory and practice. 
The award of the titles also is dependent 
on the individual and the firm meeting the 
Society’s standards of business conduct. 


Two Gruen Employees 
Mark 25th Year With Company 


Two employees of the Gruen Watch 
Co., who were honored recently on their 
25th anniversary with the firm, are shown 
below with Morris Edwards, Gruen presi- 
dent. 


They are, left to right: Irvin Fisher, 
watch dispatcher; Mr. Edwards and Frank 
Schneider, stock assembly superintendent. 
Of the 120 employees in the Gruen 10- 
Year Club, 32 have been associated with 
the company 25 years or more. 


Retail Impact of Government 
Surplus Sales to be Studied 


Technical market studies to safeguard 
the small businessman from the damaging 
effects of goods sold by the Armed Ser- 
vices as surplus are underway by the 
Commerce Department. 

The Department will survey the impact 
on the civilian economy when surplus 
items are put on the market. Defense de- 
partment will use the results of the study 
in determining when and how to dispose 
of surplus. 

This program of market studies is part 
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of a new plan for utilizing the Commerce 
Department’s advice in planning surplus 
sales. Other phases of the disposal pro- 
gram, developed by the Pentagon in co- 
operation with representatives of industry 
and commerce, include: 

1. Advance reporting to the Commerce 
Department of all sales of surplus prop- 
erty within the U. S. having an acquisition 
cost of $25,000 or more. 

2. Establishment of a uniform deposit 
of 20 per cent of bid price when a deposit 
is required. 

3. Institution of a sealed-bid procedure 
in some cases to accommodate prospective 
buyers who cannot personally attend an 
auction. 





The new program is designed to pro- 
tect the rights of the small businessman 
and also individuals wishing to buy, as 
well as minimizing the impact on business 
from the sales. 


Altman & Green Open New Store 


Altman & Green opened a new store re- 
cently in Massena, N. Y. It is one of four 
Altman & Green stores in upstate New 
York owned by Edward V. Altman & 
Harold C. Greenstein. Other store units 
are at Malone, Syracuse and Ithaca. The 
first of the chain was established 10 years 
ago in Syracuse. 
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a case for 
gleaming profits... 


14k golden shell 


watch 
bracelets 


New-... GOLDEN SHELL Watch 
Bracelets are sure fire bets to become 
your biggest and fastest selling item 

in many a season. Magnificently 
designed with a cultured pearl lift, 
they're the finest watch bracelets skilled 
craftsmanship and fine artistry can 

offer. Immediate delivery guaranteed. 
Dials, backs furnished for most 

standard movements; fine Swiss 
movements available on request. 

For our complete watch case 

catalog “> and price list— 

ay g write today! 


JEWELERS, inc 


and Sydney Berman 
33 W. 46th St., N. Y. 36, N.Y. 
























































Approximately 500 Attend 
Convention of lowa RJA 


Approximately 500 persons attended the 
44th annual convention of the Iowa Retail 
Jewelers Association which was held Sep- 
tember 19 and 20 at the Hotel Fort Des 
Moines in Des Moines. 

Mark Svacina (Hoffman’s Jewelry Store) , 
Marshalltown, was elected president of the 
association for the ensuing year. Robert 
Prastka (Prastka Jewelers), Cedar Rapids, 
was named vice president, and Gordon 
O’Connor (Boe Jewelers), Mason City, was 
re-elected secretary-treasurer. 

Named as board members were Delmar 





D. Conklin, Perry; Dean Schlick, Charles 
City; Warren Schneff, Davenport, and 
G. R. Cummings, Cedar Falls. William 
Joseph of Des Moines, retiring president, 
was named ex-officio to the board and was 
given a phonograph record cabinet in ap- 
preciation of his services. 

The association’s group hospital insur- 
ance plan, which was in the idea stage at 
last year’s convention, is now in the enroll- 
ment stage. The benefits of the plan were 
explained and it was emphasized that 50 
per cent of the membership must sign up 
before the insurance plan can go into 
effect. The insurance is available for both 
watchmakers and retail jewelers and their 
immediate families. 





Great interest was shown by the dele- 
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coe J. M. POLICYHOLDERS HAVE SAVED 





OVER A MILLION DOLLARS....... 


HERE'S YOUR CHANCE TO GET YOUR SHARE OF THIS BIG SAVING 










WRITE TODAY for free 
booklet outlining your 
complete coverage and 
remarkable saving. No 
obligation. 


JEWELERS INSURANCE BUILDING © NEENAH 


Take advantage of the 30% saving enjoyed by 
J.-M. policyholders. We select your insurance 
partners carefully (preferred risks only) ... 
our loss ratio is low .. . the saving is yours. 


INSURE WITH JEWELERS MUTUAL 
YOUR OWN COMPANY KNOWS 
YOUR INSURANCE PROBLEMS BEST 


Why don’t you compare J.M. cover- 
age and cost with any other insurance 
offer? You'll find, as thousands have, 
that your money buys more and 
better coverage with your own 
company. You save because . . J.M. 
employs no salesmen . . J.M. has a 
very low loss ratio . . . the resulting 
Savings are returned to you as a 30% 
dividend saving. Also, you will have 
the strongest, most complete forms 
of insurance protection possible... 
designed solely for jewelers and 
those in allied fields. 





1, WISCONSIN 








gates in the talk given by Clark McNeal 
of Belmond, lowa, representative in the 
lowa state legislature. Mr. McNeal has 
introduced the McNeal amendment calling 
for equitable assessment of inventory jn 
various counties throughout the state for 
tax assessment purposes. The lowa RJA is 
backing the passage of this amendment jn 
cooperation with other state associations, 

Thomas Sprickman of Chicago, field 
merchandising representative for The 
Watchmakers of Switzerland, declared that 
jewelers need to do “considerable educa. 
tion work because the public generally 
does not understand the craftsmanship that 
goes into a watch, nor the training needed 
by a good watchmaker.” 


THOMAS 
SPRICKMAN 


Addresses 
Convention 
Delegates 





Mr. Sprickman, who spoke at a conven- 
tion luncheon, stated that the retail jewel- 
er’s best asset is quality merchandise and 
company prestige built on integrity and 
courtesy. 

The Iowa RJA’s state convention for 
1955 was tentatively scheduled for the 
same place at approximately the same time 
next September. 

The Horological Association of Iowa, 
which met at the same time as the jewel- 
ers’ group, re-elected Milton Roth of Roth 
Jewelers, Waterloo, as president. 





N. J. Watchmakers Complete 
Plans for Annual Dinner-Dance 


Plans have been completed by the 
Watchmakers Association of New Jersey 
for its annual dinner-dance. The annual 
affair will be held on Sunday evening, 
November 14, at the Navaho Club in 
Irvington. 

William Drost, association secretary, 
stated the dinner-dance would, as usual, 
feature good music, fine food, tables loaded 
with door prizes, entertainment and 
pleasant company. 

New association officers and directors 
will be elected at the group’s November 
meeting. The election results will appear 
in these columns next month. 





Stillman Opens Store in Lima 


A jewelry store under completely new 
management and ownership was opened 
last month at 55 Public Square, Lima, 
Ohio. 

Irvin Stillman, former manager of 2 
jewelry store in Warren, Ohio, moved to 
Lima and took over operation of the store 
at the location vacated several months ago 
by Mel’s Jewelry Store. He has been in 
the jewelry business for the past 18 years. 

The new store is known as Love Jewelers. 
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Greater Detroit Jewelers 
Honor Swiss Watchmakers 


Expressing recognition of the role The 
Watchmakers of Switzerland have taken 
in advertising, merchandising, consumer 
education and otherwise promoting the in- 
terests of American retail jewelers and 
watchmakers across the country, the 
Greater Detroit Jewelers Association has 
awarded a bronze plaque to members of 
the Swiss jeweled-lever watchmaking in- 
dustry. 

The award was made at a dinner held 
in Detroit Tuesday evening, October 5, 
and was presented in behalf of the jewel- 
ers in that large area by Lewis H. 
Manning, president of the association and 
co-owner of the jewelry firm of Cole & 
Erwin in the Motor City. The plaque was 
accepted for the entire Swiss watch indus- 
try by Robert Kaempfer, a member of The 
Watchmakers of Switzerland Information 
Center in New York. The dinner was 
attended by approximately 125 members 
of the Detroit association. 

The plaque was inscribed with the fol- 
lowing tribute: 

“Presented to The Watchmakers of 
Switzerland in appreciation of their efforts 
on behalf of the retail jewelry industry 
and their cooperation in advertising and 
stressing the ‘Know Your Jeweler’ slogan 
and idea—Greater Detroit Jewelers Asso- 
ciation, October 5, 1954.” 





Lewis H. Manning (left), president of the 
Greater Detroit Jewelers’ Association, is 
shown presenting a bronze plaque to Robert 
Kaempfer (center), of the staff of the 
Watchmakers of Switzerland Information 
Center in New York City. At the right is 
Herbert Eiges, counsel and executive secre- 
tary of the Greater Detroit Jewelers group. 


In presenting the trophy Mr. Manning 
complimented the advertising themes de- 
veloped by the Swiss watchmakers, which 
for years have emphasized patronage of 
the quality jeweler for quality merchan- 
dise, service and satisfaction. The “Know 
Your Jeweler” program refers to scores of 
special promotions throughout the coun- 
try, many of them through jeweler-and- 
newspaper cooperation in the publication 
of special supplements and sections citing 
the importance of public attention to the 
quality jeweler for quality merchandise 
and fine, dependable watches. 

Receiving the plaque, Mr. Kaempfer 
said, “It will go into a well-padded box 
and fly 4000 miles and finally reach 
Bienne, Switzerland, for delivery to Mr. 
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Maurice Vaucher, President of the Swiss 
Federation of Watch Manufacturers. . . 

When the airplane sets down at Geneva, 
the package containing your beautiful 
plaque will have to pass through Swiss 
customs. Allow me to hope that a package 






“We are really proud of the endorse- 
ment and help our campaign has received 
from you and your colleagues. In our opin- 
ion, this is the kind of relationship that 
makes international trade both important 
and enduring.” 








from this group of American jewelers for 
use of The Watchmakers of Switzerland 
will not encounter the tariff problems that 
seem to face the packages sent by Swiss 
watchmakers for use by the American 
jewelry trade. 

“This is not the first plaque or acknowl- 
edgment that it has been my very good 
fortune—and very proud fortune—to re- 
ceive in behalf of The Watchmakers of Denver, plus stores in Aurora, Englewood, 
Switzerland from an association of Ameri- Colorado Springs, Greeley and Pueblo, 
can jewelers and watchmakers. Colo. 


Cheyenne Store to be 
Opened by Lee Jewelers 


Jess Kortz, president of Lee Jewelers, 
announced recently that he has completed 
negotiations for opening of a jewelry store 
this month at 17th and Capitol Sts. in 
Cheyenne, Wyo. 

The firm now operates four stores in 
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¢ How much did you spend last 
year in sending engraving out? 


® How many sales did you lose 
because you could not give imme- 
diate engraving service? 
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You too can afford one 
with our liberal time payment plan 
foras littleas §Q@¢ a day. 


Ask for our booklet GM—“How to Make Money with Engraving”. 


NEW HERMES ENGRAVING MACHINE CORP. 
13-19 UNIVERSITY PLACE « NEW YORK, N.Y. 








































































Over 300 Manufacturers to Exhibit Lines 


At Providence Show for Jewelry Wholesalers 


A truly “one-stop” jewelry showing of 
spring lines — staged exclusively for the 
wholesaler—will be held in the Sheraton- 
Biltmore Hotel, Providence, from Novem- 
ber 7 through November 19. 

Unification of marketing activities of the 
sales and manufacturing groups has re- 
sulted in a record spring showing. 

More than 300 lines will be shown on 
five floors of the hotel. 

A record number of wholesalers and job- 





bers from all parts of the country, and a 
number of outside territories, is expected. 

They will be able to cover more lines 
in less time, buy conveniently under one 
roof and be first to see the latest in jewelry 
styling. 

An energetic committee has been work- 
ing for many weeks planning for what 
promises to be the biggest and best spring 
showing ever conducted in Providence. 

Exhibitors will include many of Amer- 
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ica’s leading manufacturers of costume 
jewelry, men’s jewelry, rings, watchbands, 
compacts, novelties and accessories, made 
in all qualities from base metals, plastics, 
aluminum, sterling silver, gold filled and 
karat gold. 

Showing space for the exhibitors has 
been held to a minimum by the committee 
in order to provide a maximum of accom. 
modations for the wholesaler guests. First 
class rooms in two nearby hotels will also 
be available to visitors as the result of a 
close cooperation between the hotels, 

In order to conserve the wholesaler’s 
time, the committee this year has arranged 
to mail out show directories prior to the 
opening of the show. This will enable the 
visitors to study the list of exhibitors and | 
decide before arrival in Providence which 
displays will be given prime attention. 

Details regarding the United Jewelry 
Show have been mailed to more than 3000 
jewelry buyers in recent weeks.  Adver- 
tising in trade publications also has been 
used to notify the trade of the big market- 
ing event. 

Whereas in previous years two shows 
have been held, beginning with the No- 
vember event there will be but one jewelry 
showing in Providence each spring and 
fall. The United Jewelry Show Committee 
is planning to make these events so at- 
tractive that they will be “musts” on the 
wholesalers’ calendar. 

Realizing that the visitors will be in 
Providence for the purpose of evaluating 
lines and making their purchases of spring 
stock, the committee is omitting any social 
activities that would tend to clog sched- 
ules. 

Advance registrations are heavier than 
they have been in other November events, 
and the planners are bending every effort 
to make their visitors comfortable when 
in Providence. 

An added feature of this fall’s event 
will be the showing of a substantial nun- 
ber of gold filled lines. Lines will be 
ready earlier this year, giving the whole- 
saler an opportunity of selecting his gold- 
filled merchandise at the same time that 
he contracts for his costume jewelry. 

Experience has taught the industry that 
by advancing the unveiling dates of their 
new lines they are in a much better posi- 
tion to substantially increase sales. 


Zale Jewelry Co. Purchases 
Tyler and Laredo Stores 


The Zale Jewelry Co. has purchased two 
new stores in Laredo and Tyler, Tex. 
bringing the number of units in the Zale 
chain to 47. 

According to an announcement by Wil- 
liam Zale, vice-president, Daiches Jewelry 
Co., operating in Laredo for more than 
50 years, will become Store No. 47. He 
added that Unit No. 46, now being re- 
modeled, will open in Tyler, Tex., Novem- 
ber 1. 

Zale Jewelry Co., with new executive 
headquarters at 512 South Akard, Dallas, 
already the largest jewelry chain in the 
Southwest, now will rank with the largest 
such outlets in the nation, Mr. Zale stated. 
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Lavan Named President of 





Mfg. Jirs. Sales Association 


Joseph Lavan (Superb Case Mfg. Co.) 
has been elected president of the Manu- 
facturing Jewelers Sales Association. He 
succeeds John A. Cerrito (Atlantic Jew- 
elry Co.). 

The association held its annual election 
on October 11 at the Sheraton Biltmore 
Hotel, Providence, R. I. 

Other officers elected were: Louis F. 
Monte (Uncas Mfg. Co.), vice president; 
Kenneth E. Randall (Rim Jewelry Mfg. 
Co.), secretary, and Al Schuster (manu- 
facturers’ representative) , treasurer. 


JOSEPH 
LAVAN 


Elected 
President 
of MJSA 





At the same meeting, the following were 
elected to the board of directors: Joseph 
Aquilino, Harry R. Auerbach, George 
Carbone, John A. Cerrito, Fred Di Nunzio, 
Joseph F. Esposito, Jack Fleisig, David 
M. Horovitz, Lou Jaron, Hy Lisker, Joseph 
F. Martelli, Rally Migliaccio, Frank Mon- 
taquila, M. Robert Parrillo, Anthony Por- 
reca, Norman Sampson, Harold Summer 
and Stephen Villari. 

The officers and directors plan to confer 
at an early date to outline new and vital 
plans for the association. 





Proposed Bill Would Grant 
Tax Savings for Self-Employed 


Jewelry dealers, salesmen, and other 
self-employed persons would be encour- 
aged to establish their own pension plans 
through the use of tax ipcentives under a 
bill to be introduced early in the next ses- 
sion of Congress. 

The bill, backed by a bloc of 15 Rep- 
resentatives, would result in important tax 
savings to merchants, professional men 
and other taxpayers. 

Under terms of the measure, a self-em- 
ployed person would be permitted to de- 
duct part of his income put aside in a re- 
stricted retirement annuity insurance pol- 
icy or through a bank. In the first year, 
up to five per cent of his income or $500 
could be deducted; $1,000 in the second 
year, and $1,500 in later years. 

Other provisions of the bill would per- 
mit smaller deductions by employes par- 
ticipating in pension plans sponsored by 
their employers, which would result in 
some additional tax savings to consumers 
and bolster potential buying power. 
Strong support for the bill was made 
in the closing portion of the last session 
in order to “build up a record” and grease 
the skids for quick passage next session. 


FOR NOVEMBER, 1954 














Beautiful Pocket 
MANICURE 
SET 


Imported precision manicure 
implements in attractive 
leatherette zipper case. 
Assorted colors. 

Includes German steel cuticle 
scissors, tweezers, file, cuticle 
pusher, finger-nail groom. 
ou -20 


Doz. 


Perfect Gift Item 
MIDGET 
PHOTO-DEX 


Only 2%” long, 1%” wide, 
holds ten snapshots. 
Non-tarnishing jeweler's bronze 
with monogram plate. 


“6°75 


SAV-A-PACK 
CIGARETTE 
CASE 


No More Bent Cigarettes ! 
Prevents crushing, bending. 
Light-weight, easy to carry. 
King-size and regular size in 
non-tarnishable jeweler’s bronze. 
Monogram plate on top. 


ou -20 


Doz. 


bob henfield, inc. 
promotion jewelers 

648 Huron Rd., Cleveland 15, Ohio 
MAin 1-6150 









































N. Y. Horological Society 
Honors Hagans at Meeting 


The Horological Society of New York 
held its first meeting of the fall season 
on September 13 at the Capitol Hotel, 
New York. Henry B. Fried, president, 
opened the meeting with a short business 
session during which he announced the 
joint convention of the Society and the 
Horological Institute of America, to be 
held in New York im October, 1955. Prepa- 
rations and arrangements for this event 
are already being made. 

A. Rawlings, past president of the So- 
ciety, spoke briefly in his usual humorous 
vein about his trip to Europe and espe- 
cially his visit with the horological “elite” 
of England. 














Highlight of the evening was the pres- 
entation of a silver plate to Orville Hagans, 
executive secretary of the United Horo- 
logical Association of America, which con- 
ferred upon him an honorary membership 
in the Society for his activities on behalf 
of the American watchmakers. 

The technical portion of the evening 
was devoted to an ultra-high-speed film 
showing the lever escapement action taken 
at 2000 frames per second. Exposure was 
made so that the escapement action could 
be slowed down and thoroughly analyzed 
in its finest details. The film was shown 
through the courtesy of Mr. Hagans. 

The Society’s October meeting was held 
on the 4th at the Capitol Hotel. Guest 
speaker was the inimitable Mr. Barney, 
famous clockmaker and clock dealer, who 






























































Star Bright! Linde Stars* 


glow with an inner fire 
all their own .. . in 
heavenly settings of 14K 
White Gold inspirationally 
designed by 

Goldstein Gerson of 
New York 


gape b eb 605.616.0994 0:1601600'405 953955009 Rs OSi8 


Ask for free display 
card in color, and 
list of manufacturing 
jewelers featuring 
Linde* Stars. 
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LINDE* STARS 


im wet TINGS THAT SUIT 


TraeimR EBAOTIC BEAUTY 


CHARLES F. WINSON worvowive oistrisutor 


Fascinating stars . 
of kings and queens . 
available to your customers. 
by point, Linde* Stars equal the 
beauty and structure of natural stones. 
These mysteriously glinting gems 

evoke all the glamour that star sapphires 
and star rubies have whispered through 
history. Set them to suit their beauty 


ingly low prices. 
try-ons that turn into take-home sales. 
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. display them and display their amaz- 
Linde* Stars invite 





S80 FIFTH AVENUE, NEW YORK 36 ° COLUMBUS 5-2656 


* “Linde’’ is a registered trademark of Union Qaurbide & Carbon Corp.—a synthetic gem, 















discussed the financial aspects of “Clock 
Repair.” 


24 K. Club of Western N. Y. 
Makes Committee Appointments; 


The Jewelers 24 Karat Club of Western 
New York held its first meeting of the 
fall season on September 21 at the Hotel 
Buffalo, Buffalo, N. Y. 

Club President Maurice H. Fried (Star 
Ring Mfg. Co.), who presided at the meet. 
ing, has announced the appointment of the 
following members as committee chair. 
men: 

Chester B. McCawley (Brisbane Jewel. 
ers), Membership Committee; Stanley 
Dedo (Dedo Jewelers), Retention Com. 
m'ttee; Max Sugarman (Chubbs, Inc.), 
Program Committee; Al Aronson (Kay 
Jewelry Co.), Grievance Committee; Jack 
Goldstein (Glickstein’s Jewelers & Opti- 
cians), Advertising Committee; Max Tei- 
bel (Leed’s Credit Jewelers), Hallowe’en 
Party Comm’'ttee; Geo. Cohn, Budget Com. 
mittee; Dave Arnold (Dart Jewelers), 
Hospitality Committee, and Harry Gamler, 
New York State Convention Committee. 





SEEN ON THE AVENUE 





Trifari Jewelry sponsored the Jewel Gale 
on October 13 at the Hotel Plaza, New 
York, for the benefit of the Arthritis and 
Rheumatism Foundation. Leading Fifth Ave. 
stores cooperated by displaying ball gowns 
that were part of Trifari's presentation of 
"Jewels of Today" along with the appro- 
priate jewelry. All gowns in the presentation 
were French originals by leading designers. 





Post Office Urges Jewelers 
To Promptly Report Mail Frauds 


Post Office Department officials are 
urging jewelry dealers, mail order houses 
and other legitimate firms dealing in holi- 
day mail to report promptly any fraudu- 
lent competitors in the field. 

Postmaster General Arthur E. Summer- 
field, in warning that the “open season” 
on mail frauds aimed at the holiday trade 
is beginning, noted that the public was 
bilked of more than $10 million through 
mail fraud in 1953—money that should 
have gone into the normal channels of 
trade. A considerable amount of this 
money, he said, was lost because of frauds 
involving merchandise offers appealing to 
the Christmas trade. 


THE JEWELERS’ CIRCULAR-KEYSTONB 














“Clock 


1ents 


‘estern 
of the 
Hotel 


(Star 
meet- 
of the 
chair. 


Jewel- 
tanley 
Com. 
Inc.), 
(Kay 
Jack 
Opti- 
< Tei- 
we’en 
Com- 
‘lers) , 
amler, 


ee, 





Gale 
New 
; and 
Ave. 
Jowns 
yn of 


ppro- 
ation 
jners. 


juds 


uses 
holi- 
udu- 


mer- 
son” 
rade 
was 
ough 
ould 
s of 
this 
auds 
g to 








\ NEWYORK 


q Nadja Buckley, leading New York 
jewelry designer and manufacturer, opened 
her own retail shop October 4 at 30 East 
54th St. The opening of the new estab- 
lishment coincided with an announcement 
that seven of Miss Buckley’s diamond cre- 
ations were chosen as award-winners in 
the annual “Diamonds U.S.A.” competi- 
tion. 

4 Zickerman Bros., jewelers at 103-02 
Roosevelt Ave., Corona, L. [., are cele- 
brating their 25th year in business with 
an anniversary sale. The sale started 
October 15 and will run through November 
30. 

q Oscar M. Lazrus, treasurer of the Ben- 
rus Watch Co., Inc., 50 W. 44th St., New 
York, has joined the campaign committee 
of the Commerce and Industry Division 
of United Cerebral Palsy of New York 
City. The Division has set a goal of 
$500,000 as its part of the $1,000,000 which 
United Cerebral Palsy is seeking to raise 
during 1954 in New York City. 

4 Bickson, Inc., New York jewelry manu- 
facturers, moved October 28 to 270 Park 
Ave. (suite 1207-9). The firm was formerly 
located at 542 Fifth Ave. 


4 Modern Jewelers, formerly at 8404 Fifth 
Ave., Brooklyn, N. Y., formally opened 


their new store at 8418 Fifth Ave. on 
October 1. 

q Kardash Jewelers, formerly at 93 Elm 
St., Yonkers, N. Y., has moved to 201 Nep- 
perhan Ave., near Elm St. John Kardash, 
the proprietor, reports that the new store 
has four times as much selling space as 
the former quarters. Mr. Kardash has been 
in business in Yonkers for about 12 years. 
Before that he worked for a costume 
jewelry manufacturer in New York City. 
q Heads two and one-half inches high, 
carved in sapphire, of Presidents Wash- 
ington and Lincoln, and a plaster mold 
of one to be carved of President Eisen- 
hower, were included in an exhibition of 
sapphires valued at more than $2,500,000 
which were exhibited recently by Black, 
Starr & Gorham, 594 Fifth Ave., New 
York. Also on exhibit was the Black Star 
of Queensland, said to be the largest black 
star sapphire ever found, and the Star of 
Anakie, also black and valued at $55,000. 
The Presidents’ heads are carved from 
large gem sapphires and are mounted on 
blocks of gold. 

q The Tiljay Co., jewelers and watch- 
makers, announced recently the removal 
of its store to new and larger quarters at 
120 Broadway, New York. The firm was 
formerly located at 20 Broad St. 





J. P. Starin, L. |. Jeweler, 
Moves to Rockville Center 


A move to new quarters in another town 
was made recently by John P. Starin, who 
had conducted his jewelry business for 
a number of years at 237 Fulton Ave., 
Hempstead, L. I. 

Mr. Starin moved his store recently to 
a new location at 14 N. Village Ave., 
Rockville Centre, L. I. He stated that 
he is doing very well in this new quarters 
and is still serving many of his Hempstead 
customers. 

Before he established his own business, 
Mr. Starin was associated with Lockwood 
Jewelers in Hempstead. 





M. F. Cartoun to be Feted 
At Federation Dinner 


Norman M. Morris, chairman of the 
Jewelry Industry Division of the Federa- 
tion of Jewish Philanthropies, has an- 
nounced that the Watches, Accessories and 
Jewelry Wholesalers and Retailers Divi- 
sion will hold its annual Federation dinner 
on Thursday, December 2, at the Savoy- 
Plaza Hotel, New York. 

The Watch Division will honor an out- 
standing philanthropic leader in the in- 
dustry—M. Fred Cartoun (Longines- Witt- 
nauer Watch Co.). 

The Watch Division chairman is Paul 
Wyler (Wyler Watch Agency, Inc.). In 
assuming the division chairmanship, he 
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stated: “I consider my serving as chairman 
of a Federation’s division to be both an 
honor and a privilege. Federation’s task 
of keeping our community strong and 
healthy by extending aid to the distressed 
and needy through its 116 hospitals and 
welfare agencies is deserving of our most 
whole-hearted support.” 


M. FRED 
CARTOUN 


Longines- 
Wittnauer 
Watch Co. 





Vice-chairmen of the division include: 
Jerome T. Agate (Cyma Watch Co.); 
Julian R. Holzer, Holzer Watch Co.; Simon 
C. Gershey, Bulova Watch Co.; Max 
Gershberg, Lasko Strap Co.; Max Jacoby, 
Jacoby-Bender; Dave Kay; Herman Leh- 
man, Rima Watch Co., and Jack Podel, 
Acme Watch Co. 

Ben Ende, of the Jonell Watch Co., is 
the division treasurer; Harry Cohen, A. 
Cohen & Sons, is chairman of the Whole- 
salers Committee, and Henry Lambert, 
Lambert Bros., is the chairman of the 
Retailers Committee. 
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ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 


108 FULTON ST., NEW YORK 38, N. Y. 





“ORIENTA” 
CULTURED PEARLS 


of QUALITY 
toys Thrillie We 


65 NASSAU STREET WE WwW YORK 





Synthetic & Semi-Precious 
STONES 
Synthetic Ringstones all sizes and shapes 
Diamonne—All Sizes and Qualities 
JOSEPH BLANK 


COrtlandt 7-3562 
87 Nessa St. New Yerk 38, N. Y. 











14 K—G. F.—S. S. Findings 
All Price Ranges 


Ear Wires—Settings (Platinum) 
(a | Stud Back & Wing Backs 


LEDA — FEATURES }d 


“and @ Thousand & One Other Iteme’’ 


LEDA FINDINGS CO. 
36 W. 47th St. PL_7-0758 New York 36, N. Y. 














Serving Jewelers 


for nearly 50 years 


“JEWELERS BLOCK" 
INSURANCE 


“ALL RISKS" FLOATERS 
WORLD WIDE 


PENDLETON & BERGER 
INSURANCE BROKERS 
15 William Street New York 5, N. Y. 
Tel. HAnover 2-1771 Cable Penberg, N. Y. 
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for that little girl you love 
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Pearly 
















Genuine Natural 
Pearls Nationally 
Advertised 


All Pearls strung on 
14K chains. Hand- 
somely gift boxed for “Sm 
every occasion. Perfect gift 
for Babies, School Children, 
Teen Agers. 
Special Tray Assortment #77: 
8 Anniversary Necklaces in 


Beautiful Display Tray ...... $107.00 
(Keystone) 
Sold through wholesalers 


WRITE TODAY FOR FURTHER INFORMATION 
The gift that becomes an heirloom 
—it grows and grows more 
precious with the years. 


ANNIVERSARY PEARL CO. 


48 WEST 48th STREET, N. Y. 36 
PLaza 7-2464 
All Prices Keystone 














































Featuring Genuine 


BLACK STAR 
SAPPHIRES 


Finest Cut Genuine 


BLUE SAPPHIRES 


GOLDEN, BLUE AND 
WHITE ZIRCONS 


Also Other Unmounted Stones 


WALTER S. ARNSTEIN 
1 W. 47th St. New York 36, N. Y. 




























NEW. PEARL DRILLER 
— Practical and Useful Tool 


Priced 
at 
only 


$3.00 


Drills holes any depth or thru for Pearls, 
beads, or metal balls. Exclusive with 


KRIEGER & DRANOFF 


Genuine Watch Materials * Tools * Jewelers Findings 
44 W. 47th St. New York 36, N. Y. 
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DIAMONDS 


THE RIGHT SIZE for THE RIGHT 
PRICE. We import our diamonds from 
the best cutting centers. We fill mail 
orders promptly and we send diamonds on 
approval. Please ask for list #21 with 
lower prices on many sizes and qualities. 


lM Sori 576 FIFTH AVE. 
* 


NEW YORK 36, N. Y. 
Tel. JUdson 2-3575 




















Executive Appointments 








Henry G. Allen Named 
To Board of Oneida Ltd. 


Henry G. Allen was elected to the board 
of directors of Oneida Ltd. on September 
27 at a meeting of the board. His elec- 
tion became effective immediately. 


HENRY G. 
ALLEN 





Mr. Allen, a lifetime resident of Ken- 
wood, N. Y., will assume the responsibili- 
ties and title of the newly created position 
of general superintendent of factories. He 
is a son of the late Grosvenor Noyes Allen, 
honorary chairman of the board of direc- 
tors of Oneida Ltd., who died September 5. 

Henry G. Allen joined Oneida Ltd. in 
1939 as a member of the Cost and Indus- 
trial Engineering Department. He has held 
the positions of superintendent of sterling, 
of grenades and of hollowware. 





Botto Named Executive V. P. 
Of Jewelers Acceptance Corp. 


The election of William J. Botto as ex- 
ecutive vice president of the Jewelers Ac- 
ceptance Corporation was announced re- 
cently by Beardsley Ruml, chairman of the 
board. At the same time, Mr. Ruml an- 
nounced the appointment of Maryanna 
Lattanzi as assistant corporate secretary. 


WILLIAM J. 
BOTTO 





Mr. Botto joined Jewelers Acceptance 
Corporation in February, 1953, as admin- 
istrative vice president. He was formerly 
a vice president and director of the Com- 
mercial Credit Corp. of New York. In his 
new capacity, he becomes principal oper- 
ating executive of Jewelers Acceptance 
Corporation, a commercial financing or- 
ganization specializing in, but not limited 
to, jewelry operational activities. 

Miss Lattanzi assumes her new position 
following two years’ service as office man- 
ager. 


Bullard Succeeds McGraw 
At Dolan & Bullock Co. 


Hugh McGraw, assistant treasurer and 
a director of Dolan & Bullock Co., Inc, 
manufacturers of men’s jewelry, Proyi. 
dence, R. I., has been forced to retire to 
devote his entire time to his family’s 
business. 


PATRICK W. 
BULLARD 





His duties as Dolan & Bullock repre. 
sentative, calling on wholesale jewelers in 
the East and South, will be handled from 
now on by Patrick W. Bullard. The lat- 
ter will be introduced to the trade by Mr, 
McGraw, on a final swing through the ter- 
ritory. 


Elected 
Treasurer 
of Elgin 
National 
Watch Co. 


GEORGE J. 
DALY, JR. 





The election of George J. Daly, Jr., as 
treasurer of Elgin National Watch Co. was 
announced recently by J. G. Shennan, 
president. 

Daly was promoted from the position of 
assistant treasurer, which he assumed last 
July 1 upon joining the company. He 
takes over the treasurer’s duties from John 
M. Biggins, vice president, who will con- 
tinue to handle other administrative re 
sponsibilities. 

A native of Philadelphia, Daly was 
graduated from the Wharton school of 
banking and finance at the university 
of Pennsylvania. ~ 


—— 





——_ 














Manufacturer to Retailer 


Quality Costume Jewelry 


FREE—sensational displays—mat service 


Fantary of Jewels 


18-20 W. 31st St., New York 1, N. Y: 
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The International Committee of the 
American Gem Society met recently in New 
York where it reviewed and approved the 
services now rendered by the Society to 
its members. 

Present at the meeting were, seated left 
to right: Arthur W. Muller, New York; 
Robert Spratford, Kansas City, Mo.; Floyd 
A. Denman, Stuttgart, Ark.; Oscar Kind, 
Jr., Philadelphia (president of the Soci- 
ety); Alfred L. Woodill, Los Angeles (ex- 
ecutive director of AGS); Lester W. 
Moon, Tallahassee, Fla., and Herbert E. 


INTERNATIONAL COMMITTEE OF AGS MEETS IN N. Y. 








Reid, Bridgeport, Conn. 

Standing, left to right, are: William P. 
Kendrick, Louisville, Ky.; James M. Rud- 
der, Atlanta, Ga.; Carleton G. Broer, To- 
ledo, Ohio; George A. Doering, Detroit, 


Mich.; Harry R. Gerber, White Plains, | 


N. Y.; Kenneth G. Mappin, Montreal, Que- 
bec; George J. Sloan, Tulsa, Okla.; Her- 
man D. Page, Portsmouth, N. H.; Stanley 
E. Church, Newark, N. J.; Kenneth I. Van 
Cott, Binghamton, N. Y.; William Preston, 
Burlington, Vt., and Leo Kaplan, New 
York. 





Wash. (D.C.) Jewelers 
Cast Aside Worries for 
Seventh Annual Banquet 


Few cities can claim that their jewelers 
are more beleagured by competitive prob- 
lems that Washington, D. C .—one of the 
most jungle-like areas for cut prices and 
trade diversion. 

Yet in the midst of this climate the 
innate courage of the jeweler and his 
everlasting confidence was demonstrated 
on Wednesday, October 13. 

That was the time for the seventh annual 
banquet of the Greater Washington Retail 
Jewelers Association and the boys and 
their ladies were out to enjoy a social 
evening without any undertones of depress- 
ing thoughts. 

But this is traditional; which accounts 
for the big attendance of about 200 people 
dining in the Terrace Banquet Hall of the 
Hotel Shoreham. 

At the head table, in addition to their 
wives, were David Mann, president, the 
other officers, and Oscar Kind, Jr., presi- 
dent of the American National Retail Jew- 
elers Association; William Wagner, execu- 
tive secretary of the National Jewelers 
Association, and Lansford F. King, editor 









14 West 23 St., N. Y. 10, N. Y. 


Free! 32-page catalog of new 
Jewelry window and store 
displays, fixtures, show case 
trims! Everything at low, low 
Prices! Write or phone... 


WAtkins 4-6422 
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of THE JeweLers CircuLAR-KEYSTONE. 

Pleas were made by Messrs. Wagner 
and Kind for financial support of the in- 
dustry’s tax committee. Preston Bergin 
explained the dangers and challenges of 
the legislative tax situation as he sees it 
for the coming six months. 


DAVID MANN 


Presides at 
Seventh Banquet 
of Greater 
Washington 
RJA 


Sol Lynn, co-chairman of the banquet 
committee with Harry Brott, made a pre- 
sentation of a yacht accessory to Mel Foer, 
who was in charge of seating at the 
banquet. 

There was dancing during the dinner 
and after the excellent entertainment. 


Des Moines Store Remodels 


S. Joseph & Sons, Inc., jewelers of Des 
Moine® Ia., have completed their first 
major remodeling project since it moved 
into the corner of the Equitable Building 
in that city 30 years ago. For 50 years it 
was in the Hotel Kirkwood Building. 

A new front has been installed on the 
Sixth Ave. side of the store’s location and 
the interior has been completely remodeled. 








UNBEATABLE VALUES! 


ON 14K WHITE GOLD, FINE 
17 JEWEL, DIAMOND 
WATCHES 
Made fo look 


exactly like platinum. 


40 SELECTED DIAMONDS 
$5 95 
and up 


You Can Fit Any 
Movement You 
Desire. If Ordered 
Without Our 
Movement We Will 
Allow You credit, 















INQUIRE AT ONCE 











On 3 or more pieces we 
will print your store name 



































Outstanding selection of Diamond 
Watches in 14K White Gold or 
Platinum Beautifully Styled. Avail- 
able to rated jewelers on 3 day 
memo upon request. 


SPECIAL LOW PRICES! 















New, in, AS. 
movement, sweep, 
inca., rad, dial 
(reg. or — stick) 


1075 





"uai2 6 
10 Sasnia, 2 
$ . 
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Men's yellow R.G.P./ 
S.B., 17 jewel, A.S. 
with R.G.P. expansion 
bracelet—in various 


styles. 
Fully Guaranteed 


All These 17 Jewel 
Giant Specials at... 


WATER-RESISTANT 


© In Chrome/S.8..... $10.95 
© All Stainless Steel 

or Yellow/S.B...... $11.95 
© In Yellow 10K 

R.G.P./S.8. vesecesedl2e9S 

Gift boxed, price tag & 
printed guarantee — $.75 extra 
Get these terrific sellers today—beat the price- 
cutting competition with: real promotional 
values. There's never been a buy like it. 
Ask for our New full descriptive Catalog. 


Terms: Net 60 days-to well-rated firms. Others, please 
send check, M.O., or dep. for C.0.D. F.0.B. N. Y. 


CRYSLER WATCH CO. 


580 Fifth Avenue New York 36, N. Y. 


Lodies’ yellow R.G.P. 
S.B., 17 Jewel, Font 60, 
with R.G.P. expansion 
bracelet—also in round 
or square shapes. 























































2508 VINE ST. 
CINCINNATI 19, OHIO 


B. DAVID. 


MANUFACTURER 











Rhinestone Jewelry made exclusively 


for the jeweler. 


SEND FOR FREE FOLDER! 





















Genuine 
BOHEMIAN 


OLD-WORLD 
Craftsmanship 


Wide 
%. selection 

~ of Rings all 
10K Gold. 


Earrings, 
Brooches, 
Crosses, 
Necklaces, 
and 
Bracelets. 





Memo Inquiries 
Invited 


Write for illustrated catalog 





ERNEST BURG, 29 East Madison Street 


CHICAGO 2, ILLINOIS 




















Eleven “watches for the future” were ex- 
hibited by the Elgin National Watch Co. 
recently at the New York, Chicago and 
Dallas jewelry shows. 

The forerunner watches, dreamed up by 
Elgin designers, are not working or in pro- 
duction now. They are, however, “en- 
tirely feasible from an engineering view- 
point,” according to George Ensign, re- 
search director at Elgin. 


A highly practicable direct-reading watch 
is this Elgin model, in which white rotating 
hour and minute discs appear in sharp con- 
trast through windows outlined in black. 
The time shown here is 12:25 o'clock. 





Latest European Jewelry 
Fashions Exhibited at 
Lavish Providence Show 


Following her return from Europe by 
only a few days, Miss Martha Percilla, 
fashion director of the Jewelry Industry 
Counc'l, staged in Providence on October 
22 the first organized showing of Euro- 
pean jewelry samples every undertaken 
in this country. 

The fashion clinic, staged by the New 
England Manufacturing Jewelers’ & Sil- 
versmiths’ Association, in cooperation with 
the Jewelry Industry Council, was attended 
by more than 100 manufacturers and jew- 
elry designers from the Rhode Island area. 

Latest Paris fashions in jewelry were 
exhibited in the Garden Room of the 
Sheraton-Biltmore Hotel at a_ colorful 
luncheon event. The samples were pur- 
chased abroad with funds supplied by the 
association. A major portion of the pro- 
ceeds from the $10-per-plate luncheon was 
used to bolster the purchase fund. ”° 

Assisted by one model, Miss Percilla 
used large display boards to exhibit the 
European jewelry. For the benefit of de- 
signers, model makers and the manufac- 
turer in general, she traced the trends in 
the various pieces, stressing the reasons 
in back of the creations and noting the 
close harmony between the jewelry and 
fashions in clothes. 

The clinic is planned by the assf@ation 
as an aid to the manufacturer in his de- 
signing work. Instead of wait'ng for Euro- 
pean jewelry to filter into the country 
through normal market Miss 
Percilla’s September trip has resulted in 
an early appraisal of European fashion 
trends which in the past has been achieved 


channels, 


ELGIN EXHIBITS ELEVEN FUTURISTIC WATCHES 















These watches by Elgin are experiments in 
the unique use of plastic. On the lady's 
model, crystal and endpieces are a single 
plastic unit, and nylon cord has novel self. 
locking, adjustable clasp. Man's watch has 
free form crystal. Sub-second hand, at left 
instead of at bottom, is a rotating 
“button.” 


Elgin Design Director William V. Jud. 
son said the contemporary watches had 
stimulated more interest in watch design 
than anything else new during the past 
ten years. 

“I’m amazed at the amount of interest 
and favorable comment we’ve received,” 
he said. 











by some manufacturers through the me- 
dium of expensive trips abroad. 





Michigan RJA Convention 
Attracts Large Turnout 


Approximately 300 Michigan jewelers 
and their guests attended the 47th annual 
convention of that organization which was 
held on September 18 through 20 in 
Jackson. 

The convention got underway Saturday 
evening, September 18, with a buffet lunch 
in the Hotel Hayes designed as the “Presi- 
dent’s Party,” which was followed by 
dancing. 

Sunday morning was set aside for church 
attendance. At 12:30 P. M., after registra- 
tion, there was a business luncheon pre- 
sided over by Cal Seyfried of Ann Arbor, 
association president. Guest speaker was 
Maurice Adelsheim, Jr., of Minneapolis, 
Minn., regional vice president of the 
American National Retail Jewelers Asso- 
ciation. 

Speakers at the afternoon business ses 
sion were Donald W. Green of Mount 
Clemens, who spoke on “Gemology,” and 
Stanley Arnstein of Buffalo, N. Y., who 
discussed “Window Displays.” A_ buffet 
dinner and entertainment were on the eve- 
ning program. 

A special luncheon for wives of jewel- 











SCREW DRIVERS 
PIN VISES. ETC. 


ACON WATCH CROWN CO. 
50 Eldridge St., New York 2, N. Y 
Manufacturers of Gold Filled Crowns 

__Sold through Wholesalers & Jobbers 






THE JEWELERS’ CIRCULAR-KEYSTONE 



















































rts in 
lady's 
single 
| self. 
h has 
it left 
rating 


Jud- 
> had 
lesign 

past 


terest 
ived,” 


Ce me- 


ion 


welers 
annual 
h was 
20 in 


turday 
lunch 
‘Presi- 


od by 


shurch 
gistra- 
n pre- 
Arbor, 
r was 
apolis, 
f the 
Asso- 


ss Ses 
Mount 
” and 
» who 


buffet 


1e€ eve- 


jewel- 





— 


s) 


RIVERS 


S, ETC 

















ers was scheduled for Monday noon, Wil- 
liam Wagner of New York, executive sec- 
retary of the National Jewelers Associa- 
tion, was the principal speaker that after- 
noon. 

A banquet was held in the Georgian 
Room of the Hayes on Monday evening 
with Mr. Seyfried presiding. After dinner 
there was entertainment and dancing. 

Suppliers in the state cooperated in co- 
sponsoring the buffet luncheons and social 
events. 

Re-elected as association president for 
the ensuing year was Mr. Seyfried. Other 
officers elected were: Ellis E. Berndt, 
Adrian, vice president, and Thomas Fox, 
Grand Rapids, treasurer. 

Named as directors were: Robert Heg- 
lund, Bay City; H. S. Doxtader, Lansing; 
Erwin Yoas, Monroe, and James Shu- 
maker, Kalamazoo. 





Proposed Watchband Rules 
Are Considered at Hearing 


The adoption of several proposals in a 
set of proposed trade practice rules for 
the watch attachment industry was dis- 
cussed at considerable length September 
22 at a meeting in the Biltmore Hotel, 
New York. Representatives of several 
leading trade associations and a number 
of watch attachment manufacturers were 
on hand for the hearing which was con- 
ducted by the Federal Trade Commission. 

Wilbur W. Sacra, Jr., attorney for the 
FTC, presided at the hearing. Also on 
hand were FTC Commissioner James M. 
Mead, and Paul Cameron of the Commis- 
sion’s research staff. 

Much discussion centered upon the 
identification of parts and partial assem- 
blies for watch attachments of foreign 
origin. As the proposed rulings exempted 
imported component parts from the re- 
quirement that such parts, be identified as 
of foreign origin, clarification was sought 
in the case where component parts were 
assembled so that they made up complete 
skeletons and entered the country in that 
state of completion. It was requested that 
the regulation clearly state that when such 
substantially completed assembled  skele- 
tons are imported that they be clearly 
marked as to their country of origin. 

The fact that large quantities of such 
bands are now being sold as of American 
make was disclosed at the hearing. One 
spokesman contended that as a result of 
this practice, the American consumer is 
being misled because such watch attach- 
ments are of poor mechanical construction 
and, in addition, are not subject to the 
quality standards required of U. S. manu- 
facturers, 








Aristo 


when in need of 
STOP WATCHES 
CHRONOGRAPHS 
ARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 20, N. Y. 
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Another proposed rule that aroused con- 
siderable controversy was the one requir- 
ing mandatory quality stamping. After 
considerable debate on this proposal, a 
substitute rule was submitted by Byron L. 
Shinn, counsel for the Jewelers Vigilance 
Committee, and Herbert S. Greenberg, at- 
torney for the Watch Attachment Manu- 
facturers Association, on behalf of their 
two groups. 

The substitute rule provided that where 
the term “gold” is employed, the gold 
content of the caps and endpieces of ex- 
pansion bands must be the equivalent of 
1/40 10K rolled gold plate. Both men 
urged the adoption of the substitute rule. 





Savitt Named ‘Outstanding Boss’ 
By Hartford Commerce Group 


William M. Savitt, president of Savitt, 
Inc., leading jewelers of Hartford, Conn., 
recently received the “Outstanding Boss” 
award of the Greater Hartford Junior 
Chamber of Commerce. 

Mr. Savitt, who is also president of radio 
station WCCC, received his award at a 
luncheon held October 13 at the Hotel 
Bond in Hartford. 


WILLIAM M. 
SAVITT 


President 
of Savitt, Inc., 
Hartford, 
Conn. 





The award to Mr. Savitt was for “his 
progress from a one-man store 35 years 
ago to a store of 30 employees in his own 
building in downtown Hartford, with tre- 
mendous retail sales today, and an addi- 
tional 15 employees at radio station 
WCCC; his progressive and humane em- 
ployee relations and many community con- 
tributions have placed him in the highest 
regard of his business associates, employees 
and the community.” 

Awards are made on the basis of man- 
agement ability, community contributions, 
personal qualifications and opinions of as- 
sociates, employees and others in the com- 
munity. 

Mr. Savitt is vice chairman of the Retail 
Trade Board of the Chamber of Com- 
merce, and a director and past president 
of the Connecticut Retail Jewelers Asso- 
ciation. 

The sponsors of the award also cited the 
board chairman of a local bank for his 
“outstanding management ability.” 


Reed's Open Gift Department 


Reed’s Jewelers, 1931 Main St., Niagara 
Falls, N. Y., has opened a new gift de- 
partment, featuring china and _ glass, 
wrought iron ware, brassware, stainless 
steel, hammered aluminum, ceramics, ster- 
ling silver pieces and decorated items. 








NOW size ALL rings 


keep inventory low 


NEW 
HERMES 
STANDARD 
RING 
SIZER 


Expanding mandrel for rings from 
size 1 to 15. Reducing die features 
16 sizing holes. Can’t scratch or mar 
$99.50 


plain rings. 


NEW 
HERMES 
STONE 
RING 
SIZER 





Enlarges any stone ring safely with- 
out touching stone or mounting. 
Eliminates all cutting and soldering. 
Simple, fast operation. $69 


Time Payments 
Send for literature 


New Hermes Engraving Machine Corp. 


NY 
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SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 
Removing of Engravings 
Wm. Hertel & Co., Inc. 


Silversmiths & Platers 


17 W. 45th St. 
New York 36, N. Y. 
“36 years at the same 

address” 
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CUFF LINKS 





"Bridal Pair’ * 


GIFT PROMOTION 


Miniature stoneset engagement ring 
and wedding band . .. on gold or 
silver plated cuff backs ... all in clear 
plastic, gold-stamped package .. . 
perfect gift matching all famous 
"Bridal Pair''* items! Counter displays 
available. 


(Cuff Link $ 
and Collar 
Pin Set ...$3) 


Ask Your Wholesaler! 


JEWELRY CO. 
52 Valley St., Prov., R. |. 4 


* Trademark 


Retail Each 
e Gift Boxed 












INTEGRITY DIAMOND RINGS 


Outstanding Values 
$62.50 to $500 Retail 
Announces 


One year free insurance against loss, etc. This 
mounted diamond ring and Lock Sets line, with 
supporting sales aids which include guarantees 
—displays, mat service, price tags, ring boxes, 
etc., is a proven seller. 


EXCLUSIVE FRANCHISES AVAILABLE 


LOUIS F. GUINESS, INC. 


Diamond Importers Since 1910 
373 Washington St. Boston, Mass. 
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Improve your windows with 
our sensational show card 
window service. Our 30 day 
free trial will prove it! 
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q Quentin McCaffrey of Quincy, Mass., was 
re-elected president of the New England 
Guild, American Gem Society, at the first 
fall meeting of the organization at the 
University Club, Boston, on September 23. 
Walter “Scotty” Bain, of D. C. Percival 
Co., was re-elected vice-president; Mrs. 
Ella Bird, Smith-Patterson Co., was re- 
elected treasurer; and Donald Bethany, of 
Brown & Bethany, Wellesley, was re- 
elected secretary. Named to the board of 
directors were: Fred Gurney, Brockton; 
John Kennard, Boston; Kenneth Parks, 
F. T. Widmer Co., Boston; John Fillos, 
Salem; Gerard Lebel, Beverly; and Nor- 
man Harrison, Thomas Long Co., Boston. 
The next meeting was scheduled for the 
Hotel Statler on October 21, and plans for 
a Conclave Committee to handle the Amer- 
ican Gem Society’s conclave in Boston 
next April will be disclosed at that time. 

q As this issue went to press, plans had 
been completed for the annual beefsteak 
dinner and election of officers of the Bos- 
ton Jewelers Club at the Hotel Statler on 
November 10. Officers and directors of 
the club met at the Statler on October 7, 
and named a nominating committee. Re- 
sults of the election will be given next 
month. 

4 Everything was set, too, as this issue 
went to press, for the annual steak and 
lobster dinner of the Diamond Peacock 
Club at the Parker House on October 29. 
Officers and directors met at the Somerset 
Hotel on September 25, and named a 
nominating committee. Results of the elec- 
tion at this club also will be given next 
month. 

q Mr. and Mrs. Marshall Rowe of Hen- 
n‘ker, N. H., tented out during a two 
weeks’ vacation this fall, reporting that 
it rained all 14 days. 

q Leon Tuck, formerly manager for Kay 
Jewelry stores in Providence, R. I., has 
opened a new store of his own in New 
Bedford, Mass., known as Tuck Jewelers. 
q Officers and directors of the Massachu- 
setts & Rhode Island Retail Jewelers As- 
sociation met at the Bellevue Hotel, Bos- 
ton, on September 15, and mapped plans 
for the winter’s act'‘vities. Philip Hyde of 
the Independent Small Business Associa- 
tion, spoke on the discount business for 
the benefit of the retailers. 

4q James R. Kay, operator of the Jewelry 
Shop, Lawrence, Mass., has remodeled his 
store, installing a new floor, fixtures, and 
completely redecorating the place. 

4 Members of the teams of the Boston 
Jewelers Bowling League are rolling hard 
and fast, but will have to really put on 
the pressure to beat the one-string score 
rolled recently by A. “Tony” Marino of 
the E. H. Saxton Co. team, who hit 127. 
Many rollers say that the new machine 
set-up for pins is making them tougher 
to hit. 

q Many visitors to the recent Fall Gift 
Show at the Parker House, Boston, were 
observed wearing little peaked caps, stick- 















NEW ENGLAND 


ers on which marked Volupte’s 40th an. 
niversary. During the Show, all the Elgin 
watch salesmen were called to New York 
City for a premiere of the Elgin TV show, 
Mrs. Trudy Selberg held the fort, ably 
assisted by Jack Kaufman. 

4q L. A. MacDermott, of Norwich, Conn,, 
and G. V. Broberg, formerly manager of 
the Kay Jewelry Store, Worcester, Mass,, 
have formed a partnership and have pur. 
chased the Lundborg & Co. store in Wor. 
cester, and will continue its operation. 

q Richard Reidy, New England manager 
for Remington Shavers, appeared with Lee 
Kennedy of Filene’s on WNAC-TV on Sep. 
tember 15, demonstrating the new Reming. 
ton Duchess ladies’ shaver. 

q Emery Soule, jeweler of Orleans, Mass,, 
has purchased a new English bicycle which 
he rides back and forth between his home 
and store. 

q Thousands of persons viewed the “Red 
Cross on Parade” on Boston Common, 
September 24, where nurses’ aides, disaster 
specialists, and others put on a display 
of their techniques. “Bert” Stranger of the 
Herbert W. Stranger Co., Washington 
Building, and a member of the Red Cross 
Disaster Unit, participated with others in 
a “Diaper Derby,” winning top honors 
with his score in one minute, 25 seconds, 
q Reports of damage from the two hurri- 
canes which hit New England continue 
to come in. Elmer “Jockey” Johnston of 
Caribou, Maine, reported water damage 
to stock in the basement of his store. 

q A new gift shop has been added to the 
Roy Gowell store in North Abington, 
Mass., and will be operated by Mr. Go- 
well’s sister. 

q Arthur Wright, of the Buffalo Jewelry 
Case Co., attended services and funeral 
in Buffalo, N. Y., for the president of the 
firm, Max Field, who passed away re- 
cently. 

q David Schpero, of Schpero Jewelry 
Store, has remodeled his store in Derby, 
Conn., with the interior done in an at- 
tractive combination of gray and _ coral 
which enhances a new china and glass 
department. 

q William J. O’Brien, controller of the 
Smith-Patterson Co., was married on Oc: 
tober 16, and is now making his home 
in Somerville, Mass. Henry Sullivan, for- 
merly of the shipping department, is now 
working with the U. S. Post Office De- 
partment in Boston. Mrs. Anna Shanahan, 
head of the marking department, has re- 
turned from a vacation in New York City 
with a sister from Canada. 

q Gilbert Wh‘te, son of I. White of I. 
White & Sons, Inc., 1005 Jewelers Building, 
writes of his safe arrival in Korea, where 
he is serving with the U. S. armed forces. 
q “Nat” Goodman, of the N. I. Goodman, 
Inc., 1006-7 Jewelers Building, chairman 
of the Ring Committee, National Whole- 
sale Jewelers Association, is showing the 
new four-color, authentic birthstone dis- 
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play cards now being sent out by the 
jewelry Industry Council. 

4 Joseph M. Lansky, 903 Jewelers Build- 
ing, has been recuperating at Beth Israel 
Hospital from a recent heart attack. Mrs. 
Lansky and daughter, Selma, are carry- 
ing on in his absence. 

4 Richard T. Marshall, 902 Jewelers Build- 
ing, has just completed renovations in his 
quarters, installing new partitions. He 
reports several fishing trips, but “no fish!” 
4 Kenneth Phipps, former watchmaker 
for Charles C. Drinkwater, St. Albans, 
Vt, has purchased the store of E. A. 
Prince, Inc., Franklin, N. H., and will 
operate it there as Prince’s Jewelry Store. 
4 Philea Dutile, a graduate of Bowman 
Tech and a certified watchmaker of the 
Horological Institute of America, is now 
associated with J. S. Wolfe, jeweler of 
Lebanon, N. H. R. H. Whipple of the 
same store has retired on account of ill 
health. 

qL. “Pic” Piccolomini, formerly with 
Ross-Taylor Co., 717 Washington Build- 
ing, is now shipper with Mendelsohn & 
Terban, 412-16 Washington Building. 

q Harry J. Haselton, of the Haselton Co., 
702 Jewelers Building, who has been re- 
cuperating from recent illness at his home, 
has been appointed chairman of the com- 
mittee on business ethics and grievances 
of the Watch Material Distributors Asso- 
ciation of America. 

q The Louis A. Jacobson Co., 606-607 
Jewelers Building, has entirely redecorated 
its quarters in silver-gray, which brightens 
the place considerably. 

4 Edward S. Page, of the M. S. Page Co., 
508 Jewelers Building, who suffered 
broken legs in an automobile accident 
earlier this year, is up and around and 
was able to discard a cane when he made 
a recent visit to the firm. 

q Miss Katherine A. Murphy, of the K. 
A. Murphy Co., 509-11 Jewelers Building, 
is back from two weeks’ vacation at 
Friendship, Maine. 

4.C. Alden Belcher, salesman and shipper 
with Sanger & Co., 509 Washington Build- 
ing, was married on October 2. 

q David C. Percival, Jr., of D. C. Percival 
& Co., 2nd floor Jewelers Building, re- 
ports the thrills of seeing his boy play 
on the Middlesex School football team at 
Concord, Mass., October 2, when that team 
scored over Rivers Country Day School, 44 
to 7. On the opposing team to that of the 
fourth-generation Percival was a_ third- 
generation of the I. Alberts Sons firm, 
Delson Alberts, son of Emanuel Alberts. 

4 M. Martin Sarill, 304 Washington Build- 
ing, was in an automobile accident in New 
Hampshire recently with Mrs. Sarill. They 
suffered only minor injuries, but, since 
then, Mrs. Sarill has been confined to the 
Booth Memorial Hosp'tal for an operation 
on her knee. 

4 William T. Keating, of the watch de- 
partment, D.eC. Percival & Co., Jewelers 
Building, has returned to work after a 
long illness. 

4 Henry Higgins of Higgins, Magnuson & 
Co., 705 Washington Building, is back 
from a California business trip. 

4 Mr. and Mrs. Fred L. Cochrane are 
back at Norling & Bloom, 809 Washing- 
ton Building, where Mr. Cochrane is office 
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manager, after a visit to Montreal, Canada. 
q. J. Joftes, 907 Jewelers Building, has re- 
moved partitions in his quarters, installed 
a new showcase, and generally renovated 
the place. 

q@ Oresto Dell’Orfano, sales manager, Travis, 
Karber Co., 909 Jewelers Building, took 
over the chairmanship of the East Boston 
Civic Committee following the crash of a 
jet plane in the vicinity of his home, and 
will work with the committee to seek the 
elimination of the jet runway at Logan 
International Airport. 

q “Les” Shuckra is a new salesman with 
1. Alberts’ Sons, 8th floor, Jewelers Build- 
ing, covering northern New England. 

q Miss Carol Bussie, of the clerical divi- 
sion, Alfred F. DeScenza & Sons, 609 
Washington Bldg., was married on Oc- 
tober 9. 


q Miss Josephine Bazner has joined the 


secretarial department of the J. and S. S. 
DeYoung Co., 517 Washington Building. 
q Joseph S. Jason, Jason Jeweler, 645 Elm 
St., Manchester, N. H., opened a new and 
larger store at 651 Elm St. on September 
30. 
q Mr. and Mrs. Forrest E. Hammerquist, 
508 Washington Building, are back from 
a recent visit to their son at Fort Dix, 
N. J., where he is undergoing basic train- 
ing. 
q Richard Zimmerman, shipper with 
Swartchild & Co., 502-5 Washington Build- 
ing, joined the U. S. Air Force on Oc- 
tober 18. 
4H. Roger Arnold, formerly with I. Al- 
berts’ Sons, Jewelers Building, and later 
on the road for himself, is now salesman 
for Integrity Rings, Louis F. Guiness Co., 
711 Jewelers Building, covering northern 
New England. 
q Sigfurd Johnson, proprietor of Bous- 
quet’s Jewelry Shop, Worcester, Mass., has 
been hospitalized from a heart attack. 
(Please turn to page 199) 





Boston Jewelers Attend 
Hurricane Party at Statler 


When the Hotel Statler staged its an- 
nual hurricane dinner-party on September 
20, marking the 1938 occurrence, and held 
for those who happened to be at the hotel 
on that occasion, Mr. and Mrs. Bernie 
Smith (Smith & Zaff) were among several 
jewelers who attended the affa‘r. 





They are shown here with Queen Carol | 


—named for the recent hurricane—and one 
of her attendants. 








THE PENALTY 
FOR BIGAMY IS 
TWO MOTHER-IN-LAWS 


It's a crime to have more than 
one wife, but it's no crime to 
have more than one source of 
supply for Diamonds. In fact, 
if you'll write me for a memo 
of Diamonds, you'll make an 
exciting discovery; a new Dia- 
mond source that will delight 
you. 


LEO PEVSNER & CO. 
DIAMONDS 
5 So. Wabash, Chicago 3, Ill. 
Phone FRanklin 2-2928 
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HAND-CARVED IMPORTED 
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Exclusive for fine retail jewelers 
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204 WESTMINSTER ST. PRovineNce RHODE ISLAND. 
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Beautifully finished black wrought 
iron and crystelle velvet combine to 
form this eye-appealing jewelry dis- 
player—a real sales-getter ! 

The 8” diameter base weighs 5 Ibs; 
top bar has 2” diameter and is 21” 
across; bottom bar has 2” diameter 
and is 14” across; overall height is 
33 inches. The base and bars are 
velvet covered. 

Available in black, aqua, grey and 
American Beauty crystelle; other 
colors on request. Allow 2 weeks for 
delivery. 


ONLY $16.90 FOB shipp'ng point 
EDWIN FREED, inc. 


14 West 23rd Street, New York 10 
Phone WAtkins 4-6422 











WANTED 
JEWELRY PREMIUM SALES OUTLET 


A leader in the costume jewelry manu- 
facturing field is interested in selling to 
firms using jewelry as premium _ items. 
Would like to contact man or concern sell- 
ing to or representing such firms. Our 
company is among the largest volume pro- 
ducers of attractive, salable merchandise 
at down-to-earth prices. This can be an 
exceptionally profitable connection for the 
right party. 


Box "K., 1415," 


Care Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17, N. Y. 
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FREE samples 


S.|.Surnamer co. 


370 7th Ave., N.Y. 1, N.Y. 


receipt books, etc. 
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q Previously a strictly cash jewelry estab- 
lishment, Smith and West of the Broad 
Street Station Building and the Lincoln 
Liberty Building are now attracting cus- 
tomers through the deferred payment plan. 
Deferred payments under the new system 
allow a customer up to a full year to pay 
for a purchase. Additional customers will 
be attracted, starting after the first of 
1955, with a new giftware department. 

q On October 18, the third Diesinger 
store opened at 8603 Germantown Ave. 
The opening was a quiet one, in keeping 
with the traditional dignity of this car- 
riage-trade establishment, heralded only by 
conservative advertising in the Sunday In- 
quirer the day before the opening and the 
Evening Bulletin, Friday, October 15. 

q Further news on the Retail Jewelers 
Association’s annual dinner-dance at the 
Warwick Hotel, October 28: At the last 
minute plans were changed to include a 
floor show which had previously been 
ruled out in favor of more time and place 
for dancing. 

q A meeting devoted to plans for advanc- 
ing the welfare of the jeweler and his 
business was held October 12 by the Re- 
tail Jewelers Association at the Drake 
Hotel. A dinner preceded the business 
meeting. 

4q The old joke about the large fire in the 
small waste basket was relived October 6 
at the Mercantile Mart, 1316 Arch St. 
Apparently, one of 15 girls eating lunch 
on the third floor of this building, where 
they all worked for the H. Weinreich Co., 
Inc., jewelry wholesalers, tossed a ciga- 
rette in the waste basket. Suddenly the 
waste basket burst into flames frightening 
them so that they all raced down the fire 
escape. They, in turn, frightened 10 other 
girls working on the second floor who 
joined the exodus. Someone turned in an 
alarm. But before the fire engines arrived, 
Alvin Honigman, grabbed a hand fire ex- 
tinguisher and put out the flames. It is 
reported that no damage was done. 

q Numerous changes have been made in 
conjunction with the policy of continual 
expansion and improvement at the Robert 
J. Snyder store in Norristown, Penna. A 
series of new shelves in the basement have 
made possible spreading the stock for 
more rapid and facile handling. The sec- 
ond floor has been converted from a stor- 
age and workroom to a series of show- 
rooms, one for luggage, one for lamps, and 
one housing Chester Snyder’s collection of 
minerals and gemstones. This collection 
was, for many years, enjoyed only by 
Chester Snyder and his friends. Now it is 
the center of attraction for many collec- 
tors and for many others who never 
thought of such a collection. It has proven 
an excellent way to add prestige and to 
impress potential customers with the fas- 
cination of real gemstones. 

qJ. H. Myers of 3627 N. Broad St. is 


conducting a campaign to introduce a 





cs PHILADELPHIA 























































course in the fundamentals of jewelry 
buying into the educational system {o; 
our youths. “If a boy is taught to conjy. 
gate latin verbs, which he’ll never use, and 
then buys a diamond, which most of them 
do, without knowledge he can get stung 
because he’s an educated fool,” says Mr. 
Myers, emphatically. “An education should 
prepare him for the life he will lead. And 
one of the first actions he’ll take in that 
life is buying his fiancee a diamond, A 
course which would teach him at least 
where and how to ask the right questions 
is essential preparation.” From his loca. 
tion near Temple University, J. H. Myers 
has trained many boys in the essentials 
needed to make intelligent purchases of 
jewelry. But, he emphasizes, these are 
only the boys who take the initiative in 
seeking knowledge from him. Others 
should have equal opportunity through the 
public school system. 

4q Both of Ringold’s stores, at 4316 Ger. 
mantown Ave. and 817 E. Allegheny Ave, 
held a sale in celebration of the firm’s 
46th anniversary during September and 
October. 

q James Lalli of A. and J. Jewelers, 203 
Davisville Road, Willow Grove, Penna, 
has always stocked pens and related equip- 
ment but never realized their full potential 
as a traffic drawer until recently. Now he 
has purchased a new showcase for the 
dramatic display of pens and placed it 
right in the center of the floor. The in. 
crease in sales has been so pronounced 
that Mr. Lalli plans to repeat this display 
each fall and use the case for other sea- 
sonal merchandise throughout the year. 
4 Harris & Groll, Inc., 7th and Shipley 
Sts., Wilmington, Del., have begun a se 
ries of spot announcements over radio sta 
tion WDEL and have increased their news 
paper advertising in this pre-Christmas | 
season. Results of this intensified cam- 
paign have been described as “satisfac- 
tory.” A spokesman for the firm relates 
the story about a young man who came 
into the store recently to purchase an en 
gagement ring. A number of moderate and 
more expensively priced rings were shown 
him—all of which he rejected. When 
asked how much he wished to spend, he 
replied: “Three or four dollars is all she's 
worth.” 

q In harmony with the new radio program 
of Fred J. Cooper, Inc., this jewelry store 
at 109 S. 13th St., is featuring a series of | 
window displays. Each week a new and 
different window display is coordinated 
with the program which is heard ™ 
Tuesday evenings over statien WFLN, The 
radio show is titled “Gems of Music.” Its 
commercials are centered around a theme 
which is repeated in the window display. 
On the air, listeners are invited to see the 
window display the store is then featuring. 
“For the convenience of customers who 
may not hear all the programs,” a list of 
future displays has been printed by the 
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store. Copies are on the counter where 
customers may help themselves and also 
in the window where passers-by may read 
them. 

4 Harris Jewelers of 503 Market St., Wil- 
mington, Del., are sponsoring a_ highly 
popular radio show over station WDEL. It 
is the Joe Pine Show entitled, “It’s Your 
Nickel.” Listeners telephone to ask ques- 
tions of general interest on any subject. 
Joe Pine answers them. Harris Jewelers 
will sponsor the show for one year starting 
this fall. 

q “The first hundred years are supposed 
to be the hardest—so from now on things 
ought to be all smooth sailing,” said one 
spokesman for Barr’s seven stores in this 
area. This firm will soon begin its one 
hundred and first anniversary sale. Barr’s 
Frankford store, 4650 Frankford Ave., has 
been completely remodeled. It was closed 
one month for alterations and improve- 
ments, but the business continued from 
temporary quarters in another store in the 
same block. 

4 The success of the dinnerware depart- 
ment installed last March has encouraged 
the addition of a picture and plaque de- 
partment at A. I. Poland and Co., 4347 
Main St. in Philadelphia. By the time you 
read this, the pictures and plaques will no 
doubt be in and up! 

4 The John D. Enright store at 117 South 
13th St. in Philadelphia is the site of a 
beautiful new chinaware department. 

4 Three thousand active customers have 
received a mailing from Herbert Rosen- 
blatt of 4519 York Road in Philadelphia. 
The mailing piece was developed from ma- 
terial supplied by manufacturers. 

q In cooperation with the Philadelphia 
Fire Prevention Department, Bailey, Banks 





and Biddle devoted one entire window to | 
a dramatic fire prevention display during 
Fire Prevention Week in October. The | 
window was on 16th Street, just off the | 
corner of Chestnut. A spokesman for the 
Fire Prevention Week Committee said it 
attracted appreciable attention. 


NEW ENGLAND 
(From page 197) 


q Mrs. Sadie Berinski, bookkeeper with 
A. Datz & Co., 425-429 Providence Build- 
ing, got a big thrill on September 29 when 
a “radio ham” called her from Naugau- 
tuck, Conn., and was able to transmit a 
message to her from her son in Heidel- 
burg, Germany. She was able to carry on 
a two-way conversation by relay. James 
“Jimmy” James of the same firm has taken 
charge of its shipping department. 

4 William C. Dorrety, veteran school and 
fraternity jewelry manufacturer, Washing- 
ton Building, died on September 27. 

4 John Gach opened a new jewelry store 
recently at 35 John St., Bridgeport, Conn. 
The name of the new concern is the inter- 
national Watch Hospital. 

q Sales representatives for the New Eng- 
land and New York territory of the Jew- 
elry Findings Division of the Rau Fastener 
Co. have been appointed by the firm. 
Howard P. LaPidus was appointed as 
New England sales representative for the 
firm. He was previously employed by E. 
A. Adams and Son and has had consider- 
able experience in the jewelry findings 
field. Howard S. Pelsman, who has had 
several years’ experience in the jewelry 
findings and allied fields, will service the 
New York area. 





SPACE CLOCK ATTRACTS STELLAR VISITORS 





During the first Pennsylvania Industrial 
and Construction Exposition in Harris- 
burg, Pa., recently, the Hamilton Watch 
Co. exhibit was visited by the distin- 
guished group pictured here. 

They are, left to right: Major Arthur 
Murray, who recently established a jet 
Plane altitude record, flying 18 miles into 
the stratosphere; Arthur B.  Sinkler, 
Hamilton’s president; Evelyn M. Ay, 1954 
Miss America and native of Ephrata, Pa.; 
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Erna Snyder, 1954 Mrs. America from 
Kutztown, Pa.; and Governor John S. 
Fine, Pennsylvania’s chief executive. 
Major Murray was awarded a Hamilton 
watch in recognition of his record-break- 
ing altitude flight at a special ceremony 
marking the opening of the exposition 
that attracted almost 400,000 visitors. Mr. 
Sinkler offered Major Murray free use 
of the space clock whenever he’s ready 

















to blast off fer Mars. 


In the past two years, I have written 
a@ number of columns extolling the 
virtues of RHODIUM. Yet, I still re- 
ceive a gratifying amount of mail 
with questions about the many qual- 
ities of Rhodium. 

As you know, Rhodium is a rare and 
precious metal of the platinum family. 
I am sure, however, that you don’t 
know that Rhodium is 4 times more 
expensive than gold. Rhodium gives 
costume jewelry a sparkling, durable, 
non-tarnishing finish. It helps sell 
costume jewelry no matter how long 
it may be on display. It gives the 
retail salesman SELLING POWER in 
his over-the-counter selling of 
jewelry. Rhodium is an expensive 
metal, but yet it makes no appreci- 
able change in the price of CIRCLE 
costume jewelry as compared to other 
lines using an inferior plate. 

There is on the market today a num- 
ber of other plate finishes. Some are 
good. They serve the purpose—they 
simulate the qualities of Rhodium— 
they might reduce costs. They will 
not, however, help the jewelry retain 
its new look for any length of time 
under ordinary atmospheric condi- 
tions. In other words they don’t com- 
pare to the long-lasting Rhodium 
finish. 

THE MORAL OF THE COMPARISON 
IS OBVIOUS: Why pay the same price 
or even less for costume jewelry 
plated with an inferior finish? 

AT CIRCLE we are extremely proud 
that our jewelry looks good and stays 
saleable regardless of how long it re- 
mains in the store. We owe it all to 
RHODIUM. You owe it all to yourself 
and your customer to insist on and to 
buy only Rhodium plated costume 
jewelry. 

C.J.M.A. SHOW: See CIRCLE’S famous 
Rhodium line at C.J.M.A. Show, Hotel 
Martinique, Rooms 538-540-542, NO- 
VEMBER 6-19. 


BEN GARTNER 
Sold Through Wholesalers Only 


CIRCLE 


Jewelry Products 

The House of Rhodium 
148 W. 24th Street, N.Y.C. 
Algonquin 5-3608 

Sales Office: 303 Fifth Ave. 
BY APPOINTMENT ONLY 
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Sterling 
Flatware 


Inactive and Obsolete 
























We are interested in purchas- 
ing for cash any of your odds 
and ends of sterling patterns, 
afy quantity, no matter how 
small or how large — active, 
inactive, or obsolete, new or 
used. 


We are also interested in co- 
operating with dealers who 
have calls for the older sterling 
patterns that are no longer 
available. 


Reference— 
Jewelers Board of Trade 


JuLvs GOODMAN & SON 


Memphis Jewelers Since 1862 


77 MADISON AVENUE 
MEMPHIS, TENNESSEE 


































ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 


Stlverware — Gold and plated jewelry — old 
costume jewelry. Watches—movements—watch 
bands, any kind, any type, in any condition. 
Viamonds—any kind or size. Gem and semi- 
precious stones. Gold Scrap—Plotinum—filled 
and plated scrap. No consignment toe large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our check. 

References: Whitney National Bank, Morgan 
Branch, New Orieans, La.; National Jewelers 
Board of Trade; Dun and Bradstreet. 


ANTIN'S 
114 BARONNE STREET, NEW ORLEANS 12, LA. 
Established 1916 


— | 



























the Niash 
“CUFFMASTER,” 


TRADE MARK 


the anest 
cuff link 
back ever 
made 
for the 
Jewelry 
Trade 





Patented Design 155,535. 
Patented Construction 2,472,958. 
Infringers will be prosecuted. 


Available in gold, silver, gold filled, brass 
and other metals. 
Send for price list. 
NIASH REFINING CO. 


116 Nassau St., New York 38 
COrtlandt 7-4496 






























4q The 80-year-old jewelry firm of R. Har- 
ris & Co., Inc., Washington, D. C., has 
opened a new store at Wisconsin and 
Western Aves., under the management of 
George A. Pitcher. The main store is at 
110) F St. N. W. 

q Lee Utay has joined the diamond staff 
of the Zale Jewelry Co., Inc., 1606 Main 
St., Dallas, Texas. A veteran of 35 years 
in the jewelry and diamond business in 
Dallas, he has done extensive diamond ap- 
praisal for banks in that city. 

q W. T. Garrigan of Birmingham, Ala., 
has been named manager of the Busch 
Jewelry Store in Jackson, Miss. He has 
been associated with the Busch company 
for a number of years in the Birmingham 
stores. Busch Jewelry Co. operates stores 
all over the south. Their five stores in 
Mississippi are located in Jackson, Vicks- 
burg, Natchez, Meridian and Greenville. 
q William Zale, president of the Zale 
Jewelry Co., 1606 Main St., Dallas, Texas, 
announced recently the appointment of 
John F. Willis as manager of the firm’s 
silver and gifts departments. Mr. Willis 
is a veteran of 30 years’ experience in the 
jewelry business. 

4q Carl J. Gildemeister, owner of a jewelry 
store at 122 Broadway, San Antonio, 
Texas, spoke on methods of classifying 
diamonds and determining their value at 
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a meeting of the San Antonio Watch. 
makers Guild held on the evening of 
October 8 at the Gunder Hotel. 

q An open house celebration on Septem. 
ber 17 and 18 marked the opening of 
Wright’s Jewelry Store at the corner of 
Georgia Ave. and Colesville Road in the 
Silver Spring Shopping Center, Silver 
Spring, Md. Everyone attending the open. 
ing registered for a grand drawing of a 
dozen valuable door prizes. Wright's 
Jewelry was a small watchmaker estab. 
lishment when it opened November, 1936, 
at 8421 Georgia Ave., Silver Spring. In 
June, 1940, William M. Wright, president, 
expanded to a full-fledged jewelry firm at 
8229 Georgia Ave., and in November, 
1949, he purchased a jewelry store in 
Wheaton, Md. The new establishment com. 
bines these two stores. 

q The third store of L. Lechenger, Inc,, 
leading jewelers of Houston, Texas, was 
opened recently at 2433 University Blvd, 
in that city. Managing the new operation 
is Louis Lechenger, vice president of the 
firm. He stated that the store will carry 
the same nationally advertised merchan- 
dise that Lechenger’s has offered for more 
than 73 years. The firm’s other Houston 
stores are located at 815 Main St. and 
2035 W. Gray Ave. in the River Oaks 
district. 





Georgia Jewelers Enjoy Trip 
Won at Southern Jewelry Show 


Mr. and Mrs. W. W. Bell, retail jewelers 
of Americus, Ga., returned recently from 
an all-expense-paid trip to Nassau which 
they won as a “grand prize” at the recent 
Southern Jewelry Show in Atlanta. The 
trip was sponsored and arranged by mem- 
bers of the Southern Jewelry Travelers As- 





Mr. and Mrs. W. W. Bell, jewelers of 

Americus, Ga., bask in the sun on the beach 

in Nassau. They were "grand prize" winners 

of an all-expense-paid trip to that island 

resort which they won at the recent Southern 
Jewelry Show in Atlanta. 





sociation, sponsors of the semi-annual At- 
lanta show. 

When Mrs. Bell won the prize at the 
jewelry show last July, lovely Evelyn Ay, 
Miss America of 1954, presented her with 
the round-trip tickets and a replica of the 
airliner on which she and her husband 
traveled to and from Nassau. They stayed 

, at the Fort Montague Beach Hotel while 
at the island resort. 





Collier Succeeds Landsberger 
As Head of North Carolina RJA 


Lloyd Collier, of Whiteville, N. C., has 
been elected president of the North Car- 
olina Retail Jewelers Association, succeed- 
ing Ray Landsberger, of North Wilkes 
boro. 

Mr. Collier, a jeweler in Whiteville for 
the past 22 years, was notified of his 
election to the presidency by Ned W. 
Cohen, secretary-treasurer of the associa- 
tion. 

Other new officers are: Robert T. Ber- 
man, Wilmington, first vice-president and 
Jules Aronson, Statesville, second vice 
president. ; 

Members of the executive 


ALBERT S. SMYTH CO. 


WHOLESALE 


DIAMONDS-WATCHES 
e JEWELRY ® 


5 HOPKINS PLACE, BALTIMORE, MD. 


committee 
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Norfolk-Portsmouth Jewelers 
Hear Talk by Schiffman 


Arnold A. Schiffman, immediate past 
president of the American National Retail 
Jewelers Association, was principal 
speaker at the 20th annual banquet of the 
Norfolk and Portsmouth Retail Jewelers 
Association. The affair was held on the 
evening of September 14 at the Suburban 
Country Club. 

In his well-received talk, Mr. Schiffman 
said that “the truth in advertising and 
selling and in all contacts with the public 
is the very thing that will continually 
build this industry. 

He roundly condemned “unconscionable 
markups” practiced by some jewelry re- 


\ 


Principal speakers at the 20th annual banquet of the Norfolk and Portsmouth Retail Jewelers 


Association, and officers of that organization, are shown 








tailers, declaring that certain jewelers 
had “tried everything in the world to de- 
stroy this industry, yet it still survives.” 

Mr. Schiffman addressed the group last 
year for a few minutes by telephone from 
a Greensboro hospital bed, after an auto- 
mobile accident. He was scheduled to ad- 
dress the organization when the accident 
interfered. 

Other speakers at the banquet were 
Harry G. Williams of the Portsmouth 
Chamber of Commerce, and Calvin H. 
Dalby, Norfolk director of Public Safety. 

Carl P. Harmon was master of cere- 
monies at the banquet. President S. D. 
Hardy presided at the event, which was 
attended by approximately 90 members 
and guests. 





here. They are, left to right: 


Carl P. Harmon, secretary-treasurer; S. D. Hardy, president; Calvin Dalby, director of 

Public Safety, City of Norfolk; Arnold A. Schiffman, immediate past president of ANRJA; 

Harry G. Williams of the Portsmouth Chamber of Commerce, and Joseph L. Hecht, vice 
president of the local group. 





are: Harold Seburn, of Wilson; Maurice 
Neiman, of Charlotte; Marvin Smoot, of 
Goldsboro; Harry Mathews of Asheville, 
and William G. Frazier, Jr., of Durham. 


New Jewel Box Store 
Opened in Raleigh, N. C. 


The Jewel Box, with Stanley Simon as 
manager, has opened its new store at 235 
Fayetteville St., Raleigh, N. C. Mr. Simon, 
a veteran of many years’ experience in 
the jewelry business, came to Raleigh from 
Fayetteville. 

Leonard Gilbert, assistant manager of 
the new Raleigh store, has had eight years 
experience in the jewelry business and is 
watch buyer. He came to Raleigh from 
Goldsboro, N. C. 

Millard Singletary, master watchmaker, 
formerly of Lumberton, N. C., comes to 
the new Raleigh store with over nine years’ 
experience and will be in charge of the 
firm’s watch and jewelry repairing depart- 
ment. 

According to Stanley Simon, The Jewel 
Box operates 51 stores throughout the 
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Southern states, with 
Greensboro. 





Harry Nest & Co. of Detroit 
Take Additional Floor Space 


Harry Nest & Co., wholesalers of De- 
troit, Mich., have taken additional space 
in their headquarters in the Metropolitan 
Building, adding 1300 square feet of floor 
space. 

An unusual feature of the new setup 
is the operation of three self-service open 
display cases of costume jewelry,- most of 
which retails at $1.00 and $1.50. Harry 
Nest, president of the firm, reports in- 
creasing interest on the part of retail jewel- 
ers in this low-priced costume jewelry and 
feels that they are recognizing more and 
more the traffic building potential in han- 
dling this type of merchandise. 

In addition to the self-service cases, re- 
tailers can examine and select numbers 
from a large leaf-type display conveniently 
located just inside the main entrance. The 
company has also expanded their activity 
in gift merchandise and maintains a dis- 
play case devoted exclusively to this type 
of merchandise from which retailers may 
select various items. 








home offices in 





Shrine Ring 
Pins and Buttons 


Created By 





THIS SHRINE RING and the diamond 
set shrine emblems are among the most 
popular in the GRAN line. The ring, of 
good weight and medium price is of 
exceptional design and finish. It has a 
carved white gold shrine emblem ap- 
plied upon a red enameled ray back- 
ground, Available with Scottish Rite or 
York Rite side emblems or a combina- 
tion of each, enameled in proper colors. 


Ask to see this fine ring and these out- 
standing pins and buttons. 


GRAN and COMPANY, Inc. 
546 So. Meridian St. * Indianapolis 25, Ind. 














Precious and Semi-Precious 


STONES 


STAR SAPPHIRES 
aT EMERALDS 
CAT'S EYES 
RUBIES—SAPPHIRES 
AQUAMARINES 
PERIDOT 
TOURMALINES 
TOPAZ 


AMETHYST 


Unusual Gems 


Memo Selections sent promptly 


ALLAN CAPLAN 


2 West 46th Street New York 36, N. Y. 
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for Nationally 
Known Lines 





HEADQUARTERS | 


Now in our own building with Greater | 


Facilities for Better Service 


SESSIONS WATERMAN EVANS 

U S TIME SPEIDEL SCHICK 

Lo ay GEMCO, WESTINGHOUSE 
TELECHRON HAYWARD tly 
INGRAHAM LATAUSCA DO 

VULCAIN REMINGTON OSTER 

ULYSSE NARDIN ALVIN TRAVELER 


TWILIGHT STAR DIAMOND RINGS 
and Many Others 


Catalog Twice Yearly ® Ask for Yours Today | 


JOSEPH HAGN COMPANY 
Wholesalers Since 1911 
325 West Madison Street, Chicago 6, Illinois 


Want 
quality at 
a SAVINGS? 


then buy 


“SECURITY” MAINSPRINGS 


© QUALITY 
for ¢ FINE WORKMANSHIP 
e BEST SWEDISH STEEL 


ORDER FROM YOUR JOBBERS TODAY! 


THE NEWALL MFG. CO. 
CHICAGO 2, ILLINOIS 
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BURTON M. REID SONS 









“The House of Friendly Service” 


WATCH MATERIALS AND 
JEWELERS’ SUPPLIES 


First & Washington, Springfield, Ill. 
ASK FOR “FAMOUS BRANDS BOOK” 


FOUR COLOR 
e R E E COUNTER SALES BOOK 
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Our work costs no more 
than ordinary work é 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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q@ Samuel Zell, son of Bernard Zell, Chi- 
cago representative of Jacoby-Bender, Inc., 
had his Bar Mitzvah on Saturday, October 
16, at North Suburban Synagogue Beth El 
in Highland Park, Ill. Max Jacoby, presi- 
dent of J-B, and Bernard Kanter, sales 
manager, flew in from New York with 
their wives to be present. 

4q New officers to guide the activities of 
the Golden Roosters for 1955 were to be 
selected by the board of governors on 
October 12 at a meeting in the conference 
room of the Pittsfield Bldg. 

q William, the third son of William Swart- 
child, Jr., Swartchild & Co., 29 E. Madi- 
son St., has returned to his studies at 
Harvard University where he is entering 
his sophomore year. And, in the same 
educational vein, Gail, daughter of James 
H. Swartchild, has begun her first semester 
at Smith College. 

q The Chicago Jewelers’ Club was sched- 
uled to hold its regular dinner social on 
October 12 in the club’s headquarters in 
the Pittsfield Bldg. 

q November 11 is the date and the Mor- 
rison Hotel is the place for the annual 
stag night of the Golden Roosters, at which 
the new officers will be inducted. Also 
prominent on the agenda for that evening 
is the collection of contributions to the 
Division Street YMCA _ Boys’ Summer 
Camp, a project which the Golden Roos- 
ters have supported many years. This year 
they hope to top the 1953 contribution of 
$2.000 by a wide margin. 

4 Vincent J. Newman of the Jewelers’ 
Board of Trade expected to have a busy 
week between October 16 to 23 during 
which time he called on jewelers in St. 
Louis and Kansas City. 

4q Under the sponsorship of Handy & Har- 
man, 1900 W. Kinzie St., an educational 
film on the refining of precious metals and 
the manufacture of karat gold was shown 
to members of the jewelry industry in 
Dallas and Houston, Texas, October 5-7. 
Representatives of the firm, Bryan Tucker 
and Robert Finn, who were in charge of 
the presentation, reported considerable in- 
terest and enthusiasm on the part of the 
jewelers who saw the film. 

q Goldsmith Bros. Smelting & Refining 
Co. has prepared an unusually outstand- 
ing display to be exhibited by the com- 
pany at the National Chemical Exposition, 
October 12-15, and the National Metal 
Show, November 1-5, both to be held in 
Chicago’s Coliseum. The central feature 
of the display consists of a mammoth s‘x- 
foot circle to which are fastened samples 
of all Goldsmith Bros. products. These 
include some 70 products: gold and silver 
alloys and plating salts; platinum and 
plate metals in the form of alloys and 
chemical compounds. The exhibit at both 
shows will be under the personal super- 
vision of Don Goldsmith. 

4q Charles Dvorkin, a wholesale jeweler at 
5 S. Wabash Ave., died September 18 at 
the age of 68. Surviving are his widow 
and two sons. 








CHICAGO 


q Our sincerest condolences are extended 
to Thomas E. Donnelly, president of T, N, 
Donnelly & Co., jewelers at 35 N. Dear. 
born St., on the death of his wife, Helen, 
in St. Luke’s Hospital on September 28, 
q4.C. J. Leavitt, sales representative fo; 
Philips Mfg. Co., 29 E. Madison St., has 
returned from a flying trip to Los Angeles 
for the purpose of attending the marriage 
of his nephew, Stan Gardner. The newly. 
wed is also in the jewelry business. 

q Albert J. Baskind, owner of Basking 
Jewelers, 4009 W. North Ave., is celebrat. 
ing the 25th anniversary of his business 
at the same location. 

4 Mr. and Mrs. Mitchell J. Dimand, 
Gaines & Gaines, Inc., 5 N. Wabash Ave., 
have returned from a week’s buying trip 
to New York. While there they created 
a number of unusual new items to add 
to their holiday line of costume jewelry. 
q Marvin Frank, Frank Jewelers, Inc., 29 
E. Madison St., is now back after a six. 
week tour of Europe. Throughout his trip 
he was constantly on the lookout for un- 
usual jewelry items that might appeal to 
the American trade. He spent most of his 
time abroad in Italy, Switzerland and Is. 
rael, and in the latter country he was 
greatly impressed with the progress made 
by the new nation. Marvin can attest to 
the fact that, despite the truce, hostilities 
between the Israelites and the Arabs flare 
up quite often, as he himself was in close 
rangé of gunfire several times during his 
Visit. 

q Mrs. Eva Silverstein, switchboard opera- 
tor for the past year at Leo Rose & Co., 
212 S. State St., died on October 10 after 
a three-week illness. 

4q While visiting at the home of his daugh- 
ter, September 29, Paul Adams, manager 
of the Olsen & Ebann store in Anderson, 
Ind., was stricken with a heart attack and 
rushed to the hospital. Though still in 
the hospital at the present writing, he is 
off the critical list. 

q An attack of pneumonia proved fatal to 
Edward Borchers, Sr., 63, of Charles 
Borchers & Son, 29 E. Madison St., on 
October 7. His son, Edward, Jr., is a 
partner in the company, which is one of 
the oldest engraving firms in the city. 

4 The industry lost another of its real 
old-timers with the passing of William H. 
Rankin, 75, on September 27. Mr. Rankin 
has been associated with Oneida Ltd. for 
52 years and was highly respected by all 
in the trade. 

















WATCH DIALS 


REFINISHED 
4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bldg., Detroit 26, Mich. 
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World Traveler Addresses 
First Fall Luncheon of CJA 


The Chicago Jewelers’ Association 
started its 1954-55 series of luncheon meet- 
ings on October 21 at the Palmer House. 

Guest speaker for the first luncheon of 
the season was Oliver Vickery, prominent 
world traveler, who discussed Russia, the 
atomic bomb and the global political situa- 
tion. Regular luncheons will follow on the 
third Thursday of each month with the 
exception of December. 

The CJA Banquet Committee has com- 
pleted plans for the organization’s annual 
banquet to be held on January 8, 1955, 
at the Conrad Hilton Hotel. As usual the 
dinner will be preceded by a cocktail 
hour and will be climaxed by an outstand- 
ing program of entertainment. An excep- 
tionally attractive and valuable souvenir 
of the evening will be distributed to all 
who attend the banquet. The committee, 
however, refuses to divulge the nature of 
the gift. 


Chicago Jewelers Group 
Makes Plans for Dinner-Dance 


Plans for the annual dinner-dance of 
the Jewelers’ Association of Greater Chi- 
cago, which is to be held on November 
14, were completed at the association’s 
dinner meeting October 20. 

Chairman of the dance committee, Jerry 
Berger, Macy’s Jewelers, 55 W. Van Buren 
St., has arranged for the services of Phil 
Levant and his orchestra, now appearing 
at the Chez Paree, as well as several out- 
standing entertainers to insure a real gala 
evening. All previous attendance records 
are expected to be shattered. 

President Charles Gold, L. G. Rogers 
Jewelers, and his committee, are busily 
working on the association’s intensive co- 
operative advertising program for the fall 
season. 


Government's Business-Type 
Activities Put Under Study 


Forty-one business-type activities of the 
Defense Department are now under study 
as top Pentagon officials order that all 
unnecessary commercial enterprises which 
compete with private business be elim- 
inated, 

Defense Department, sore spot of busi- 

nessmen’s efforts to get the government 
out of competition, has directed that most 
of the studies be completed by next sum- 
mer, and the activities either abolished or 
justified as necessary. 
Watch, clock and jewelry manufactur- 
ing assembling plants and repair shops are 
among the latest to be put under study. 
Others include scientific and engineering 
instruments; optical instruments and 
lenses; ophthalmic goods; surgical and 
medical instruments and supplies; dental 
equipment and supplies; photographic 
€quipment and supplies, and plastic lam- 
ating operations. 

Scope of the government’s stake in busi- 
ness-type activities was estimated at $50 
billion in more than 100 categories when 
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the Eisenhower Administration took office. 


Officials now report “good progress” 
toward culling out the unnecessary ones. 

But a bloc of congressmen are threaten- 
ing to reintroduce next year a bill to force 
the government out of competition if the 
Administration does not do a “satisfactory 
house-cleaning job on its own initiative.” 
Although such a bill was sidetracked last 
session because of official statements that 
this program was underway, observers 
give the bill a good chance of passage. 


Extra Exhibit Space Acquired 
For Minneapolis Spring Show 


Additional exhibit space has been ac- 
quired at the Radisson Hotel in Minneap- 
olis, Minn., for the forthcoming Northwest 
Gift, Art & Housewares Show. An addi- 
tional 25 rooms have been added for dis- 
play purposes, bringing the total number 
of exhibit rooms to 150. 

The additional rooms that have been 
acquired will be made available to manu- 
facturers and distributors of lamp, house- 
ware and toy lines, in compliance with 
requests of buyers who attend the show. 

The semi-annual event will be held from 
March 20 to 23. 


Bedinger Retires as President 
Of F. H. Noble & Co. 


After nearly 35 years of service with 
F. H. Noble & Co., Frank M. Bedinger 
retired, effective November 1, as president 
and treasurer. While he will be inactive 
in the affairs of the company, he will con- 
tinue as a consultant and adviser to the 
new officers until April 1, 1955. 


FRANK M. 
BEDINGER 


Retires from 
F. H. Noble 
& Co. after 
nearly 35 years 
service 





Frank, as he is known to his many 
friends in the trade, has served F. H. 
Noble & Co. in several capacities. After 
serving in the Navy in World War I, he 
went to Chicago as manager of the home 
office. Two years later he became mana- 
ger of the sales office in New York City, 
which position he held until December, 
1937, when he returned to Chicago as gen- 
eral sales manager. 

Early in 1939 Mr. Bedinger was elected 
vice president and in 1941 he was g:ven 
the additional title and duties of treasurer. 
He was elected to the offices of president 
and treasurer in 1951. 

During these 35 years, sales of the three 
major Noble products—findings, boxes and 
trophies—have increased many fold. inter- 
rupted only by World War II when the 
entire facilities of the company were de- 
voted to war work. 











GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT, 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE. PITTSBURGH 

















WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, tll. 
Students may enroll at any time of the yeor 











For Fast Dependable 
Economical 


WATCH REPAIRING 


Send your work to 


Cooper’s Watch Repair Co. 


48 West 48 Street, New York 36, N. Y. 
Plaza 7-1740 











For Fine Quality Tarnish-Proof 
Silverware Chests Emco Silvercases 
Rolls & Bags Pacific Gift Paks 

Pacific Silver Cloth 


EUREKA MFG. CO., INC., TAUNTON, MASS. 


makers of silverware Protection since 1926 
Send for new illustrated leaflet 
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THE MARK OF FINEST QUALITY 


Will Ecker’s Genuine Engraved 


Wedding Invitations and Accessories 
“More Costly Because They Are More Costly” 


Since 1913, the finest that can be made 
and sold by leading jewelers from coast 
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to coast. Distinctive order-taking sample 
book furnished to jewelers who can qualify 
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in cities where a dealership is vacant. y) 
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Write today if you sell fine merchandise. / 


WILL ECKER & CO. 
414 N. TWELFTH BLVD. 
ST. LOUIS 1, MO. 
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SCHIRA BROS. 
PLATINUMSMITHS—DIAMOND IMPORTERS 
Manufacturers of exclusive Jewelry 

LOOSE AND MOUNTED GOODS 

MEMORANDUMS GLADLY SUBMITTED 

434 ELM ST. CINCINNATI, O. 














Exclusive Distributor of 

“MISS VANITY” JEWELRY 

Our service is beyond 
compare 


Distributors of Nationally Known Lines. 
THE D. JACOBS SONS CO. 


ALE JEWELERS SINCE 1873 








You Can Buy With Confidence From 
The Wallenstein-Mayer Co. 


Division of Harry Greenwold Co. 
31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 











DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


52 years of SERVICE PLUS 


Write for our new 
1955 Catalogue 
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q Local wholesalers and manufacturers 


brisk seasonal business, and nu- 


evening hours to accommodate retailers 
desiring to fill out their lines in anticipa- 
tion of a large volume of holiday sales. 
Because of slow sales during the hot sum- 
mer and fall months, many retailers al- 
lowed their stocks to drop below normal, 


| but with cooler weather, this trend has 


been reversed. Pretty much the same situ- 


| ation prevails throughout the South and 
| Midwest, according to salesmen, who re- 


port currently brisk business. These in- 
clude John Schira, Jr., of Schira Brothers, 
manufacturers, and George Mason, Wil- 
Honeck of 
the Kaufman-Kassel Co., manufacturers, 
both of 434 Elm St. 

q Harry Greenwold, president of Harry 
Greenwold-Wallenstein Mayer Co., whole- 
salers at 31 E. Fourth St., vacationed at 
French Lick, Ind., and Mr. and Mrs. Rob- 
ert Faigle, owners of Faigle Brothers, 
manufacturers at 12 E. Sixth St., enjoyed 
a vacation in New Orleans, La. Norma 
Cotton, treasurer of the Western Tray and 
Case Co., 427 Plum St., vacationed in 
Florida during October. 

q Robert Brown, son of George E. Brown 
of the Gerwe Brown Co., wholesalers at 
817 Main St., has completed three years 
of service with the U. S. Coast Guard, 
and is again working in the company 
office. 

q Mr. and Mrs. Carl Mart'n, owners of 
the B. David Co., manufacturers at 2508 
Vine St., attended the show of the Indiana 
Jewelers Association in Indianapolis in 
late October. 

q Eugene G. Swigart and Charles Braun 
of the E. & J. Swigart Co., jewelers’ sup- 
plies, 34 W. Sixth St., and Walter A. 
Miller of Miller Brothers Watch Strap 
Mfg. Co., have been appointed to com- 
mittees of the Watch Material Distributors 
Association of America. Swigart is chair- 
man of the constitution and by-laws com- 
mittee, Braun is chairman of the con- 
sumable supplies committee, and Miller 
serves as adviser to the Merchandising 
committee, 

4 Robert Landon, sales manager of the 
Oneida Community Division of Oneida, 
Ltd., visited the trade here with the com- 
pany’s area representative, Thomas Atkin- 
son. Others here recently on business in- 
cluded George Kissick of H. F. Barrows 
Co., Inc., North Attleboro, Mass.; George 
Spellmeyer of the R. F. Simmons Co., 
Attleboro, Mass., and Sam Breger of Kar- 
lan & Bleicher, Inc., New York. 

q Al Kovac of the Flanagan-Kovac Co., 
wholesalers in the Enquirer Building, was 
recovering from a weekend at nearby 
Camp Friedlander w'th 20 Boy Scouts. 
q A number of new items have been in- 
cluded in the 1955 catalog of S. Silver- 
man Co., Inc., wholesalers at 809 Walnut 
St. 

q Barbara Kriendler is a new member of 
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the office staff of the Victor Corp., many. 
facturers at 205 E. Sixth St. 

q Clem Eibel, 79, father of Ray C. Ejbe] 
of Klein Brothers Co., wholesalers at 626 
Vine St., died October 1. 

q Joseph Apke of th‘s city is now sales 
representative in this area for Krementz 
& Co., Newark, N. J. 

q Ray M. Grassmuck, formerly associated 
with Grassmuck Jewelers here, and dur. 
ing the last several years a realtor in Fort 
Lauderdale, Fla., visited with old friends 
here in late September. 

q Because of its steadily increasing yo}. 
ume of business, Miller Brothers Watch 
Strap Mfg. Co. has leased another floor 
at 817 Main St., and now has 12,000 square 
feet of floor space. Supplementing its lines 
of watch straps and billfolds, the firm 
began production in mid-October of a line 
of men’s belts. All of the company mer. 
chandise is sold exclusively to the jewelry 
trade. 


——_—- 


American Promotion Practices 
Causes Drop in Camera Imports 


Sharp drop in imports of German-made 
cameras—a drop of 61 per cent below last 
year in the first five months of this year— 
is caused by the mass-production methods 
and aggressive selling and, promotion prac- 
tices of American manufacturers, accord- 
ing to the U. S. Department of Commerce. 

Exports of German still cameras to this 
country totaled only 90,000 with a value 
of $2.7 million through this May, com- 
pared with 234,000 valued at $7 million 
the corresponding period last year, the 
Department says. The decline began in 
1953 when the U. S. imported 35 per cent 
of total German production. German ex- 
ports to other countries are increasing. 





More Than 600 Jewelers Enter 
Watch Inspection Time Contest 


Setting a new record, more than 600 
retail jewelers and watchmakers from all 
parts of the United States have submitted 
entries in the sixth annual Watch In- 
spection Time Contest sponsored by The 
Watchmakers of Switzerland as part of 
the national “It’s Watch Inspection Time” 
program. 

The entries this year far exceeded any 
previous total for this contest, and because 
of the wide interest and excellence of the 
entries, the judges are carefully screening 
each entry before announcing the wit 
ners, according to Paul Tschudin, of The 
Watchmakers of Switzerland Information 
Center in New York. 

“The Watchmakers of Switzerland is 
always glad to participate in the Watch 
Inspection Time program in the belief 
that it stimulates better jeweler-and-cus 
tomer relations,” Tschudin said. “We are 
particularly happy to have done so this 
year in view of the widespread interest 
among the jewelers and watchmakers, 4 § 
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UHAA MEMBERS RE-ELECT ALL OFFICERS 


Members of the United Horological Association of America, at their recent annual conven- 
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tion in New Orleans, re-elected all officers for the ensuing year. They are, seated left to 
right: Fred C. Kline, Shreveport, La., vice president; Norman D. Luth, Huntington Park, 
Calif., president, and Orville R. Hagans, Denver, Colo., executive secretary. Standing, left 
to right, are: Board Member Max Phillips, Twin Falls, Idaho; Regional Director James A. 
Long, Winston-Salem, N. C.; Board Member F. A. Givens, Shreveport, La.; Board Member 
William Yost, Milford, Nebr., and Regional Director Leslie E. Dewey, Minneapolis, Minn. 





Charles Purdom (left), special representa- 
tive of American Time Products, was pre- 
sented UHAA's Distinguished Achievement 
Award by Orville R. Hagans at the or- 
ganization's recent convention. The beauti- 
ful embossed copper plaque is on polished 
wood, with UHAA emblem in color. The 
award is to be presented annually by 
UHAA to the three outstanding figures in 
international horology. Mr. Hagans and 
Wm. H. Samelius (Elgin Watchmakers 
College) were presented same award. 





illustrated by the record-breaking number 
of entrants. 

“We appreciate the interest the Ameri- 
can jewelers have shown in our various 
advertising, merchandising, consumer edu- 
cation and contest programs.” 

The contest, which closed last month, 
was open to every jeweler and _ watch- 
maker who wished to participate. The 
entrants submitted a 150-word essay com- 
pleting this line, “I believe a Watchmaker 
is vitally important to the retail jewelry 
store because . . .” The first prize is a 
famed Neuchatel clock from the Swiss 
town by that name. The second, third and 
fourth prizes are fully-equipped Swiss 
staking tool sets, with four additional 
prizes consisting of an assortment of fine 
Swiss hand tools. Three hundred surprise 
“benus” prizes were set aside for the first 
300 entries received. 


United Nations Official 
Addresses Golden Circle Club 


An insight into the operations of the 
United Nations was given members of the 
Golden Circle Club of New York at the 
October 18 meeting of that group. 

Meeting as usual at the Hotel Del- 
monico, the organization had as its guest 
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speaker Charles Cook, political and Se- 
curity Adviser to Henry Cabot Lodge, Jr., 
Chief U. S. delegate to the UN. 

Mr. Cook explained in easy-to-under- 
stand language the complex organization 
of the United Nations and its method of 
operations. An open discussion was held 
after his address during which time he 
answered questions put to him from the 
floor. His talk aroused so much interest 
among those present, that the question 
and answer period consumed the major 
portion of the meeting. 

A “cocktails on the club” hour preceded 
the meeting and was followed by a Dutch 
Treat dinner. 


Wilson's Jirs. of Syracuse 
Make Unique Photograph Offer 


Wilson’s Jewelers, Syracuse, N. Y., pro- 
moted business in its photo studio with 
a unique offer in which it said it would 
make an 8 by 10 photograph of any child 
on the basis of a one cent a pound charge. 

For example, if the child weighed 23 
pounds, the price of the photo was 23 
cents. No appointment was necessary and 
customers were offered a choice of proofs. 
Babies under six months were not eligible. 
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RANSOM & RANDOLPH 
JEWELRY INVESTMENT 


Compare the important and distinc- 
tive features of this high quality 
jewelry casting investment. 

e Easy to mix — Sift powder into 
water at room temperature. 

e Setting time is sufficient to invest 
several flasks at one time. 

e Greater strength at end of burn- 
out cycle. Does not crack as eas- 
ily when temperature is lowered 
to casting point. 

e Greater permeability — assuring 
sharper definition in the finished 
castings. . 

e Controlled expansion results in 
accurate dimensions. 

e Cleans easily from the castings. 

Ransom & Randolph Jewelry In- 

vestment is easy to handle, assures 

outstanding results for any size run, 
and is most economical to use. 

We are the sole industrial source of 

Ransom & Randolph Investments in 

the East and maintain large stocks 

in our warehouse for immediate de- 
livery. In addition, we offer you 
prompt delivery on any and all of 
your casting and finishing needs — 
from the largest equipment to the 
smallest accessories. For additional 
information — 


Write for CATALOG #52 
and new casting supply 
supplement, 

















The Weston line of sculptured 
Religious Medals and Car Emblem 
Ignition Keys have been accepted 
as the world’s finest. Wrought in 
sterling silver and 14k gold they 
have long been cherished gifts by 
all who buy or receive them. Of 
consumate artistry and exquisite 
detail—they are incomparable. 


Send for Free Catalogue 
NATIONAL 


The Brothers Co. 


1707 Berkeley St. 


SALES AGENTS 


Santa Monica, Calif. 








Everybody wants “‘ZODIACS."’ Three dimensional 
carved erystals set in Sterling Silver, handsomely 
boxed. 1” diam. $84.00, 1/4” diam. $108.00, dozen 
pairs, Keystone. 

LEPA ARTS 


K 
8626 Melrose Ave., Los Angeles 46, Calif. 














52,000 JEWELRY BOXES 


ameiien Presentation boxes for jewelry. Size 6/2” 
long, 3%2” wide, | 1/16” deep. All metal, panpasote 
covered, velveteen lined, hinge top. Brand new. Con- 
verts easily by small decal or label. Original cost 
$1.25. Price 25 cents in thousand lots. Lower for 
larger quantities. SAMPLE ON REQUEST. 

Made by Ferrington, Noble, Arrow, Mele 


TRANSCON SALES 
947 S. Broadway, Los Angeles 15, Calif. 




















Ask For 
Dependable 
Time Tested 


NYE OILS 


Best for Watches and Clocks 


Wm. F. Nye, Inc., New Bedford, Mass 











Tarnish Preventive 
SILVERWARE CHESTS 


Lined with Pacific Silver Cloth. Guaranteed 
fine quality. Prompt Service. Also Pacific 
Cloth rolls & bags 


EUREKA MFG. CO., INC., TAUNTON, MASS. 


makers of silverware protection since 1926 
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q Mr. and Mrs. John J. Seltzer, owners 
of Parr’s Jewelry Store at 102 E. Broad- 
way, Glendale, Calif., have opened a sec- 
ond store in the arcade of Crawford’s 
Supermarket, Alhambra, Calif. Anthony 
W. Pesta has been made manager of the 
watch repair department. 

4 Ben D. Kellis, former sales manager for 
Gruen Watch Co. on the Pacific Coast, 
has purchased King’s Major’s Jewelers, 
Inc., 5216 Lankersh'm Blvd., North Holly- 
wood, Calif. Mr. Kellis has completely 
remodeled the store which is now operat- 


ing as Crest Jewelers. His son, Gerald, 
and Bernard Davis have been named as 
managers. 


4 W. M. Glynn, who for the past 25 years 
has worked as a jewelry manufacturer for 


the trade in the east and midwest, has 
moved to San Diego, Calif. Mr. Glynn 


has opened a manufacturing plant in the 
Robinson Bu‘lding at 520 E. St. 

4q A new jewelry store partnership was an- 
nounced recently by Joseph Norvell. Un- 
der the name of Norvell & Koklich, the 
new stere is located at 583 San Mateo 
Ave., San Bruno. Mr. Norvell has long 
been active in the retail jewelry trade, and 
Mr. John Koklich was formerly manager 
of one of his stores. 

q Pasadena Credit Jewelers, 335 E. Colo- 
rado St., Pasadena, was recently  pur- 
chased by Simon L. and Oscar L. Zweibel 
from Mr. and Mrs. Max L. Mintz. 

4q October 1 was scheduled for the open- 
ing of a new jewelry store at 617 Fourth 
St., Clovis. by Ed Welch. Mr. Welch has 
operated Neely’s Jewelers in Fresno for the 
past eight years. To be completely stocked 
with jewelry, the new store is to occupy a 
space 14’x40' in a new $100,000 business 
building of modern design recently con- 
structed. 

q Pierre J. Touraine, owner of Pierre’s 
Lapidary, 315 W. Fifth St., Los Angeles, 
returned from a six weeks’ trip to France, 
flying both ways. 

4@ Vitaly Lysick re-opened his manufactur- 
ing jewelry shop in Room 1066 Phelan 
Bldg., 760 Market St., San Francisco, do- 
ing special order work for the trade. 

q The San Francisco office of K. Mikimoto 
& Co., Ltd., represented by Commercial 
Pacific Co., 209 Post St., announced a 
statue was erected recently on Pearl Is- 
land, in Japan, by members of the pearl 
industry of the late K. Mikimoto. It was 
erected in recognition and appreciation of 
his undying efforts in bringing the cultiva- 
tion of pearls to a point where it has be- 
come one of the leading industries of his 
country. Located near Mr. Mikimoto’s 
birthplace, Tobamachi, the statue is in the 
area in which a majority of the pearl farms 
are situated. 

4 Al Schwartz, wholesale and manufactur- 
ing jeweler, moved October 1 to Room 504 
Metropolitan Bldg., 315 W. Fifth St. He 
at 220 W. 
Fifth St., Los Angeles. Mr. Schwartz spe- 
cializes in a series of Jewish good luck 
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He is also the manufacturer of 
the Myro line of men’s and ladies’ ring 
mountings. 

q Wendell White, manager of The Ball 
Co. of California, 610 S. Broadway, Los 
Angeles, announced recently that his firm 
has been appointed distributor of Chastel] 
clocks in California, Arizona, New Mexico, 
Oregon and Washington. The Chastel] 
clock is electrically-operated without wires, 
plugs, or winding, but uses only a small 
flashlight battery to run the shock-protected 
jeweled movement for two years. It comes 
in an all-metal case styled to harmonize 
with modern, traditional and period home 
furnishings. 

q Al Goldberger, manufacturers’ represen. 
tative, 448 S. Hill St., Los Angeles, is rep. 
resenting the Kestenman Bros. Mfg. Co. on 
the West Coast now. 


charms. 


J. A. Meyers & Co. Forms 
New Manufacturing Division 


Marking their 42nd year as manufac. 
turers of men’s and specialty jewelry, J. A. 
Meyers & Co., Los Angeles, has announced 
the establishment of a new manufacturing 
division—Cellini Creations. 

According to F. A. Meyers, a principal 
of the company, Cellini Creations will spe- 
cialize not only in unusual sterling silver 
motifs and genuine ebony mounted cuff 
links, but also in the manufacturing of 
cuff links made with hand-fired enamel 
on sterling silver. The cuff links are indi- 
vidually hand-enameled with cloisonne and 
all designs are modified modern abstracts 
in delicate transparent and opaque shades. 


San Jose College Discontinues 
Watchmaker Training Program 


The watchmaking course at San Jose 
State College has been temporarily dis- 
continued due to lack of students. Com- 
menting on this, Francis Crofut, who was 
in charge of the course, stated that the 
condition may be permanent or temporary 
depending on future conditions. 

“It requires both a need within the trade 
for workers,” he continued, “and a des:re 
on the part of students to learn the trade 
for any training program to continue. It 
is quite often true that these conditions 
occur only one at a time instead of to 
gether. Where our classes were at their 
peak, we had difficulty in placing the 
students, but in the last two years we have 
had several calls for each student avail: 
able.” 

Stating that the school feels that both 
the local San Jose jewelers and the Cali- 
fornia RJA has done everything that could 
be done to make the program a_ success, 
Mr. Crofut concluded: “As I personally 
see it, the problem of more students will 
not be solved until the shortage of watch 
makers is so acute that the jewelers again 
place help wanted advertisements in the 
local papers. Then we will probably have 
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more students than we can either train 
or place.” 

The equipment for the course is being 
stored as a unit so that it will be avail- 
able, and the college can and will provide 
a teacher when the need for the training 
program is again felt. 


Jackpot Drawing of California 
24-K Club Mounts in Value 


Doesn’t seem like anyone is going to 
win that jackpot drawing at the Jewelers 
24 Karat Club of Southern California 
meetings. And the stake keeps going up. 
For the next meeting, November 9, the 
jackpot drawing will be for a $75 bond. 

A talk on jeweled books by Gordon 
Holmquist is scheduled for the November 
meeting. Mr. Holmquist is the recipient 
of the First Gutenberg award given by the 
Jewelers 24 Karat Club of Southern Cali- 
fornia last January. This award is to be 
given annually to the printer in the area 
who has contributed most to education or 
progress in printing. Before he invented 
the printing press, Gutenberg was a gold- 
smith. 

The club’s ninth annual dinner dance 
was set for October 19 in the Embassy 
Room of the Ambassador Hotel. 


Buyers and Exhibitors 
Acclaim Denver Gift Show 


Exhibitors and buyers at the 20th Den- 
ver Gift and Jewelry Show were reported 
as saying that the event was, from an over- 
all viewpoint. the most successful, one held 
yet. The semi-annual show was held Sep- 
tember 23 to 26 at the Hotel Albany, 
Denver, Colo. 

Opening on a Thursday instead of 
Sunday proved more than satisfactory 
from the exhibitors’ and buyers’ stand- 
point. A more even flow of traffic pre- 
vailed on Thursday and Friday with an 
expected low on Saturday. Sunday, the 
closing day, registrations were heavy. 

Sunday buyers, mostly from out of 
town, were able to complete their shop- 
ping that day due to the lack of interfer- 
ence of local buyers who, in most cases, 
had completed their buying earlier during 
the opening day. 

In order to assist buyers who were not 
able to complete their buying on Sunday, 











JUST OUT—FOR PROFITS! 


Latest catalogue of famous NASTRIX 
Watches. EXCITING NEW STYLES 
— Exceptionally beautiful 14 karat 
goldplated finish. 17 Jewel movements. 
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| the closing day, the spring show will open 


on Friday, March 4, and close on Tuesday 
noon, March 8. It is felt that this proce- 
dure will work out better for all con- 
cerned, according to H. “Wes” Johnson, 
president of Allied Exhibitors, Inc., spon- 
sors of the Denver show. 

It was stated that registrations at this 
show were greater than ever and that most 
exhibitors enjoyed a satisfactory increase 
in buying compared with past events. 


Arizona RJA Meets in Phoenix 


The Arizona Retail Jewelers Association 
1954 convention was scheduled for Sunday, 
October 24, at the Desert Hills Hotel, 
Phoenix. 

The program was to follow the following 
pattern: a business session in the morning, 
buffet lunch, trade talks and discussion in 
the afternoon followed by presentation of 
resolutions and election of officers. 

The association is headed by Newton 
Rosenzweig (Rosenzweig’s, Phoenix). Vice- 
president is Otto Schmieder of Phoenix 
and _ secretary-treasurer is Sidney Karp, 
filling the position occupied by L. E. Lar- 
son, who passed away July 15. 


Honolulu Businessmen Form 
New Jewelry Corporation 


Hal Wallace, formerly of California and 
Oregon, has announced the formation of 
a Hawaiian corporation—Hawaiian Certi- 
fied Distributors, Ltd—composed of lead- 
ing Honolulu businessmen. 

The new corporation will specialize in 
the distribution of diamonds, watches and 
jewelry, and in addition will handle traf- 
fic appliances. The corporation also in- 
tends to open a chain of credit jewelry 
stores throughout the Hawaiian Islands. 

Mr. Wallace, president of the corpora- 
tion, has been a resident of the islands 
for the last six years. He originally went 
to Hawaii for several weeks to liquidate 
a wholesale jewelry business. He liked the 
country and climate so well that he de- 
cided to stay and has lived there since. 


Bulova Watch Co. Awards 
Eight College Scholarships 


Eight students have been awarded col- 
lege scholarships under the program of 
educational aid instituted last year by the 
Bulova Foundafion for the sons and 
daughters of Bulova Watch Co. employees. 
The names of the eight scholarship win- 
ners were announced by Arde _ Bulova, 
Foundation trustee and Bulova board chair- 
man. 

The eight scholarships awarded this year 
were accompanied by the presentation of 
checks and scholarship certificates. These 
were presented by Beardsley Ruml, chair- 
man of the Bulova Scholarship Award 
Committee, at a reception and dinner held 
at Bulova Park, Flushing, N. Y. 

The award winners’ parents, all of whom 
are employees of the Bulova Watch Co., 
were present as special guests. Arde 
Bulova, Beardsley Ruml and_ Stanley 
Simon, vice president of the Bulova Watch 
Co., were the presiding group. 
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No. 905—$3.50 retail 
SPRING-O-MATIC 
Gold Tooled Florantine Jewel or 
Stud Box in Suntan or Ginger 
with full suedine lining. 


No. 761—$6.00 retail 
Quonset "Non-Collapsible" Kit in 
Authentic Scotch Plaid. Other 
styles, including “Collaps-A-Kits” 
from $4.00. 


No. 616—$20.00 retail 
SPRING-O-MATIC 
Fitted Dressing Case in Top Grain 
Cowhide with Chromium Fittings. 
Other styles from $5.00. 


a 


No. 963—$18.00 retail 
Bar Set in Genuine Top Grain 
Cowhide. Drop-front Case — I! 
Fittings. Other styles from $12.50. 


t+eeteteteteettgteeett¢tetette+ettetettete+ +t 


MV00O AMI4rmr FreZownamv Z— <co AOMD <ymmM< DCo< 


++ 
+ + 
i 


m leading 


ble only fro your 


availa’ ' 
eee For Catalog write to 


Distributor or to— 


JAMAICA PLAIN, 














































Haviland 
China 









eT sail SEF 
@carries these 
authentic 

trademarks 


MADE IN 
AMERICA 


MADE IN 
FRANCE 





5 


'nw coRmPORAT €E O 


270 PARK AVE., NEW YORK 17, N. Y. ‘& 


*Reg. U.S. Pat. Of. 


Aart 



















Importers of 
ENGLISH CHINA 
and 


EARTHENWARE 


Stock and Import 


FONDEVILLE & CO., INC. 
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Bone Chine Olanerware, Queen's Ware 
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JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 
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California Horologists 
Outline Promotion Plan 


Officers elected at the recent annual 
meeting of the Horological Association of 
California in August included: President, 
Leonard Willoughby, Glendale Time Shop, 
Glendale; Vice-President, Howard Nixon, 
Nixon’s, Long Beach; Secretary-Treasurer 
re-elected, Norman D. Luth, Tower Jew- 
elry, Compton. 

The retiring president, Morris Wolf, 
Wolf Jewelers, Long Beach, became chair- 
man of the board of directors whose mem- 
bership includes: Leon F. Wells, Wells 
Jewelers, North Long Beach; Charles 
Snow, Snow’s Precision Watch & Clock 
Laboratory, Long Beach; George Stevens, 
Glendale Time Shop, Glendale; and Bruce 
Blackman, Inglewood. 

At this time a comprehensive outline of 
the group’s proposed California Watch- 
makers Plan was presented by Mr. Luth, 
who stated that although every watchmaker 
cannot be a wizard in repairing watches, 
every watchmaker would be able to main- 
tain a minimum standard. Among the 
first and foremost requisites for becoming 
a watchmaker, Mr. Luth listed the tak'ng 
of the examinations from the United Horo- 













logical Proficiency Laboratory or from the 
Horological Institute of America. Just 
hanging up the jeweler’s proficiency cer. 
tificate to collect dust is not enough, de. 
clared Mr. Luth. Some steps should be 
taken to advise the general public that he 
is a Certified Watchmaker. The publiciz. 
ing of certified or proficiency watchmakers, 
he continued, can and will be done 
through the state organization if enough 
watchmakers get behind the plan and help 
to support it financially. 

Among the ideas which Mr. Luth out. 
lined for promoting or publicizing the pro. 
ficient watchmaker were: (1) pliofilm bags 
in which the overhauled, regulated, re. 
paired, etc., watch is placed. On the bag 
is such information that the watch has 
been repaired by a_ proficiency tested 
watchmaker, and is guaranteed, etc. (2) 
Attaching to the watch a little string tag 
giving the vital statistics of the watch and 
the name of the store. The customer 
should be impressed with the necess‘ty of 
keeping this as a record of the watch in 
case of fire or theft. (3) Postcards to be 
sent out as soon as the watchmaker has 
passed his test announcing this fact. The 
last step listed to becoming a professional 
watchmaker, Mr. Luth declared, is bond- 


ing. 





Father's Day Council 
Unveils Poster for '55 


“Home Is Where Democracy Begins” is 
the theme stressed in the new 1955 Father’s 
Day official poster. 





Remember Hirn — 
At Your Dad’s Day Meal 


“MY MAN of the YEAR” 








HOME IS WHERE DEMOCRACY BEGINS 


The poster (shown here) makes the 
ideal display to sell the holiday and the 
spirit behind it. It makes a spectacular at- 
tracter when shown in store windows in 
various sizes. 

For copies of this poster, which is dis- 
tributed by the Father’s Day Council at 
cost, address the Council’s main office, 50 
East 42nd St., New York 17, N. Y. Atten- 


tion: Alvin Austin, executive director. 





Connecticut RJA Donates $500 
To Jewelry Tax Committee 


Congress was urged to repeal the 10 
per cent jewelry excise tax in a resolution 
adopted at the annual convention of the 








Connecticut Retail Jewelers Association, 
which was held September 19 at Waverly 
Inn, Cheshire. The association backed up 
its resolution with a check for $500 given 
to the Jewelry Industry Tax Committee to 
finance the fight for elimination of the 
tax. 

The more than 200 jewelers and their 
guests who attended the convention heard 
a stirring address by Preston Bergin, ex- 
ecutive vice chairman of the Jewelry In- 
dustry Tax Committee. Mr. Bergin termed 
the jewelry excise tax a “discriminatory 
levy” which was originally imposed dur- 
ing World War II to cut down on con 
sumer buying. He added that it has now 
lived long past its usefulness; especially 
today, when the country’s stability de- 
pends on sustaining the present rate of 
consumer spending. 

Mr. Bergin stated that this tax has, in 
fact, developed public resentment to the 
point where an important segment of the 
jewelry business has been driven into 
channels where excise taxes are avoided 
and uncollectable. 

Howard I. Michaels of New Haven was 
re-elected as president of the association. 








EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
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ROYAL CROWN DERBY CHINA 


HALLCRAFT! 
Americas Fastest Selling 


Dinneware US 
— Illustrated Literature Available — 
MIDHURST CHINA CO. 


129 FIFTH AVE. ® NEW YORK 3, WN. f. 
15-125 Merchandise Mart, Chicago, Il 
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November 


6-19—Costume Jewelry Manufacturers 
Association of New York, Fourth Semi- 
Annual Show (for wholesalers only), Hotel 
Martinique, New York. 

7-19—United Jewelry Show (For Whole- 
salers Only), Sheraton-Biltmore Hotel, 
Providence, R. I. 

10—Boston Jewelers Club, Annual Beef- 
steak Dinner, Hotel Statler, Boston, Mass. 


January, 1955 


4-12—Keystone China & Glass Show, 
Hotel Fort Pitt, Pittsburgh, Pa. 

5-12—Pittsburgh Glass and Pottery Ex- 
hibit, Hotel William Penn, Pittsburgh, Pa. 

8—Chicago Jewelers Association, 81st 
Annual Banquet, Conrad Hilton Hotel, 
Chicago, Il. 

9-12—Miami Gift, China, Jewelry & 
Novelty Show, McAllister Hotel, Miami, 
Fla. 

9-13—Main Floor Accessories 
Hotel McAlpin, New York. 

15—Twenty-Four Karat Club of the City 
of New York, 53rd Annual Banquet, The 
Waldorf-Astoria, New York. 

16-19—Southeastern China, Glass & Gift 
Show, Atlanta Municipal Auditorium, At- 
lanta, Ga. 

23-25—Carolina Gift Mart, Radio Cen- 
ter, Charlotte, N. C. 

23-26—Washington Gift 
Willard, Washington, D. C. 

23-27—Parker House Gift Show, Parker 
House, Boston, Mass. 

23-28—California Gift Show, Brack 
Shops, Merchandise Mart, Alexandria and 
Biltmore Hotels, and individual show- 
rooms, Los Angeles, Calif. 

31-February 11—Chicago Gift Show, 
LaSalle Hotel and Palmer House, Chicago, 
Til. 

31-February 11— Merchandise Mart 
China, Glass & Gift Show, Merchandise 
Mart, Chicago, III. 


Show, 


Hotel 


Show, 


February 


3-6—Gift, China, Glass, Stationery & 














CRYSTAL by BRODEGAARD 


IMPORTS—from Sweden—Stemware, Vases, Bowls 
AMERICAN MADE—Stemware and Drinking Accessories 
Send for new illustrated catalog 
R. F. BRODEGAARD & CO., Inc. 
225 FIFTH AVENUE NEW YORK 10, WN. Y. 
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Housewares Show, 
Mart, San Francisco, Calif. 

3-6—Western China, Glass, Gift, Jewelry, 
Toy, Stationery & Housewares Show, Civic 
Auditorium, Palace, St. Francis and Sir 
Francis Drake Hotel, San Francisco, Calif. 

13-16—Portland China, Glass, Gift, 
Jewelry, Stationery, Toy & Housewares 
Show, Portland Public Auditorium and 
Plaza Hotel, Portland, Ore. 

20-24—Allied Gift’ & Jewelry Show, Ho- 
tel Adolphus, Dallas, Texas. 

20-24—Pacific Northwest China, Glass, 
Gift, Jewelry, Stationery, Toy & House- 
wares Show, Civic Auditorium, Olympic 
and New Washington Hotels, Terminal 
Sales Building, Seattle, Wash. 

20-25—Dallas Gift Show, Baker Hotel, 
Santa Fe Building, and Merchandise Mart, 
Dallas, Texas. 

21-25—New York Gift Show, Hotels 
Statler and New Yorker, New York. 

27-March 2—Ohio State Gift Show, Ho- 
tel Deshler-Hilton, Columbus, Ohio. 


March 


4-8—Denver Gift & Jewelry Show, Hotel 
Albany, Denver, Colo. 

6-10—Detroit Gift Show, Hotels Statler 
and Sheraton-Cadillac, Detroit, Mich. 

7-11—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

19-20—Nebraska Retail Jewelers Asso- 
ciation, Annual Convention, Hotel Yancey, 
Grand Island, Nebr. 

20-23—Northwest Gift, Art & House- 
wares Show, Radisson Hotel, Minneapolis, 
Minn. 

27-30—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 


27-30—Indianapolis Gift Show, Hotel 
Claypool, Indianapolis, Ind. 

April 
1-5—American Gem _ Society, Annual 


| Conclave, Hotel Statler, Boston, Mass. 


3-5—Wisconsin Retail Jewelers Associa- 
tion, Annual Convention, Hotel Schroeder, 
Milwaukee, Wis. 


May 


15-19—New York International Trade 
Fair, 25th Street Armory, New York, N. Y. 
30-31—Watch Material Distributors As- 
sociation of America, 9th Annual Conven- 
tion, Fairmont Hotel, San _ Francisco, 


Calif. 


June 


26-27—New Hampshire Retail Jewelers 
Association, Annual Convention, The Far- 
ragut House, Rye Beach, N. H. 


July 


24-28—National Jewelers Associa- 
tion, Annual Convention and National 
Jewelry Fair, Conrad Hilton Hotel, 
Chicago, Il. 


August 
14-18—American National Retail 
Jewelers Association, 50th Annual 


Convention and Trade Show, Waldorf- 
Astoria Hotel, New York. 
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Representatives & Distributors 
NOTE: A number of territories 
are being opened to complete our 
plans for expansion. For infor- 
mation write: F, H. Schoeman, 
Vice-Pres. in Charge of Sales. 


METASCO, INC. 401 5th Ave., N. Y. 


































Jewelry Making 






For Tradesmen and Craftsmen 


Jewelry making is one of the oldest, most fascinating and respectable of 
crafts. It is the purpose of this series of articles to present to both beginner 
and advanced craftsman, practical methods of making hand-made jewelry. 


Part VI—Settings 


Stones, whether semi-precious or pre- 
cious, when used in jewelry, must be held by a setting. 
The purpose of the setting is mainly functional—to hold 
the stone; and a good setting in order to enhance the 
beauty of the stone is invariably simple. The type of 
setting used depends on the shape (cut) of the stone, its 
transparency, and also the place of the stone in the gen- 
eral design and use of the jewelry object. Below is listed 
several of the important methods of making hand settings 
for semi-precious and precious stones. 

Remember, the thickness of the material—silver, gold, 
or platinum—required to make a setting depends upon 
the size of the stone and the type of setting. By studying 


by MURRAY BOVIN 


completed settings, the craftsman should be able to de- 
termine quickly the proper metal thickness. 

The setting tools shown in fig. 19 are required. Bee’s 
wax is used to pick up the stones for testing and placing 
purposes. The use of the other tools is described where 
used. The setting tool is made of steel. Its rectangular 
tip may be 14” by 3/16” or smaller. The pushing and 
rocking tools may be steel or brass. The pushing tool's 
tip may be a 14” or 3/16” square. The rocking tool is 
3/16” wide and of any desired length. 

The bezel setting is used primarily for cabochon and 
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Fig. 19—The principle tools required for making settings are illustrated above. 
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each penny you put into monthly time-payments 
can come back to you in dollars...through 
3-WAY PROFITS. 




















THE BEST in watch records. Consistently 
accurate, easily readable for rating and 
analysis. More and better work in less 
time. That means EXTRA PROFIT. 


THE BEST in dependable operation, day 
in and day out. Economical maintenance 
is money saved. That, too, means EXTRA 
PROFIT. 





More WatchMasters are being sold 
than all other watch-timing ma- 
chines in the World, combined. 
There must be a reason. There is! 
It’s the BEST. 


THE BEST in quality and construction. 
Durability is the foundation of long life. 
Extra years of service for your investment. 
That, also means EXTRA PROFIT. 

















NAME 

COMPANY 
American Time Products, Inc., ADDRESS 
580 Fifth Ave., New York 36, N. Y. 
Gentlemen—Please arrange for a CITY, STATE 





WatchMaster demonstration so | 
may judge its advantages, myself. 


AMERICA’S STANDARD »% MADE BY AMERICANS 


simple step cut stones, though occasionally it is used 
for the other cuts. There are three common versions: 
the box, the bearing, and the rectangular. 

Wrap a thin piece of metal around the girdle of a 
cabochon cut stone. For silver jewelry, 28 gauge ster- 
ling silver may be used. Cut strip to the required length. 
File and fit the edges until they meet perfectly and then 
solder to form a band. Strip should be cut the right 
length or a hair line smaller for if the band that it 
forms is too small it may be stretched by hammering on 
a small tapered mandrel; if it is too large it must be 
cut smaller and resoldered. The band may be shaped 
with pliers and it should fit the stone perfectly but not 
tightly. 

If a stone is forced into a tight fitting bezel it is liable 
to crack. Level one side of the bezel on a smooth, flat 
file or on an emery rubbing stone. Now solder the band 
to a flat piece of metal to form the box. If the stone is 
iransparent, remove most of the inside bottom piece of 
the box and leave just enough metal to form a bearing. 
Vile the bezel to the required height, just sufficiently 
high to set the stone. Occasionally the stone may be 
raised by dropping in a loose flat inner bezel. Finally 
the setting is soldered to the jewelry piece; it may be a 
ring or pin. When all soldering is completed, the stone 
is set. 


STONE SET IN BEZEL SETTING 


The stone may be set in a bezel setting by means of a 
burnisher, pushing or rocking tool, or setting tool. The 
burnisher is rubbed back and forth over the bezel’s edge 
until it is forced down over the stone. The pushing tool 
is pressed to force the edge of the bezel over the stone. 
The rocking tool is rocked back and forth to press the 
edge of the bezel over the stone. The setting tool is 
preferred by many craftsmen for setting stones in bezel 
settings. 

Don’t hammer directly against the stone for the vibra- 
tion from the hammer blow will be transmitted to the 
stone and is apt to crack it. Hammer almost straight 
down on the bezel and start by hammering on alternate 
sides to ensure centering the stone, and then continue 
hammering until the bezel is firmly against the stone. 
With all methods, smoothen the edge of the bezel with 
a fine barratee (safety edge and back) file. Beginners 
often encounter the problem of fitting a cabochon stone 
into a bezel that is slightly too small. The solution is: 
grind the girdle of the stone very lightly on a carbo- 
rundum wheel, or with a fitting tool remove some of the 
metal from the inside of the bezel. 

Twisted wire is often soldered around a bezel setting. 
The trick to fitting the wire is: first, solder the wire to 
form a band a little smaller than required; taper the 
top edge of the bezel slightly with a file; then, stretch 
the band. if necessary, on a mandrel until it can be 
forced onto the bezel; finally, solder the twisted wire to 
the bezel or base metal. 

The bezel bearing setting differs from the box setting 
in that the bezel is not soldered to a flat piece of metal 
but contains a metal strip soldered on the inside to 
form a bearing for the stone. The inner bearing is used 
to raise the level of a stone for high bezel settings for 
pins or to provide a flat base for a stone when the bezel 
is soldered to, or formed to fit, a curved shank of a ring. 

Make the bezel the same way as the box setting. Then 
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form a band from another piece of metal, generally g 
little thicker, so that it fits inside the bezel. File one 
side of the band, after it has been soldered, until it js 
perfectly flat. Now fit it into the bezel, smooth side up, 
to form a bearing for the stone. Leave it sufficiently 
from the top of the bezel to allow enough metal to set 
the stone. Solder the band to the bezel and then file the 
bottom to the desired shape. The stone is set the same 
way as the bezel box setting. 

The bezel rectangular setting is ideal for simple step 
stones. The bezel can be made from thicker metal than 
the box setting, as thick as 20 gauge in sterling silver, 
The height of the metal should be just a little less than 
that of the stone. Two strips of metal are required. 

One strip is nicked or grooved with a three corner file 
to 2/3 of its thickness and then bent in towards the nick 
to form a right angle. Solder the metal in the inner 
corner where it has been bent to reinforce it. The two 
sides of the bent metal should be a little longer than 
corresponding sides of the stone. Then the stone is 
placed in the corner of the piece and one end of the 
metal, usually the shorter, is filed so that it is exactly 
the width of the stone. The other strip of metal is treated 
similarly. 

The two strips are now put together so that the inside 
space is the exact size of the stone. The pieces are then 
soldered together and after soldering the protruding 
ends are cut off. A little filing on the sides and bottom 
is all that is necessary to complete the rectangular bezel 
setting. Though the setting can be made from one strip 
of metal, the method described above is much faster and 
more accurate and is the method used by commercial 
jewelers. The stone is set, after the bezel has been 
soldered in position, the same way as the other bezel 
settings. 


SIMPLE PRONG SETTING 


The simple prong setting is exceptionally easy to make, 
yet very practical. It is often used for gold and silver 
link bracelets, pins, and earrings. Occasionally it is 
used in platinum jewelry for settings for small diamonds. 
Though the cabochon cut stone is especially adapted for 
its use, it is used with the other cut stones. There are 
several ways of making the setting and soldering the 
prongs. 

The bearing or base piece is made from rectangular 
wire or from tubing. The wire is bent with the aid of 
pliers, cut to size, and soldered to form bands to match 
the shape of the stone. Sections may be cut from tubing 
with a jeweler’s saw to form the bands for round stones. 
In either case, the band should be slightly smaller than 
the base or girdle of the stone so that when the stone 
rests on it, it should not be seen when looking straight 
down. 

The placement, number, and size of the prongs is 
determined by the size and shape of the stone. Generally 
four prongs are used. The prongs are made from round, 
rectangular, or half-round wire, and the shape of the 
wire is determined by the relationship of the setting to 
the design of the jewelry. 

The prongs are soldered to the base as follows: cut 
the prongs a little longer than required. Place the bear- 
ing or base on a smooth charcoal block. With pliers 
force the prongs against the side of the base and slightly 

(Please turn to page 216) 
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ne STUD—Is it right to fasten hairspring 

stud in balance cock before putting these in watch 
after cleaning, or the other way around? (Question No. 
6404) D. S. 


Answer—lIn this matter, there is some difference in 
the practice of watchmakers who may be considered 
good workmen. We believe, however, that most of them 
follow a custom of laying the balance cock upside-down 
on bench, engaging overcoil in regulator pins and stud 
in its hole; tightening stud screw; taking cock in 
tweezers and carefully inverting it. Then, placing balance 
in movement with lower pivot in its jewel-hole and roller 
jewel in fork-slot; engaging upper pivot in its hole deli- 
cately; checking these engagements with balance cock 
bottom completely seated on lower plate; then screwing 
cock in place. 


RAWPLATE PROBLEM—I bought a drawplate and 
tongs for reducing the sizes of wire and tubing. I 
have some trouble in gold sticking in a thin coating on 
the inside of the holes of the plate; also, the wire gets 
very hot. How can this be prevented? (Question No. 


6405) G. B. 


A nswer—Both of your troubles can be prevented by 
coating the gold wire or tubing with beeswax before and 
during the drawing. To apply the wax, heat the wire or 
tubing moderately and rub a cake of wax on it, to melt a 
thin coating of wax over the metal. Another thing to do 
is to heat the metal to a low red heat occasionally, dur- 
ing the drawing, to anneal it. A good practice is to wipe 
the drawplate when putting it away after use, with 
kerosene, allowing some of the oil to get into the holes. 


PPLYING OIL—TI saw in a book that I cannot find 
now a rule for oiling watches and clocks. What is 


this rule? (Question No. 6406) S. D. 


Answer—Probably what you refer to is a rule for 
knowing where and where not to apply oil in watches 
and clocks. Oil should be applied wherever there is 
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sliding friction in the action of the parts, which is at 
pivots, pallets, and on the coils of mainsprings. Oil 
should not be applied where there is rolling friction, like 
at the teeth and leaves of wheels and pinions. The fric- 
tion at fork-and-roller action is a combination of sliding 
and rolling friction; here, nearly all authorities say oil 
should not be applied, because any advantage there is in 
reducing the friction, is offset by the liability of the oil 
to catch and hold dust. Besides, the fact that the nature 
of the action, and forms of the parts, are such that oil 
that is applied does not long remain where it is useful. 


LINVAR SPRING—Is it practical to replace an old, 
rusted steel hairspring in an American pocket watch 
with an elinvar spring so as to run no risk of further 


rusting? (Question No. 6407) H. M. 


Answer-—The elinvar spring would, as you say, 
avoid any risk of rusting. But the watch would not keep 
lime in varying temperatures. The original balance is a 
compensating (brass and steel) balance, which off-sets 
changes of rate in the carbon steel spring due to changes 
of temperature. This would produce serious errors in 
temperature rates if used with an elinvar hairspring. 
With the latter, the balance should be one of the mono- 
metallic type, which does not compensate. We would not 
advise replacing both the balance and hairspring, unless 
you are skilled in position adjusting. Generally speak- 
ing, it would be safest to replace the rusted hairspring 
with a new carbon steel spring. 


Dp“ WASHERS—I have heard many arguments on 
use of dial washers to keep watch hands running 
without catching each other. Some watchmakers say 
washers are “botch-work.” What do you think? (Ques- 
tion No. 6408) A. B. 


Answer—Generally speaking, we would agree with 
those who condemn the use of dial washers for the pur- 
pose in mind. They are not absolutely reliable, although 
for the most part they do keep the hands from 
“tangling.” But using them is at best a makeshift. When 





THE JEWELERS’ CIRCULAR-KEYSTONE 








big winner! 


YOU are eligible for the coveted Brand Name Retailer-of-the- Year 
Plaque or one of four Certificates of Distinction to be awarded 
in your retailing field next Brand Names Day. 

Win one of these important awards by promoting brand names 
all through 1954! Brand names mean business. Thousands—or millions— 
of dollars worth of national advertising, paid for by the 
manufacturers, pre-sell your customers and cut selling time. You get 
faster turnover, because known brands outsell unknowns by 
seven or eight to one in most categories. 

Steady demand and repeat sales give you fewer markdowns. Because 
brand name manufacturers pre-test their products, and assume 
responsibility for them, you have fewer adjustment worries. Reputable 
brands add prestige to your store, and bring you advertising help 
that cuts your costs and adds to the effectiveness of your advertising. 

These are the ways you win, this year, by promoting brand names. When 
you win a Brand Name Retailer-of-the-Year Award, your winnings 
increase! Exciting publicity in your local newspapers and trade papers 
brings you prestige among your customers and your suppliers, 
and adds to store traffic. 





Be a big winner! Send the coupon for your Brand Name 
Retailer-of-the-Year entry blank today! There’s no cost, 
no obligation, no entry fee. And you get the idea-packed 
merchandising kit, “Brand Names Mean Business,” 
free! 





oO SS A SE NA A SDD LD ES Se 


37 West 57th Street, New York 19, N. Y. 


Please send me an entry form for the 1954 Brand Name 
Retailer-of-the-Year competition, and a copy of the 
free kit, “Brand Names Mean Business.” 


Firm Name 





Type of Firm 





Executive 
Title__ 
Street 














City 
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you discover excessive side-shake or end-shake, in the 
fitting of parts of the dial-train, it is better to make cor- 
rections in the fitting than to try to cever up faults by 
using washers. It takes very little time to make a new 
hour-wheel pipe, which is about the most that would 
have to be done to secure a perfect side-shake and end- 
play of the pipe on the cannon-pinion; and with this 
accomplished, the hands will travel perfectly without 
catching at any point on their travel around the dial. 
This will also assure safe action of the hour-wheel teeth 
in the leaves of the minute-wheel pinion, which is im- 
portant in both the running of the watch and when 
setting it. 


— PROCESS—When we read _instruc- 
tions for joining two brass parts of a tool being 
made by “sweating” what is meant by this word? (Ques- 


tion No. 6409) F. M. 


A nswer—Sweating” is a form of soldering in which 
a thin film of solder is applied by heat to each of the 
two surfaces; then the parts are heated together, so that 
the solder unites to make a close joint in the job. 


IRST WRIST WATCH—When were wrist watches 
first placed on the market in U. S. A.? When were 
the first pocket watches made in this country? (Ques- 


tion No. 6410) P. R. 


A nswer—The earliest record we can find of wrist or 
bracelet watches having been introduced in America on 
a commercial basis is in the advertising of an importer 
of Swiss watches in New York, dated May, 1906. They 
were Swiss cased movements attached to flexible bracelets 
of the spring-link type. This, of course, is not saying 
that someone might not have, in some single instance, 
mounted a watch movement on some sort of a bracelet 
earlier than the year mentioned; but that couldn’t be 
considered the introduction of wrist watches “on the 
market.” 

In this same spirit, we understand your second ques- 
tion to be, when were the first pocket watches made in 
America on a really permanent and commercially im- 
portant scale? This was at Waltham, Mass., beginning 
in 1854. The company that later became the Waltham 
Watch Co., started operations at Roxbury, Mass., in 
1850, but moved to Waltham in 1854. Between these 
years it had to spend most of the time experimenting, 
building machinery, and organizing and training per- 
sonnel for the factory that was re-located at Waltham, 
the ancestor of the present Waltham Watch Company. 
The next important American watchmaking industry be- 
gun, was the present Elgin Watch Company, at Elgin, 
Illinois, which started to produce watches in 1867. 


EATHER BANDS—What tools and materials would 
I need to make up leather wrist watch straps as a 
specialty in our shop? (Question No. 6411) W. B. 


Answer—Frankly, about the only practical advice 
that could be given you, if you desire to go into the 
leather goods manufacturing business, is to work in a 
leather goods shop as an apprentice, or to pay for in- 
struction, and learn that business! There is a lot to 
know in any business besides the names of tools and 
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materials used in it; and the idea that “anyone can make 
leather goods” is about the same as that “anyone can 
repair his own watch.” 


NCREASING MOTOR POWER—For driving my lathe 

I have been using a Dumore motor with a foot pedal 
control for speed. Motor is belted direct to lathe and 
has been satisfactory. Lately I had a job on turning a 
large diameter piece held in bezel chuck and cannot get 
enough power out of the motor to take a fairly deep cut 
on the work. Is there any way to do this without in. 
stalling a heavier motor? I like this motor so well for 
all watchwork that I don’t like to make a change, but 
would like to be able to do larger work when it does 


turn up? (Question No. 6412) H. C. 


Answer—lIt is of course unavoidable, with a rheostat 
speed-control, that the desirable increase of power with 
a reduction of speed cannot be obtained. The thing you 
can do is to install a counter shaft between the motor 
and the lathe; belting from the small pulley of the motor 
to a large pulley on the countershaft will increase power 
at the latter. A further increase may be secured by belt- 
ing from another small pulley on the countershaft to a 
larger one on the lathe spindle. The usual form of 
pulleys on both lathes and countershafts, with a variety 
of diameters of belt grooves, can be used to afford a 
selection of both speeds and powers for the lathe. 





Jewelry Making 


(From page 212) 


into the charcoal. The prongs now can be easily soldered 
to the base without fear that they will move. Many 
craftsmen prefer to solder one prong to the base first. 
This prong keeps the base from moving when the other 
prongs are placed in their proper positions. When solder- 
ing is completed, the setting is removed from the char 
coal block, the bottom ends are nipped off, then the bot- 
tom is rubbed smooth on a flat emery stone, and finally 
the prongs are cut and filed to the proper height to 
complete the setting. 

When many identical; simple prong settings must be 
made, there is a trick way of making them much faster 
than the above method. The bearing or base pieces are 
made from wire or tubing, though usually tubing, the 
same way as they are made above. The prongs are made 
from two wires of the proper thickness and shape. Each 
wire is bent in the center to form a long U. The inner 
width of the U should be the same as the outer width of 
the band. Cross both U’s at the bottom, solder them 
together, and adjust the prongs so that they are equal 
distances apart. Place one of the bases in position be- 
tween the prongs, and solder. Repeat the operation, 
leaving just sufficient room between the bases for the 
proper height of the prongs. When all the bands have 
been soldered the wires are nipped to form individual, 
simple prong settings. 

Cabochon stones are set in simple prong settings by 
merely pushing the prongs in and down on the stone 
with a pushing tool and occasionally by hammering 
lightly on a setting tool. The ends of the prongs are 
then filed to shape. 
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NEW DOVE PENDULETTE, 
A Santa Claus Special! LY 


A brand new big brother in # Set es 
the famous Lux family of Pen- te; 
dulettes! Ornately finished in 
black, mahogany and gold. 
Bird bobs up and down as pen- 
dulum swings. A delightful 
gift—wonderful for children. 


No. 314, retail...... $3.98 * 



























ELECTRIC CALENDAR CLOCK 


The only electric calendar clock 
in America at this price! Tells 
the day, the date, the time! 
Superbly styled in flame red, 
metallic bronze, ice white, eb- 
ony, antique yellow. Ideal for 
any home, shop or office. 


No. 5120, retail..... 












iit tie De Y YOUR TIME-REMINDER LINE 


THE LUX CLOCK MANUFACTURING CO., INC., WATERBURY, CONN. 








SINCE 1887 


BOWMAN TECHNICAL SCHOOL! 


The long waiting-list to enter B.T.S. is now 
ast; and you can set any date you wish, to 
egin your course. 

A very fine new book of facts about B.T.S. 

and its work: Your Future and Our School, 

tells how you can benefit supremely by a 

B. T. S. course, and will be mailed you, free: 

write for it. 

B.T.S. graduates pass any State Board ex- 

aminations, or the Certified Master Watch- 

maker tests of H.I. of A. 

Highest authorities say B.T.S. is the best 

school. Courses approved for Korean P.L. 550 

and P.L, 894 veterans. 

Courses in Watchmaking, Engraving and 

Jewelry Repairing. 

Write for free book! Your Future and Our 

School— 


to BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 


John J. Bowman, gee pha, Charles Ezra Bowman, 
Director ki = Registrar 
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orried About 


the Performance 


of Your Extra 
Holiday Help? 


Here is a quick easy way to teach your temporary 
Christmas help. Place a copy of this 2 color—24 page— 
7 by 10 inch book in the hands of each of your new 
clerks. 


FITTING INTO THE 


_e 


MELT 








Peg sac scrcarooser torent 


ONLY 50¢ a COPY 


24 pages of “capsule courses” on + Diamonds + 
Watches + Clocks + Silver + Colored Stones »+ 
China & Glass + Giftware Items—including glossary 
and 2 pages of test questions. 


SEND YOUR ORDER TODAY 





100 East 42 Street, New York 17, N. Y. 


Please send immediately . . . copies of "Fitting into the 
Selling Picture'' at $.50 per copy. Enclosed is $.......... 


INAONE osc eeee's 

FIRM ..... 

SUNMENG oo coda gaye scgg.se MaKe canes ates ahaa 

CITY. st Smt Seana a lar Sara BONN: «2x SUA es aes 
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Croton Introduces 
"Time Control" Watch 





The Croton Watch Co., 404 Fourth Ave., 
N. Y., has introduced “Time Control,” a 
method by which his watch can be regu- 
lated by the wearer himself. As shown in 
the photo, the watch can be regulated by 
just a slight turn to “fast” or “slow” on 
the back of the case. The Time Control 
watch is also water-resistant, and need 
not be opened for regulation. 

The Time Control is described by Croton 
as the means to enlighten customers about 
the fact that watches need regulating, as 
many customers are not aware that they 
do. It is called a boon to busy executives, 
farmers who come to town once a week 
and servicemen on maneuvers. 





Benrus Makes Available 
Exciting "Mystery" Display 
The Benrus Watch Co., 50 W. 44th St., 


N. Y., is offering a 17 and 25 jewel watch 
display, shown in the photo. It is a color- 


Viewers - 25 sewets 
fBENRUS 
SEL E-WINDING © WATERPROOF’ 
x ie ee i ta 


» 





ful “mystery” display designed to stop 
passers-by, when they try to figure out 
what makes the transparent, black lucite 
center circle turn. 

The turning action also winds the watch 
displayed in the circle. On the black 
lucite are selling slogans which turn mys- 
teriously in a horizontal plane, around a 
back-lit, bright red stylized crown. 
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Naomi Savings 
Have Deadline Date 


Naomi of Island Park, N. Y., manufac- 
turer of jewelry findings, has announced 
that it’s current reduced prices, which offer 
a savings to the jeweler of 40 per cent, on 
bracelet watch findings will terminate on 
Nov. 30. 

The company advises it is about two 
weeks behind in deliveries, and cannot 
guarantee to fill orders received after 
Nov. 15 at the special low prices. 


Karlan & Bleicher Offer 
Large Array of Shanks 





Karlan & Bleicher, manufacturers of 
Perfect rings and ring findings, report 
that the shank section in the latest edition 
of their catalog is the biggest and most 





elaborate they have ever assembled. Typi- 
cal of the wide range of style and design 
of their shank creations are the three 
tailored shanks shown in the photo, Nos. 
47074, 47075 and 47076. 

The company stresses that these die 
struck shanks represent a small portion 
of its “almost unlimited array of shanks.” 
The company states that the shanks are 
non-porous, non-brittle, easier to assemble, 
take a superior finish and are original in 
concept and design. Further information 
can be had from the company, Dept. J, 


188 W. 4th St. N. Y. 





Sickles and Co. issues 
Holiday "Giftwares" Catalog 


The newly formed Sickles and Co., 914 
Walnut St., Philadelphia 7, Pa., has an- 
nounced the issue of a special Christmas 
“Giftwares” catalog. It specializes in new 
and novel gift items in copper, brass, sil- 
ver, wood and chrome to retail from $3.95 
to $25. Only a limited number of catalogs 
are available and only by request. 














Old Car Creates Interest in 
Elgin Self-Winding Display 


Y MORPy 


4 i 





The popularity of old and unusual auto. 
mobiles has been utilized by the Elgin 
National Watch Co. to give jewelers a new 
device for creating point-of-sale interest in 
self-winding watches. As shown in the 
photo, it is a motion display with a little 
man actually cranking an _ old-fashioned 
car. A billboard in the background is il- 
luminated by a flasher that focuses atten- 
tion on the key selling point: “No more 
winding with self-winding Elgin watches.” 

Gordon Howard, Elgin advertising man- 
ager, described the display as “one of the 
best window pieces ever put out by our 
company.” It is offered outright to jewel- 
ers at $19.75. 


RCA Victor Offers 3-in-One 
Musical Christmas Gift 


RCA Victor is offering a new three-in- 
one gift for the holiday season. Shown in 
the photo, it consists of an automatic “Vic- 
trola” 45 phonograph, regularly selling for 





$34.95, which plays up to 14 “45” records; 
10 “45 EP” records, condensing 12 clas- 
sics, which in complete album form would 
cost almost $60; and a 42 page musical 
enjoyment guide, written in easy to un- 
derstand form by a famed critic at no 
extra charge. This offer is $39.95 retail. 
The company calls the 10 EP records 
the “world’s first digest of best loved 
music,” and it includes such composers 48 
Beethoven, Tchaikovsky and Grieg. 
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Colorful Picture Display 
introduced by Artcarved 


% 







x 
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Artcarved diamond rings, made by J. R. 
Wood & Sons, has introduced this inter- 
esting new fall diamond ring display. It 
is designed for windows, and is in full 
color, with a hand rubbed antique gold 
oval frame. 

The display is an exciting new version 
of Artearved’s seasonal display card which 
is sent to all Artcarved diamond ring 
dealers. 


New Heavy Duty Polishing 
Machine by Leiman Bros. 


Leiman Bros., Inc., 171 Christie St., 
Newark 5, N. J., has announced the new 
Leiman Heavy Duty Jewelers Polishing 
Machine. shown in the photo. Called 
model S-52, it is being introduced after 
many years of experiments. 

Of major importance is the new power- 
ful suction system. The blower system has 
heen enlarged and the duct piping re- 
modeled to remove obstruction. By mak- 
ing these important changes, Leiman has 
been able to improve the suction and make 
it three times stronger. S-52 also features 
the triple action dust catching system 
which draws more of the valuable dust 





into the machine. The dust can be later 
refined and in a few years will pay for 
the original cost of the macihne. Also 
featured are pre-lubricated ball bearings 
at all points. 

The above features make S-52 ideal for 
Touging, and heat the tough problem of 
collecting dust when rouge is being used. 


The company will send price and catalog 
upon request. 
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Oneida Offers Special Manual, 
“Tableware for Today's Living" 


Oneida’s newest manual “Tableware For 
Today’s Living,” relates the advantages 
of sterling, silverplate and stainless steel. 
It also touches briefly on the background 
of Oneida Ltd., flatware design, the con- 
tribution of silver to the home and some 
controversial points of etiquette. 

The manual was designed and written 
by the editors and home economists of 
Harvey and Howe, Inc., publishers of the 
home economists’ bible, “What’s New in 
Home Economics.” The complete booklet 
was published in the February, 1954, issue 
of “What's New.” 

Oneida states the manual was an in- 
stantaneous success and continues to be 
one of the most requested offers of “What’s 
New.” Oneida feels it would benefit jewel- 
ers as well as home economists. The com- 
pany has had an additional supply printed 
and a copy may be obtained by writing 
to Tableware For Today’s Living, Box 123, 
Oneida Ltd., Oneida, N. Y. 


Ronson Launches New 
"Windlite" Promotion 


Ronson has announced that a powerful 
national promotion has been launched for 
the “Windlite” lighter. A display, the 
WL-6, has been designed for window or 
counter use. It uses a striking red “Day- 
Glo,” which produces extra sales appeal. 
Six lighters come with it at $28.35 retail 
value. National full page ads will run in 
Life, Look and Sports Illustrated, and TV 
spots will be used in key cities. A Wind- 
lite catalog sheet, describing all its dealer 
aids, is an additional promotion. 


Jelco Announces a New 
Imitation Rhodium Finish 


Jelco Finishing Equipment Corp., 153 
E. 26th St., N. Y., has announced a new 
imitation rhodium finish. It is plated finish 
comparable to rhodium in color and to 
nickel in the cost of application, the com- 
pany states. The make-up and replenish- 
ment of the solution is accomplished with 
one material—called “‘Rhodon Salts.” The 
solution is extremely simple to operate 
and maintain. 





Flex-Let Introduces Ladies’ 
Jewelry for Holiday Selling 





Flex-Let has introduced earrings and 
ladies’ cuff links, featuring fashion styling, 
for the holiday gift buying season. Ex- 
pertly fashioned in high gold finish in 
leaf, heart, round and oval designs, some 
are set with jewels, including rhinestones 
and pearls. The earring and cuff link sets 
retail from $6.95 to $8.95, F. T. I. 

Shown in the photo are cowgirls from 
the Roy Rogers Rodeo admiring their 
Flex-Let links and earrings. 





Admiration Products to 
Distribute GE Appliances 


Admiration Products Corp., 23 W. 23rd 
St., N. Y., has announced that it has been 
appointed distributors for the small ap- 
pliances of the General Electric Co. 


Longines-Wittnauer Presents 
Thanksgiving Festival on TV 


The Longines-Wittnauer Watch Co.’s 
hour-long Thanksgiving Festival of Music 
and Song will be seen and heard for the 
sixth consecutive year by a nation-wide 
CBS network television audience on 
Thanksgiving afternoon at 5 o’clock EST. 
These superior productions, termed by the 
company as the original “TV-Spectacular,” 
have become a traditional part of holiday 
celebrating in millions of homes from 
coast-to-coast. 





This year’s program promises to be 
more spectacular than ever before. It will 
again present a famous surprise guest 
artist and a cast of more than 100 others, 
including the Longines Symphonette, 
shown in the photo, the Longines- Wittnauer 
Choraliers and the corps de ballet, in a 
new and charming adaptation of one of 
Grimm’s most-beloved fairy tales, “The 
Sleeping Beauty.” Elaborate sets have 
been created to contribute realism to the 
magic of the story. 
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Dramatic Watch Display 
Available from Gruen 


GRUEN satosind 


S as you WEAR ip; 


gat? 





An automobile steering wheel which 
turns from side to side dramatically il- 
lustrates the “wind as you wear it” theme 
on this new Gruen “Autowind” display, 
operating on a simple flashlight battery. 
It is available through Gruen sales rep- 
resentatives. 


Paper-Mate Sponsors 
Linkletter TV Show 


Paper-Mate Pen Co. has expanded its 
national advertising campaign with spon- 
sorship of the NBC full network TV show, 
Art Linkletter’s “People are Funny.” 
David Kittredge, advertising manager, an- 
nounced that Paper-Mate is sponsoring 
the show for 13 weeks. Sponsorship began 
Oct. 17. The show goes to over 7,280,000 
TV screens through 115 stations through- 
out the country. 


The Linkletter show is spearheading the 
company’s Christmas advertising budget, 
but will not substitute for any other pro- 
motion medium. Linkletter will do the 
Paper-Mate commercials in person. 


Bristol Seamless Rings Star 
In Dumont Television Program 





In this TV scene from Dumont’s “Food 
for Thought” program, television star Vir- 
ginia Graham models palladium wedding 
and engagement rings from a_ new all- 
palladium line introduced by Bristol Seam- 
less Ring Co. Guest Robert Kronstadt of 
the Bristol Co. described his firm’s in- 
creasing use of palladium. 
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Dolan and Bullock Add 
New Men's Jewelry Line 


Dolan and Bullock, manufacturers of 
“Correct” men’s jewelry, have added a 
new line to be marketed under the brand 
name “Cavalier.” The new line features 
cuff links retailing at $2 to $5, tie slides, 
$1.50 to $3, and combination sets, $3.50 
to $7.50. 

Correct men’s jewelry is 10K gold, 
sterling, 1/20 12K gold-filled and 10K gold 
rolled overlay. Like Correct, Cavalier will 
be distributed through wholesalers. 





Feature Ring Emphasizes Its 
“No Obstruction" Principle 


The Feature Ring Co., 130 W. 46th St., 
N. Y., recently pointed out that the con- 
struction of Feature Lock Interlocking 
rings which permits maximum diamond 
brilliance has been called one of the vital 
factors behind the company’s growth. This 
patented construction, as shown in the 
photo, avoids light-blocking or dirt-catch- 
ing obstruction beneath the diamonds. 

According to Henry Peterson, president 
of Feature Ring, this “no obstruction” con- 

















struction gives Feature Lock that extra 
brilliance and massed diamond fire effect 
which is a powerful selling point in every 
diamond sale. 


Jules Racine Issues 
Detailed Catalog 


Jules Racine & Co., specialists in fine 
timers, 20 W. 47th St., N. Y., has issued 
an excellent, detailed catalog on its Gallet 
timers., Guinand and Galco timers, Gallet 
chronographs and Racine watches. These 
products meet almost every need for timers 
in sports, TV-radio, science, industry, time- 
study, aviation, communication or wherever 
accuracy counts. 

The timers range from plain timers to 
decimal timers, yacht timers or special 
split-second timers. The Gallet and Galco 
timers have seven jeweled lever move- 
ments, chrome finish, hinged nickel cases, 
Nivarox hair springs and Glacidur metal 
balances to minimize contraction and ex- 
pansion and are anti-magnetic. Other 
movements are available up to 17 jewels. 
Racine watches include doctors and 
nurses professional models, automatics, 
and Braille watches. The firm also offers 
complete repair parts for all models. 

A recent suggested retail price list is 
enclosed with each catalog. 








Baker Introduces New Line 
Of Illusion Type Settings 





A new line of high settings in the fash. 
ionable illusion style is now available from 
Baker & Co., Inc., 113 Astor St., Newark 
5, N. J. Known as series 730, the new de. 
sign, shown in the photo, has sides that 
open in a graceful “V” shape to allow 
the greatest amount of light to enter and 
magnify the diamond. Further enhancing 
the illusion is a deep, highly polished re- 
flector which stands away from the dia- 
mond’s rim. 

According to Baker, another feature is 
ease of setting made possible by con. 
structing the beads so that they are in- 
clined to precise angles. Series 730 comes 
in eight sizes, for stones from five to 75 
points. 





Attractive Rope Pearl 
Display by Edwin Freed 


To meet the current jewelry fashion of 
long rope pearls and beads, Edwin Freed, 
14 W. 23rd St., N. Y., display manufac- 
turer, has designed a beautifully finished 
black wrought iron and crystelle velvet 
combination rope and bracelet display. 
Shown in the photo, it is available in 



































black, aqua, gray and American Beauty 
crystelle, and is 33” high. 

The top bar measures 21” across and 
the bottom bar is 14”. The heavy 5 lb. 
base has an 8” diameter. Both base and 
bars are velvet covered. The top bar holds 
a dozen “ropes.” It is $16.90, f. 0. b. 
shipping point. 
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Webster-Wilcox Offers 


Distinctive Hollowware 





Webster-Wilcox. a division of the Inter- 
national Silver Co., has made available 
a distinguished group of silverplate hol- 
lowware pieces that is multi-purpose in 
use, and which the company states, are 
priced to fit the average income. 

For example, a silver tray, useful for 
passing beverages, sandwiches, etc., now 
has a curved rim to make the piece double 
as a dish for floating flowers. This tray 
with rim is adaptable too for serving 
shrimp or hors d’ouvres when a_ silver 
bowl is placed in the center to hold sauce. 
These uses are shown in the photo. 

An attractive folder, designed for con- 
sumer distribution, of the Webster-Wilcox 
line is available and contains pictures of 
about 41 sets of hollowware. Included are 
adjustable candelabra, tea and coffee ser- 
vices, serving dishes, trays, chafing dishes, 
punch bowls, wine coolers and cocktail 
servers. Representative retail prices range 


from $10 to $174.50. 


Zodiac Offers 
Novel Watch Display 








An unusual motion display is available 

from the Zodiac Watch Agency, 521 Fifth 
Ave, N. Y., to feature its self-winding 
“Autographic” with the Reserve Power 
Gauge. 
The motion of the large arrow, shown 
in the photo, imprinted with the word 
“see,” is synchronized with the Reserve 
Power Gauge to show the running time of 
the watch. In the foreground is a rich 
blue and gray velvet tray handsomely 
featuring a selection of six Autographics. 
The display is 13” high and has sufficient 
battery power for two months of contin- 
uous action. 
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Sheaffer Offers $1,525 
In Window Contest Prizes 


Cash prizes totaling $1,525 will be of- 
fered by the Sheaffer Pen Co. for the best 
Christmas window displays. The contest 
closes Jan. 15, and to compete, dealers 
must use a window display of Sheaffer 
merchandise for at least a week and send 
its photo to the company. 

There are three prizes in each class for 
the eastern, central and western sales divi- 
sions. First prize is $100, second $50, third 
$25 and $5 for the 200 next best windows. 

As part of the competition, Sheaffer is 
offering a new window display on a mer- 
chandise deal. A large Santa Claus holds 
a boxed Snorkel pen and pencil, and elec- 
tric lights flash alternately between the 
box cover and the white dots on the pen 
and pencil. 


Columbia Offers 
Giant Ring Display 
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A giant Columbia “Tru-Fit” diamond 
ring, complete in every detail from spar- 
kling imitation diamond to “Guardian 
Angel” spring units, is the center of a 
new revolving point-of-sale counter dis- 
play unit currently being made available 
to Columbia dealers, as part of an exten- 
sive fall merchandising program by Colum- 
bia Diamond Rings, Axel Brothers, 21-10 
49th Ave., Long Island City, N. Y. 

As shown in the photo, the display, 
6°4” in height, features an ingenious mul- 
tiple mirror device that provides several 
views of the ring and captures the eye of 
the customer. 


Libbey Glass Releases 
Fall Catalog in Color 


Home barware glassware and a new line 
of “Golden Rose” pattern hostess sets are 
features of a 36-page color fall retail cata- 
log just released by Libbey Glass, divi- 
sion of Owens-Illinois. 

The 1954 fall catalog, first of its kind 
for Libbey, also shows more than 30 other 
table glassware patterns along with pack- 
aging and pricing data. 

Inside covers of the booklet illustrate 
Libbey’s national consumer advertising 
program, largest in the firm’s history, ap- 
pearing in Life, Saturday Evening Post, 
House Beautiful and other magazines. 








Herschede Introduces 
New Modern Floor Clock 





A stunning new floor clock, made for 
modern, functional tastes, has been an- 
nounced by the Herschede Hall Clock Co., 
Cincinnati, O. Shown in the photo, it is 
literally a modern “grandfather” clock, 
standing five and a half feet tall, 15” wide 
and 8” deep. The dial, made of silky spun 
brass, is marked by gracefully modern 
numerals at 12, 3, 6 and 9, and stick 
markings at the other hour settings. It 
has a four jewel, key-wound movement. 

Beneath the brass dial, set in satin 
smooth maple, are three shelves for books 
or other decorative items. Two models are 
available, one with bells striking the hour 
and half hour, at $160, and the other 
without bells at $145. 


—14___. 


Big Bulova Timer in Photo 
Exhibit by Bulova Jewelers 
Shown in the photo is the large, three 
ton Bulova timing device used in the 
sports arenas of Los Angeles, St. Louis, 
Washington, D. C., Providence, Chicago, 





Indianapolis, Boston, Buffalo and Detroit. 
It is called the $60,000 miracle timepiece 
and times accurately basketball, ice 
hockey, boxing and other sports. 

The clock requires only one operator, 
and he controls 30,000 feet of wire, 1,200 
bulbs, 120 electrical relays and 1,008 cir- 
cuits. It measures 14 feet long and seven 
feet high. On each side, it has a clock 
giving regular time, and below that is an 
event or game clock, with penalty clocks 
for hockey or basketball on each side of 
it. 

Currently, Bulova jewelers in the above 
cities are displaying a special photo ex- 
hibit on the Bulova arena timer. 
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Westclox Introduces 
The Tiny "Mascot" 
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Westclox, a division of the General Time 
Corp., has announced a new, small spring- 
driven alarm. Called “Mascot,” it comes 
in ivory, maroon and green cases with 
easy to read dial, cushion base and rubber- 
mounted movement. Barely 314” high, it 
has a quiet tick and pleasant bell alarm. 
Plain is $4.95 retail and luminous dial 
is $1 more, each plus tax. 

Mascot assortment No. 377, shown in 
the photo, includes three plain dials and 
three luminous dials in all colors. 





Anniversary Pearl Co. Offers 
Assortment with Free Display 


The Anniversary Pearl Co., 48 W. 48th 
St., N. Y., is offering display assortment 
No. 55, consisting of Anniversary pearls 
for additions. The object of the Anniver- 
sary pearl necklace is to increase its size 
by the continual purchases of Anniversary 
pearls. 

Shown in the photo, the display consists 
of eight cards of pearls in different sizes, 
$4 to $11.50 Keystone. Entire assortment 





is $51 Keystone, with the daley free. It 
is available through wholesalers. 


New Gold-Filled Manufacturer, 
Loran Sim Co., Established 


Emilio Simeone, formerly part owner of 
Van Dell Corp., has announced that he 
and his son Roland have established the 
Loran Sim Co., 158 Pine St., Providence, 
R. I. Mr. Simeone has had 40 years’ ex- 
perience in the production of gold-filled 
jewelry. 

Loran Sim’s new lines will be ready for 
the early 1955 market and will be dis- 
tributed through wholesalers. 
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Gutschneider Reports Wide 
interest in Palladium Line 


The response of retailers to the new 
line of fashion jewelry made of palladium 
by Jack Gutschneider Jewelry Co. has 
been reported “excellent” by Jack Guts- 
chneider, head of the firm. 

He reported brisk sales of his antique- 
flavored, rigid jeweled bracelets, brooches 
and earclips since the line was introduced 
two months ago. Retailers are finding that 
palladium is providing them with a good 
promotional tool. It is merchandised as 
an “all-precious metal priced between gold 
and platinum that has an enduring, bril- 
liant whiteness and the ability to hold 
gems securely,” Mr. Gutschneider said. 


Alice Jewelry Offers 
Smart Color Displays 


Three new dimensional counter and 
window displays are now available from 
the Alice Jewelry Co., 52 Valley St., 





Providence, R. I. Promoting the “Bridal 
Pair” and “Bridal Belle” lines, the smart 
color displays are designed to boost fall 
gift sales. 

Two of the displays present assortments 
of Bridal Pair and Belle items, the latter 
shown in the photo, including two styles 
of earrings, necklaces, bracelets, pins and 
key chains, retailing at $1 each. The third 
display features two boxed gift sets of 
cuff link and collar pin combination at 
$3 and the cuff links only at $2. 





Grand Prix Saint-Eloi Watch 
Design Contest Announced 


The Grand Prix Saint-Eloi watch de- 
sign contest is open to designers and 
artists of all professions, and designs 
should be submitted to Grand Prix Saint- 
Eloi Maison Brandt Freres, 6, Avenue de 
Villars, Paris, before Dec 1. 

A minimum of two designs of ladies’ 
watches can be entered in one of three 
categories: a jeweled watch; a deluxe 
watch with gold bracelet; or a watch 
without jewels or gold bracelet. Designs 
must be in color, shown in a 60 degree 
angle oblique perspective, as seen from 
above, and on paper cut to 18/24 cen- 
timeters. 

Grand, second and third prizes are 
500,000, 125,000 and 50,000 francs and 
the best 15 designs for execution into fin- 
ished models will get 10,000 francs. 



















































Apex Offers Free 
Watchband and Ident 
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A free watchband and photo ident, 
shown in the photo, which the jeweler 
may sell for full profit, are being offered 
with two special assortments by Apex 
Accessories, Greenwich, Conn., to cele. 
brate Apex direct selling to the retail 
jeweler. 

One assortment includes 12 Quadra. 
Flex watchbands, and the second includes 
12 Quadra-Flex photo idents. 





Ronson Takes Orders in All 
States for Electric Shaver 


The Ronson Corp. has announced that 
Ronson sales representatives are now au: 
thorized to take orders for the new Ronson 
electric shaver with delivery in January, 
1955, in all states not now having distr‘bu- 
tion of- the shaver. Distribution was orig. 
inally confined to west of the Mississippi. 
The Ronson shaver plant in Stamford, 
Conn., will be completed this December, 
and national distribution will follow after 
the first of the year. 


Pilliod Offers Line of 
Chests Direct to Retailers 


The Pilliod Cabinet Co., Swanton, 0,, 
states that for the first time in its long 





history as a manufacturer of silverware 
chests, it is offering a complete line of 
chests direct to the retail trade. One 
chest, the Pilliod’ “Economy Chest,” is 
described as noted for its ability to boost 
sales of complete silverware sets. 

The company states that many retailers 
have found it profitable to use the Economy 
Chest as a giveaway with each sale of 4 
complete silverware set. It is $5.95 retail. 
Shown in the photo, it is constructed en- 
tirely of wood and has a walnut finish. 
With a red duvetyn lining to resist tarnish, 
it holds service for 8 or 12. 
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David Sarkin Introduces 
"Automatic Step-Up" Promotion 















David Sarkin Inc. has introduced a new 
promotion of six Kin Lock Interlocking 
ring sets in a beautifully packaged tray. 
Named the “Automatic Step-Up” promo- 
tion, shown in the photo, the selection of 
six rings is presented and priced to attract 
the customer to the higher ranges even 
though the customer’s original interest 
stemmed from the low cost rings. 

The package, including 4, 1/3 and % 
carat total weights, has a recommended 
retail price of $900. 


Elgin's Christmas Promotion, 
Biggest in Its History 


The Elgin National Watch Co. has ap- 
proved the largest pre-Christmas promotion 
drive in its history, according to A. L. 
Rowe, vice president in charge of market- 
ing. “We have just about doubled our 
pre-Christmas ad budget this year with 
the ‘Elgin Hour’ and our largest magazine 
spreads,” he said. 

A jump in business is expected by Mr. 
Rowe because of the huge pent-up volume 
of consumer purchases, delayed while the 
public waited to see which way the wind 
was blowing. 





Sherwood Lighter is Table 
Or Pocket Lighter in One 





The Sherwood Lighter Co. 100 Out- 
water Lane, Garfield, N. J., is introducing 
a line of lighters that can be used as either 
table lighters or pocket lighters. By simply 
slipping it from its decorative base, the 
Sherwood PBA butane lighter, shown in 
the photo, converts into a handsome pocket 
lighter. The bases are made of genuine 
calf leather covering a wood frame, and 
are available in five beautiful colors. 
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News of Personnel 








Ray Crowfoot has been named sales 
representative in the Oklahoma-Kansas 
area for the Wadsworth-Hadley sales divi- 
sion of Elgin National Watch Co., it was 
announced by H. E. Rich, sales manager. 





RAY CROWFOOT 
Wadsworth 


ARNOLD MELTZER 
Waltham 


The Waltham Watch Co. has announced 
that Arnold Meltzer is the company’s 
new representative in New England. 





Over 7,000 Entries Received 
In Flex-Let-Life Contest 


Flex-Let Corp. has announced that over 
7,000 entries have been received for the 
Flex-Let-Life Magazine “Guess the Page” 
Contest. In August, Flex-Let announced 
a 26 week ad campaign in Life. Contest- 
ants were to guess the page in Life on 
which Flex-Let’s ad would appear each 
week for the first 12 weeks. 12 cash prizes, 
totaling $2,250, are offered. 

An independent contest judging organ- 
ization, the Advertising Audit Co., N. Y., 
is tabulating all entries not postmarked 
later than Sept. 30, 1954. 

Tabulated entries will then be judged 
by P. M. Fahrendorf, THE JEWELERS’ Cir- 
CULAR-KEYSTONE, and Harry Bromley, Na- 
tional Jeweler. 


“Tweezer-Lite" Introduced 
By Top-Line Sales Co. 





The Top-Line Sales Co., 2098 E. Villa 
St., Pasadena 8, Calif., has introduced the 
“Tweezer-Lite,” which has a built-in, bat- 
tery operated light that focuses directly 
on the object to be removed or picked up. 
Precision ground, it is made especially for 
the jewelry and watchmaking trade. $1.18 
retail. 








Jack McHugh has joined the sales 
department of the Toastmaster Products 
Division of McGraw Electric Co., it was 
announced by S. C. Rexinger, electric 
housewares sales manager. He will be 
manager of a specialized group of dealer 
contact salesmen. 





A. S. BROPHEY 


JACK McHUGH 


Toastmaster Gemex 


Arnold S. Brophey has joined the 
Chicago office of the Gemex Co., it was 
announced by William A. Swartman, di- 
rector of sales and advertising. 





R. J. White of the J. J. White Mfg. Co., 
Providence, R. I., has announced that 
Robert C. White will cover New England 
and the company’s eastern territory, in- 
cluding Pittsburgh. 





he 


R. C. WHITE 


PETER KLINE 
White Pakula 


Pakula & Co., 218 S. Wabash Ave., Chi- 
cago, Ill, has announced that Peter 
Kline, Birmingham, Ala., will cover Mis- 
sissippi, Tennessee and parts of Alabama 
for the company . 





David Karp Initiates 
Diamond Promotion 


David Karp Co., Inc., manufacturers of 
“Handkraft” diamond rings, has announced 
that in conformance with its program of 
guaranteeing total weight promotions, each 
set of rings is stamped with the guaran- 
teed diamond weight. 

Karp has planned a program for the 
jeweler to introduce this promotion. Each 
set is boxed with the guarantee certificate 
included, and a series of newspaper mats 
has been prepared. 
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Special Notices 


“Situation Wanted”—Megular type only $1.50 
first 25 words; additional words, 10 cents per 
word. Heavy type $6.00; additional words 25 
cents per word. 

“Help Wanted”’—‘Lines Wanted” and “Side 
Lines”—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 

All other headings—regular type $6.00 first 
25 words; additional words 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials, and abbreviations 
count as words, and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month. 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of recommendations. 


Jewelers’ Circular-Keystone 
100 E, 42nd St., New York 17 
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Situations Wanted 








PAWNSHOP salesman; top level; age 
48. Address ‘‘M., 1258,” care J C-K. 





DISPLAY box salesman; high calibre. Ad- 
dress “‘D., 1433,” care J C-K. 





DIAMOND setter, fine craftsman, would 
like position in Florida part of the year. 
Address “H., 1369,” care J C-K. 





POSITION as first class watchmaker, in 
South Florida or Honolulu preferred. 
O. B. Freed, Box 13, Nashville, Ga. 





ENGRAVER: jewelry, silverware shop ex- 
perience, 25 years; temporary or per- 
manent. Jamison, 3032 Rodman St, 
N.W., Washington, D. C. 


JEWELER. good repair man, natural 
sales and display man, seeks steady po- 
sition in retail store. Address “L., 1416,” 
care J C-K. 








ATTENTION official R.R. watch inspectors 
who can use a reliable, productive, ad- 
mirably experienced inside jewelry sales- 
man. Address “N., 1404,” care J C-K. 


WATCHMAKER, experienced and reliable 
mechanic, seeks steady job in fine retail 
store in Midwest. Address “H., 1397,” 
care J C-K. 








BOOKKEEPER, female, full charge; 15 
years’ diamond ring manufacturers; 
thoroughly experienced all details. Ad- 
dress “B., 1423,” care J C-K. 


PAWNEROKER-manager; 40 years old: 
20 years New York City experience: will 
relocate; wants interesting proposition. 
Address “R., 1460,” care J C-K. 


WATCHMAKER: experienced in large 
volume department, all kinds of watches 
and complicated watches; 30 years’ ex- 
perience : seeks permanent position. Ad- 
dress “Y., 1454,” care J C-K. 











STORE manager: fully qualified, finest 
references; subtle, live wire, asset to 
any growing business, desires good deal 
in progressive area: available January 
1955. Address “‘M., 1417,” care J C-K. 


COUNTERMAN : intensified experience 
selling better diamond jewelry, watches, 
mountings. loose goods; minimum 
weekly salary $150 net: no haggling, 
please. Address “M., 1378,” care J C-K. 








SALESMAN and buyer, past 15 years ex- 
perience, desires position with whole- 
saler or retail jewelry as a salesman- 
buyer and snecial order clerk; best ref- 
erences. Address “R., 1406,” care J C-K. 








JEWELER; 12 years’ experience on plat- 
inum, gold, can do light special orders 
and repairing, some setting, wishes po- 
sition; moderate salary. Address “T., 
1450,” care J C-K. 





EMPLOY the handicapped profitably; 
slight physical defect; experienced jew- 
elry manufacturing; need job for more 
experience ; fast learner, friendly, skilled 
worker ; finest references. Address “P., 
1405,”" care J C-K. 





ASSISTANT to owner reputable neigh- 
borhood store; expert salesman, window 
trimmer; intelligent, friendly, trust- 
worthy ; successful experience cash and 
credit operation. Address “G., 1366,” 
care J C-K. 





ENGRAVER, desires position in high 
grade store or shop; 20 years’ experi- 
ence in doing quality inscription work 
and artistic monograms on gold and 
silverware; A-1 reference; Southeast or 
West. Address “B., 1357,” care J C-K. 





DIAMOND setter and manufacturing 
jeweler, 25 years’ experience in fine 
platinum and gold setting, repairs and 
special order work; age 42, married; 
retail store only. Address “T., 1303,” 
care J C-K. 





BOOKKEEPER-accountant; credits, col- 
lections, correspondence, costs and every 
phase of jewelry business; outstanding 
record with leading concerns: seeking 
responsible position. Address “E., 1315,” 
eare J C-K. 


WATCH material man, 26, marrieq pre 
ently employed New York City ip 
years’ experience, desires change fo 
better opportunity ; Swiss and American 
material, crystal cutting; willing te 
work anywhere; best references, Ad 
dress “H., 1873,” care J C-K, 5 





RELIABLE mounting salesman, coverjn 
Middle West territory with large for 
lowing among manufacturers, whole. 
salers and chains, seeks connection with 
manufacturers’ office in Chicago, Aq. 
dress, Circular 303, Room 1420, Hey. 
worth Building, Chicago 2. 





DIAMOND sorter and/or diamond ring 
man with five years thorough whole. 
sale experience, employed by two lead. 
ing diamond houses, desires change: 
family man; aggressive, alert, capabje: 
7. eee Address “‘S., 1449,” cara 
J C-K. 





SALESMAN; experienced and capable in 
retail selling, desires position in gooq 
store where ability and conscientious 
application are appreciated ; thoroughly 
familiar with all departments of retaj| 
store; no preference on location; wil] 
go to any city. Address, Circular 302 
Room 1420, Heyworth Bldg., Chicago 2 





GENTLEMAN, 54, pleasing personality, 
thoroughly competent of being at home 
in all departments of a high class store 
where service is of the essence; holds 
A. G. S. diploma of registered jeweler: 
resident of New York; would relocate: 
New Jersey preferred. Address “C, 
1448,” care J C-K. 





MANAGER, credit jewelry, seeks position 
with permanent future; thoroughly ex- 
perienced in all phases of credit opera- 
tion; available immediately; prefer 
Northeast, other area if advantageous. 
Address “M., 1115,” care J C-K. 





WATCHMAKER; fast, thorough, compe- 
tent, H.I.A. certificate, retail experi- 
ence, family man; presently employed, 
finest references: age 28; desires per- 
manent employment in Los Angeles 
area. Address “N., 847,” care J C-K. 





STORE manager, completely qualified 
in all phases of jewelry business; 
18 years’ experience; age 39; ex- 
cellent references. Address “A., 


1407,” care J C-K. 





DIAMONDS: young man, 11 years’ ex- 
perience all phases of wholesale dia- 
monds, desires position with diamond 
importers or loose goods house offering 
opportunity with solid future as buyer 
or right hand man. Adress “B., 1473,” 
care J C-K. 





WATCHMAKER, age 48, exceptionally 
skilled : 30 years’ experience in handling 
finest time pieces, plain and complicated 
watch repairs, Watchmaster timing; 
can also manage department: best ref- 
erences: New York area only. Address 
“"T,., 2401,” care. J CK. 





WATCHMAKER, fast, skillful, H.I.A. cer- 
tified Master with years of experience, 
Watchmaster position timing: employed 
in high class store: want quick change 
of climate for wife: answer in detail 
first letter: references. Address “F., 
1435,” care J C-K. 





GRADUATE gemologist production jew- 
eler; seven years’ experience at bench; 
veteran: 32; married ; ambitious ; wishes 
a chance to work in a diamond or fine 
colored stone house: starting salary 
secondary: future. Address “A., 1421,” 
care J C-K. 





AVAILABLE immediately, credit and col- 
lection manager with strong sales and 
promotion ability; seven years man- 
agerial background: business college 
course graduate: married; age 31; pres- 
ently employed in above capacity. Ad- 
dress ““W., 1452,” care J C-K. 





LOS ANGELES; incomparable retail ex- 
nerience, sales building record with top 
New York and California independent 
chain, major department stores: buying, 
promotion, managerial; diamonds, 
watches, jewelry, silverware: recognized 
leader, now employed. Address “N., 
1418,” care J C-K. 








CERTIFIED Master Watchmaker, student 
of gemology, six years’ experience in- 
structing, supervising, watchmaking; 
sober; married; 28 years of age; fu- 
ture objective, jewelry store manage- 
ment or willing to invest; Northeastern 
States preferred; advise as to salary 
and possibilities. Charles D. Airesman, 
Ellerslie, Ind. 


AMBITIOUS young man seeks posi- 
tion as traveling salesman or fac: 
tory representative; 10 years, owner, 
manager jewelry store; age 31; 
married; best references; will re 
locate. Address “P., 1446,” care 
J C-K. 


ANAGER-salesman: gemologist; asso- 
ciate member, A.G.S. desires to change 
position; thorough knowledge of dia- 
monds and all fine lines of jewelry and 
watches: buying, grading, appraising, 
gem testing and identification; special 
order work; window dressing; 28 years’ 
experience; high grade _ establishment 
only. Address “E., 1313,” care J C-K. 











JEWELRY store manager; 25 years’ 
experience all phases credit busi- 
ness with one of largest chains, de- 
sires connection with progressive, 
growing concern or chain; excellent 
aide for overworked executive. Ad- 


dress “M., 1439,” care J C-K. 


MR. CREDIT jeweler: your loss of man- 
agement can be my gain; top flight 
manager-salesman now with large chain 
desires permanent connection with pro- 
gressive firm, experienced in every 
phase; young, neat, personable and a 
“creator” of sales; avoid disappoint- 
ments: I guarantee an increase in your 
sales volume. Address “G., 1412,” care 
J (eis: 


GENTLEMAN, well known for many 
years among manufacturers of jew 
elry and silverware; personal con 
tact with tops using precious metals; 
capable salesman, publicity ; refer. 
ences the best. Address “E., 269, 
care J C-K. 


DIAMOND expert available at $80 per 
40 hour week; prefer New York City 
proximity; a _ healthy, conscientious, 
adaptable gentleman, enjoying amiable 
personality, good appearance and ex- 
cellent reputation; 40 years of worthy 
experience in all branches of diamond 
cutting, jobbing and cash retail. Josep” 
Hunt, 210 W. 16th St., New York City 
11, N. Y. Chelsea 2-7817, from 4 to 6 
P. M. 
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STONE 





FOREMAN, aged 50, wishes position 
in watch or jewelry line; retail or 
wholesale; has had 25 years’ ex- 
perience as foreman with Henry 
Blank & Co., using C, H. Meylan, 
International and Hamilton watches 
of highest quality. Address “C., 
1168,” care J C-K. 








CAN you use a man who has years of ex- 
perience in the jeweiry business; one 
whose vast experience covers every 
phase in the manufacturing of jewelry 
from the raw finding to the finished 
product, one who knows how to mount 
merchandise; can take care of special 
orders, able to bill out orders, and un- 
derstands diamonds by quality, color 
and perfection; wishes connection with 
a wholesaler or manufacturer. Address 
“A,, 1383,” care J C-K. 





AGGRESSIVE, able executive, possesses 
dynamic personality that gets coopera- 
tion and desired results, wants to as- 
sociate himself with a progressive, pro- 
motional organization and work with 
top management; 10 years solid experi- 
ence in field of sales; sales presentations 
and promotions at the retail level ; writes 
strong stimulating copy; Knows radio 
and T. V. visual selling media; present 
salary, $7,500; will negotiate with right 
proposition. Address ‘A., 1462,” care 
J C-K. 





OUTSTANDING manager-salesman; 35; 
possessing unusual combination of ex- 
ecutive ability and superior salesman- 
ship; now have complete supervision 
unit doing $250,000 a year, 19 person- 
nel; full knowledge every phase credit 
jewelry business; including strong sell- 
ing, windows, promotions, newspaper 
and radio advertising, merchandising, 
credits, training of personnel; 17 years 
intensive experience in New York and 
Midwest areas; finest references; will 
relocate; present income $10,000 yearly: 
full resumé on request. Address “B., 
1408,” care J C-K. 








Lines Wanted 








SALESMAN, covering Florida jewelry, 
gift and department stores, wants spe- 
cialty line on commission basis. Ad- 
dress “J., 1414,” care J C-K. 





WEST Coast salesman, desires factory 
line fine jewelry in gold and platinum; 
genuine stones: commission basis. Ad- 
dress “C., 2946,” care J C-K. 





EXPERIENCED jewelry salesman desires 
individual line for one or all New En- 
gland States; available immediately or 
first of year: Massachusetts resident. 
Address “N., 1444,” care J C-K. 





CALIFORNIA salesman with nine years’ 
experience in retail store as salesman 
and manager, desires to travel, prefer- 
ably in Southern California, with suit- 
able line or lines. Address “A., 1382,” 
care J C-K. 





WEST Coast salesman, California resident 
with good retail following wishes to 
represent well established line wedding 
rings, diamond sets, mountings, etc., also 
Feat foots. Address “F., 1362,” care 


NEW ENGLAND salesman with fine repu- 
tation and following, can conveniently 
handle additional line; to present line 
of fine gold and silver jewelry; wants 
established line with reasonable, steady 
volume. Address “V., 1401,’ care J C-K. 





AVAILABLE present, California, Arizona, 


New Mexico, leading watch house rep- 
resentative, former diamonds, silver- 
ware, promotional, 15 years; top ref- 
erences; deal must be $15,000 or bet- 
ter. Address “D., 1321,’ care J C-K. 





ADDITIONAL line wanted ; representative 


in Rocky Mountain region with estab- 
lished accounts in five States needs a 
line of tailored and semi-tailored cos- 
tume jewelry to sell direct to jewelry 
stores, department stores, etc. Address 
“H., 1413,” care J C-K. 





EXPERIENCED salesman, now traveling 


North and South Carolina, Georgia, Ala- 
bama, Mississippi, Louisiana with estab- 
lished diamond ring house, desires mak- 
ing change; interested in costume jew- 
elry or allied line. Address ‘“‘N., 1379,” 
care J C-K. 





MIDWEST manufacturer’s representative 


seeking line to wholesale jewelry and 
premium trade; will sell line exclusively ; 
salary and expenses or draw against 
commissions ; have very good following. 
Address, Circular 305, Room 1420, Hey- 
worth Bldg., Chicago 2. 





SALESMAN, with large following, well 


rated stores in Pennsylvania, Jersey, 
Maryland, Washington, D. C., wants 
manufacturer’s line of ladies gold 
filled and cultured pearl jewelry. 
Address “B., 1463,” care J C-K. 





WANTED; small novelty items; inter- 


ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise: have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K. 





PACIFIC Coast salesman, 20 years’ 


experience, can handle one addi- 
tional line; prefer volume priced 
goods suitable for our established 
clientele of jobbers, chains and 
largest department stores. Address 
“K., 1374,” care J C-K, 





SALESMAN, commanding 25 years 


following among retail and whole- 
sale retail jewelers throughout 


U. S. A. will be available 1955 to 


represent some live, trustworthy 
manufacturer, (large or modest 
firm) who creates fascinating 


items; I travel over 40 weeks yearly 
and find business always good; 
highest personal and financial ref- 
erences; would consider fine de- 
livery merchandise of gold, plati- 
num or mounted pieces from now 
until Christmas. Address “C., 
1465,” care J C-K. 





Side Lines 








CALIFORNIA representative with well 
established retail following desires at- 
tractive ring line, better gold jewelry, 
earrings, etc., as side line; unquestion- 
able references. Address “E., 1361,” 
care J C-K. 





SALESMAN, Georgia resident, desires 
manufacturers’ line to wholesalers in 
South; prefer popular priced costume 
goods, watch attachments, watches, com- 
mission with drawing. Address “E., 
1434,” care T C-K. 

rr 





PACIFIC Coast manufacturers’ represen- 
tative, strong following with costume 
Jewelry and novelty wholesalers; in- 
terested costume jewelry, novelty and 
promotional packaged jewelry. Address 
F., 1441,” care J €-K. 








SALESMAN wanted to carry a line of 


men’s 14K gold jewelry for better stores ; 
commission basis; all territories open. 
Address ‘“‘A., 1356,’ care J C-K. 





SALESMAN, 


having following among 
better department, specialty and jewelry 
stores to carry a fine manufacturer’s 
rhinestone and pearl line; territories 
open, Chicago and vicinity, Middle West, 
Pennsylvania and Texas. Address “A., 
1425,” care J C-K. 





CULTURED pearl 





importer, seeks 
salesmen with other good side line; 
some territories still open; give all 
details, first letter, confidential. Ad- 
dress “A., 1430,” care J C-K. 








SALESMAN; loose goods diamond man 


with established following among re- 
tailers, jobbers and chain stores in the 
Middle West and South, to carry a fine 
line of 14K bridal sets (unmounted) ; 
commission basis; give full particulars. 
Address “B., 1431,” care J C-K. 





SALESMAN, with following of better 


credit and cash retail stores, Middle 
West and Pacific Coast territory ; manu- 
facturer’s line of ladies’ well made 14K 
fancy ring mountings for diamonds; 
commission basis; state experience. Ad- 
dress “P., 1419,” care J C-K. 





Ss 


ALESMAN, with a non-conflicting line, 


to represent a manufacturer of wed- 
ding rings; 10% commission; state ex- 
perience, and the firm and line you now 
carry, also States you travel; a quick 
selling line of very fine quality. Ad- 
dress “Z., 1390,” care J C-K. 





SALESMEN, with established retail 


following to sell popular priced 
diamond rings, plain and engraved 
wedding rings, as a side line; in- 
quiries treated with utmost confi- 
dence. Address “F., 1150,” care 
J C-K, 





2 


ILVERWARE or jewelry salesmen 
wanted, for Pacific West Coast, South- 
western and Southeastern territories ; 
large reliable manufacturer of silver 
plated hollowware is open for repre- 
sentation ; have established trade; draw- 
ing account or straight commission; no 
objection to one side line. Address “A., 
1410,” care J C-K. 





NATIONALLY known manufacturer of 


fast selling 14K charm bracelets 
and dises, at prices to meet all com- 
petition, desires salesmen with large 
following among retail jewelers and 
department stores over various terri- 
tories; give particulars in first letter. 


Address “N., 520,” care J C-K. 





SALESMAN, with established trade in 


the Midwest and Chicago, to whole- 
saler, chains, and large users, wanted 
by manufacturer of a ladies’ mounting 
ring line; we make a diversified line of 
lock sets, princess rings, clusters and 
fancy rings in gold and platinum; we 
have trade throughout; commission 
basis: no objection to non-conflicting 
side line. Apply to, Wax & Skolnik, 
Inc., 62 W. 47th St., New York City. 





SIDE line salesman for world’s finest 


Lemaire and Jason binoculars and 
promotions of same; sold by Amer- 
ica’s largest wholesalers and cata- 
logue houses, also premium dealers ; 
liberal commission; full credit in 
territory; for Denver to Pacific 
Coast; also man for South. Jake 
Levin & Son, 12th & Walnut Bldg., 
Kansas City, Mo. 








Help Wanted 








WANTED: A-1 jeweler, who can repair 


and set stones. Address “V., 1461,” care 


J C-K. 





WANTED, two A-1 watchmakers; ver- 


centage basis only. Address “T., 1460,” 
eare J C-K. 





SALESMEN wanted; sterling hollowware ; 


choice territories open; commission 
basis. Address “P., 1459,” care J C-K. 





JEWELER, with experience on special 


order work and production; answer in 
detail. Address “V., 1388,” care J C-K. 





COMBINATION watchmaker and en- 


graver at once; steady position, good 
salary, and leading store in city. In- 
quire, Lewis Jewelry Co., Gainesville, 
Fla. 





(Continued on page 2256) 
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HELP WANTED—Continued 








SALESMAN-manager, for small credit 
jewelers in New Jersey; located 20 
minutes from New York City; this is 
a wonderful opportunity for the righ 
person. Address “C., 1424,” care J C-K. 





SALESMAN wanted; line of beautiful 
diamond sets, sample line and delivery ; 
smaller towns; may be carried as side 
line; commission. Address “D., 1385,” 
care J C-K. 





WANTED; combination jeweler and as- 
sistant watchmaker; retail store estab- 
lished over 60 years; New York State. 
Address “L., 1250,’’ care J C-K. 





WATCHMAKER, good mechanic, for per- 
manent position in small New England 
town; good working conditions, good 
grade work; state age, experience, sal- 
ary. Address “J., 1398,” care J C-K. 





SALESMAN, experienced, aggressive man 
for retail cash-credit store; good op- 
portunity ; permanent; state salary and 
previous experience. .Klausner, 428 
Knickerbocker Ave., Brooklyn, N. Y. 





EXPERIENCED salesman, post ex- 
changes, foreign representation line 
diamond ring sets; firm listed all re- 
gional offices: commission basis; side 
line satisfactory. Address “B., 1384,” 
care J C-K. 


JEWELER, special order man; steady 
position in Ohio shop; advise salary 
and references in reply, Address 


*A,, 1098,” care J C-K. 


MANUFACTURERS’ representatives call- 
ing on better jewelers, gift shops, and 
department stores to sell a quality line 
of golden-hued flatware, hollowware and 
giftware; several territories open. Ad- 
dress “C., 1386,” care J C-K. 











DIAMOND setter and jewelry repair man, 
good workman, sober; permanent posi- 
tion in fine store; good working condi- 
tions: references; start soon, or Janu- 
ary 1. J. Ralph Tobin & Son, 204 S§S. 
Sixth St., Springfield, I]. 





WATCHMAKER, experienced; five day 
week; ideal working conditions’ in 
Northern Ohio city; permanent job; 
state age, experience, salary expected, 
in first letter. Address “R., 2165,” care 
J C-K. 





SALESMAN: one, New York City and 
vicinity : one, Chicago and West: better 
class ladies’ gold watch case line, both 
plain and diamond set: following among 
importers and jobbers New York City 
and vicinity. Avon Watch Case Co., 
168 Miller Ave., Brooklyn, N. Y. 





JEWELER, with 15 or 20 years’ experi- 
ence, a fine mechanic possessing busi- 
ness ability, one capable of leadership ; 
a fine opportunity for a capable man: 
state experience, married or single and 
where in the past employed. Address 
“B., 1389,” care J C-K. 





RING salesmen for our well known better 
emblem rings, stone rings, and mount- 
ings for East, Midwest and West Coast; 
non-conflicting side line not objection- 
able: replies confidential. Goodman & 
Co., 42 W. Washington St., Indianapolis 
4, Ind. 





WANTED; salesmen, experienced, ag- 
gressive, good personality and ap- 
pearance, for the month of Decem- 
ber, in retail jewelry store, in Col- 
umbia, S. C. Address “C., 1432,” 
eare J C-K. 


SALESMAN wanted; outstanding op- 
portunity for man of proven sales 
ability to handle nationally famous 
Keepsake Diamond Ring line; only 
men with successful background of 
selling experience in jewelry field 
need apply. Write or wire, A. H. 
Pond Co., Inc., 120 E. Washington 
St., Syracuse, N. Y. 








SALESMAN, to cover Midwestern States, 
well established territory with special- 
ized line of import and costume jewelry ; 
some experience and following neces- 
sary to call on jewelry and department 
stores ; commission basis. Reply, Circu- 
lar 304, Room 1420, Heyworth Bldg., 
Chicago 2. 





SALES representatives wanted; all terri- 
tories; covering silverware departments 
and/or gift shops for top imported stain- 
less flatware; excellent as additional 
line; 10% commission; protected terri- 
tory ; please indicate exact area covered 
and lines handled. Leonard Rodier Co., 
336 W. 71st St., New York 23, N. Y. 


WATCHMAKER, who likes the advant- 
ages of the small city, wanted; active 
County seat in State of Indiana; indus- 
try and farming; city population 21,- 
000, County drawing, 45,000; pleasant 
working conditions: very clean store; 
please state experience, qualifications, 
etc. Address ‘“J., 1438,” care J C-K. 








MIDWEST representative for nation- 
ally known watch concern; must 
have Chicago office with Al follow- 
ing and be well known in territory; 
correspondence confidential. Write, 
Lucien Piccard Watches, Inc., 37 
W. 47th St., New York, N. Y. 


JEWELRY watch case foreman _ for 
ladies’ gold 14K watch case factory 
located New York City; exceptional op- 
portunity for right man; must be capa- 
ble of taking complete charge: give full 
particulars first letter; our employees 
know of this ad; replies held con- 
‘ce Address “M., 1403,” care 
J C-K. 


SILVERWARE salesman with strong 
following in better gift shops, 
jewelry and department stores, to 
represent nationally known plated 
hollowware manufacturer for Okla- 
homa, Arkansas, Texas and Louisi- 


ana, Address “J., 1376,” care J C-K. 


BUYER, fine jewelry, watches, dia- 
monds and silverware for large Mid- 
west department store; write giving 
full details, age, education, experi- 
ence and salary requirements; ap- 
plication held in strict confidence. 
Address “F., 1370,” care J C-K. 


DIAMOND ring salesman to represent 
us over our established territory in 
the Eastern part of the South; won- 
derful opportunity for the right 
man, who must be well known and 
have his own following. H. Ham- 
burger Co., Inc., 22 W. 48th St., 
New York 36, N. Y. 


EXPERIENCED watchmaker, prefer El- 
gin trained man; must be able to do 
light jewelry work and diamond set- 
ting; neat and pleasant personality; 
only quality work acceptable; ideal 
working conditions; shop _ air-condi- 
tioned: salary in keeping with ability: 
one of Florida’s most progressive cities : 
complete information first letter. Moon’s, 
Registered Jewelers, American Gem 
Society, Tallahassee, Fla. 


OPPORTUNITY unlimited for top bracket 
salesmen with established following in 
West Coast, Southwest or Southeast 
territories, to represent 56 year old, 
reputable diamond ring manufacturer 
with the most complete and promotional 
ring lines in America; for important 
details see pages 40 and 41. K. Polis- 
hook & Son Corp., 216 E. 45th St., New 
York“ I, W.. XY. 


WANTED, experienced watchmaker to 
work and eventually take over busi- 
ness modern retail jewelry store 
Newport, R. I.; all new fixtures and 
equipment; this is a two-man and 
one clerk business and can be ex- 
panded; only expert and high cal- 
ibre men apply; replies confiden- 
tial; established 45 years. Address 
“G.. 1395,” care J C-K, 



































SILVERWARE salesman, with 5 
following in better gift yt 
jewelry and department stores, to 
represent nationally known plated 
hollowware manufacturer for Vir. 
ginia, West Virginia, Carolinas 
Georgia, Florida and Alabama, Ad. 
dress “H., 1375,” care J C-K, 





SALESMAN, Southwest territory, for a 
fine line of popular priced sterling silver 
hollowware; we have many established 
accounts in the area and are seeking q 
salesman who is currently making this 
territory at least three to four times a 
year; no objection to carrying a non. 
competing line; commission basis; this 
is an opportunity for a wide-awake 
eo a Address “G., 1436,” care 
* son. 


SALESMAN; West Coast territory, for 
line of popular sterling silver hollow. 
ware; we have many active customers 
in this area among jewelers and de. 
partment stores and can offer a sales. 
man a good opportunity for substantia] 
earnings; we want a man who knows 
the buyers and personally travels the 
territory periodically; no objection to 
carrying a non-competing allied line: 
commission basis. Address “H., 1437." 
care J C-K. ; 











OLD established diamond ring house 
that has ready acceptance, has sey. 
eral territories open, South, Middle 
West and New England; no aspir. 
ants; very liberal drawing account 
against commissions; liberal com. 
missions; our men know of this ad; 
all information kept in strict con- 
fidence. Address “M., 1455,” care 
J C-K. 


WATCHMAKER; must be first class 
mechanic, years of experience, and 
capable of working on watches of 
the higher order including chrono- 
graphs; permanent position, good 
working conditions in prestige store 
in business for 48 years; good com- 
munity of 35,000; will arrange for 
personal interview. M. Meyer, 
Jeweler, Marion, Ind, 


SALESMEN wanted to represent out- 
standing diamond ring manufac- 
turer, selling to the better credit 
stores and quality cash jewelers; 
diamond experience preferred; ex- 
perience selling kindred jewelry 
lines acceptable; territory Middle 
West; representative must reside in 
territory; if you qualify write con- 
fidentially, giving full details, Ad- 
dress “D., 1359,” care J C-K. 


JEWELRY salesman; excellent oppor- 
tunity for above average retail 
salesman to join large credit jeweler 
with two stores; must have thor- 
ough knowledge of retail credit 
jewelry business; salary $6,000 
year start with good chance for ad- 
vancement; will pay transportation 











for personal interview; applica- 
tions held strictly confidential. 
Dales Jewelers, P.O. Box 1371, 


Shreveport, La. 


SUCCESSFUL chain wants managers 
for large new stores to be opened 
in the South; besides top salary 
draw, 25% common stock interest 
will be issued to the manager, to 
be paid for out of his share of the 
store earnings; only men who un- 
derstand every phase of credit jew- 
elry operation and have record of 
successful large store management 
will be considered; all replies held 
in strict confidence; our present 
managers know of this ad. Address 
“H., 1737,” care J C-K. 
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DIAMONP ring salesman; due to the 
desire of our vice-president to cur- 
tail his traveling and the flexibility 
of our own sales force, we invite 
inquiry from qualified applicants 
having a proven record of earnings 
in any but the Eastern territory; 
this is an opportunity for a capable 
diamond ring salesman to affiliate 
himself with a reputable firm of 
long standing; write full particu- 
lars; all correspondence held in 
confidence if desired. Untermeyer, 
Robbins & Co., 136 W. 52nd St., 
New York City. 





JUST opened two new credit jewelry 
stores in top locations in Atlanta, 
Georgia; need man to help super- 
vise both stores on a salary plus 
percentage basis; you must excel 
in promotional and _ advertising 
ideas, know every phase of chain 
store credit jewelry operation in- 
cluding merchandising, inventory 
control, buying, displays and_per- 
sonnel co-ordination; this oppor- 
tunity is excellent for person who 
doesn’t mind hard work and willing 
to start with reasonable salary 
until we open more stores; all re- 
plies held in strict confidence, Ad- 
dress “R., 1447,” care J C-K. 


For Sale 


Stores, Stocks and Businesses 











DIE shop for making watch crystal dies, 
established seven years; located in 
Brooklyn, N. Y. Address “F., 1394,” 
care J C-K. 





JEWELRY store for sale, in downtown 
Newark, N. J.; selling due to ill health; 
no reasonable offer refused. Address 
“N., 1470,” care J C-K. 





UNUSUAL opportunity to purchase lead- 
ing jewelry store in prosperous Long 
Island town; ill health forces sale; 
good, clean stock; full price, $15,000. 
Address “E., 1469,” care J C-K. 





SMALL jewelry store in fast growing 
Southern California City; established 
over 30 years in good location; $3,500; 
can reduce inventory to suit buyer. Ad- 
dress “K., 1399,” care J C-K. 





JEWELRY and gift shop combined in 
Tampa, Florida, cash and credit: fine, 
clean stock; enjoying A-1 reputation; 
very good repair business; excellent 
location; all major lines. Address a 9 
1409,” care J C-K. 





JEW ELRY store; fine location, excellent 
drawing area, in Arizona; have leading 
merchandise franchises including three 
major sterling lines; excellent repair 
department ; going business; cash only. 
Address “‘A., 1472,” care J C-K. ; 





CREDIT jewelry, established 25 years, 
this location 20 years: Zross sales aver- 
age $110,000; store willed to us one 
year ago; a money-maker for experi- 
enced operator. For complete informa- 
tion address, Box 747, Butte, Mont. 

Pn a ra 





FOR SALE; modern cash jewelry store, 
excellent location; fine stock and fix- 
tures; established over 50 years; can 
be bought right; reason for selling, im- 
paired health; city of about 40,000, in 
Ohio. Address “J.; 2436,” care J C-K. 





RARE opportunity; leading fine jewel- 
ry store, best location, Missouri 
town 15,000; leading lines, watches 
diamonds, sterling, china, glass- 
ware; modern, air-conditioned ; good 
volume; long lease. Address “N., 
1458,” care J C-K. 











TWENTY-EIGHT year established jewel- 
ry store, heart of New York; good re- 
pairing; five-year lease; owner wishes 
to retire; asking $10,000 complete with 
stock. N. Bass, 74 W. 37th St., New 
York. Tel. Ch 4-1196. 


JEWELRY store, established 40 years, 
in fastest growing town of 8,0v0 in 
Southwest; inventory of merchandise 
and fixtures, $26,000; clean stock; top 
lines; best location, on Highways 70 
and 80; reason, retiring. Address “D., 
1466,” care J C-K, 








JEWELRY store, with substantial watch 
repair business, on, near West Side of 
Chicago for over 60 years, for sale, due 
to retirement of owner; excellent for 
credit business. Contact attorney, C. K. 
oust 77 W. Washington St., Randolph 
6-7727. 


EXCEPTIONAL opportunity; a modern 
air-conditioned, centrally located credit 
jewelry store, in large Western New 
York city, established 40 years, enjoy- 
ing a fine volume of business; illness 
forces owner to sell; all replies con- 
fidential. Address “L., 1377,” care 
é C-K. 


FORTY-FOUR year old established jewel- 
ry store, 100% corner location, landmark 
street, curb clock in front of store; all 
major jewelry. lines and small appli- 
ances; clean stock, good lease and rea- 
sonable rental to reliable tenant; in- 
ventory flexible. Greenberg’s, 218 S. 
52nd St., Philadelphia 39, Pa. 











OLD established business California, good 
location, by first run picture theatre, 
banks, markets, etc., parking; fine 
equipment, fixtures, shops, etce.; good 
for manufacturing jeweler and watch- 
maker; $12,000 value, $5,500 takes all; 
reason selling, moved out of city. Ad- 
dress “G., 1371,” care J C-K. 


MODERN, exceptionally beautiful, air- 
conditioned store in small growing in- 
dustrial town in Connecticut; 100% lo- 
cation, long lease, top franchises; ex- 
cellent business, mainly cash; buy with 
or without stock ; $10,000 without stock ; 
will consider trade with A-1 store in 
Arizona. Address “G., 951,” care J C-K. 








DUE to death; successful jewelry and 
gift shop, Fort Atkinson, Wisconsin, 
established 20 years, top location, long 
lease; approximately $25,000 business 
per year; best lines jewelry, diamonds, 
watches, glassware and chinaware; 
stock, fixtures and good will run ap- 
proximately $20,000. Address “B., 1380,” 
eare J C-K. 





HIGH grade jewelry store, modern, very 
clean stock, store established 23 years, 
100% location, can give long term lease ; 
fine line china, crystal and jewelry, 
watches, silverware, diamonds, etc. ; 
owner at retirement age; _ location 
Northeastern Ohio, town 15,000; most 
highly industrial town in Ohio per 
capita ; $45,000 stock, fixtures, accounts ; 
terms cash; no brokers. Address “‘J., 
1248,” care J C-K. 





FINEST pawn shop location in Charlotte, 
North Carolina: pawn shop in this loca- 
tion for over 20 years; ideal opportu- 
nity for pawnshop owner wanting 
another outlet: store completely re- 
decorated with all new fixtures within 
the past year; store 25 x 100, with 
large storage upstairs; long lease with 
option for additional period : completely 
stocked with clean, desirable merchan- 
dise: owners willing to considér fair 
proposition because of other interests. 
Address “E., 1393,” care J C-K. 


For Sale 


Tools, Equipments 











USED tools, benches, lathes, cleaning ma- 
chines, staking tools, etc. R. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif. 





TOOLS, equipments, complete new plat- 
ing plant, gold, silver, nickel, copper, 
hundreds buffs, scratch brushes, sup- 
plies, three new Green rectificers, buff- 
ers, vats, $3,000: write details. Moses 
George Jewelry, Thibodaux, La. 














Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 


GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 


SEE page 229, Thomas J. Faussett, 
Auctioneer, 521 Fleming St., Howell, 
Mich. 


MANUFACTURERS’ representative de- 
sires to represent an American firm to 
buy and sell higher priced diamonds and 
jewelry in the foreign markets. Address 
“B., 1422,” care J C-K. 


M. C. MAXWELL, exclusive jewelers’ 
auctioneer; guaranteed profits; all 
correspondence strictly confidential, 
101 South Raleigh Ave., Atlantic 
City, N. J. Phone 4-7231. 


MANUFACTURER, many years in busi- 
ness, of a very fine line of jewelry, 
doing a good business, is looking for a 
capable man as a partner; will take 
from $50,000 up, as a down payment; 
will sell outright if desired: give in- 
formation in detail in first letter. Ad- 
dress “J., 1391,” care J C-K. 


AUCTIONEER;; 8 successful sales con- 
ducted in 1953; firm names fur- 
nished on request; all correspon- 
dence strictly confidential, Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 


SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone Rector 2-5928. 


























CASH for your store, regardless of 
amount; if you really want to sell 
now and get the highest dollar write, 
wire or phone R. A. Zanone & Co., 
81 Madison Bldg., Suite 701-2-3, 
Memphis, Tenn. Phone 5-0660. 


AUCTION sales conducted in a dignified 
manner or the new method action sale; 
no license or restrictions in conducting 
action sales; 30 years’ experience; full 
particulars on request; an outstanding 
Pacific Coast organization t@ serve you. 
Wire or write, S. Amster & Associates, 
512% So. Main St., Los Angeles, Calif. 


COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 
mont St., Boston, Mass. 











WANT to sell out, raise cash, reduce 
stock, ete.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 420 Madi- 
son Ave., New York. Telephones 
PLaza 8-2110-2111. 


(Continued on page 228) 
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BUSINESS OPPORTUNITIES—Cont. 








WILL pay cash to any established 
jeweler, dollar for dollar, for stock 
and fixtures, or will conduct auc- 
tion sale for you and finance any 
necessary funds needed for a suc- 
cessful sale; our long record in con- 
ducting auction sales is well-known 
in the trade. Louis Colmes, 637 
Seranton Ave., Lynbrook, N. Y. 
Tel.: Lynbrook 3-8044. 





AUCTIONEER, V. C. Kelley; Mr. 
Jeweler, do you want results, such 
as this; just closed out one of De- 
troit’s oldest leading jewelers; re- 
sults $105,000, close-out to the bare 
walls, including lease and fixtures; 
I pledge you top dollar for your 
stock. Write or wire, V. C. Kelley, 
7322 N. Ridge Ave., Chicago 45, 
Ill. 





IMMEDIATE cash for’ diamonds, 
watches (new or used), antique 
pieces, or anything of value; plati- 
num and old gold at market prices, 
sterling silver, new or used; we have 
unlimited cash for this purpose; 
write, wire or call at our expense; 
references: Jewelers Board of 
Trade; shipments held for your ap- 
proval of payment; since 1919. 
Harry Elkins & Co., 59 E. Madison 
St., Chicago 3, Ill. Randolph 6-7390. 





I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and 
enjoy a good reputation; I will take 
stock over as a going, or going-out- 
of business; not interested in any 
credit stores; have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 
48 W. 48th Street, Room 1309, New 
York, N. Y. 





DO you need cash; examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection. Wire, 
write or telephone, Manny Silver- 
man, of Silverman Sales _ Enter- 
prises, 680 Fifth Ave., New York 
19, N. Y. Telephone PL. 7-4693; 
See page 115 for additional details, 


Wanted to Purchase 








WE buy closeouts in costume jewelry, 


factory, jobbers or stores. Lynch’s, 119 
N. Virginia St., Reno, Nevada. 


CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





INDIVIDUAL interested in buying old 
established jewelry store with good 
reputation, excellent location and han- 
dling all lines; prefer medium size 
town in East, South or Middle West; 
to take over in January: cash proposi- 
tion; replies strictly confidential. Ad- 
dress “G., 1365,” care J C-K. 





CASH for watches, movements, solid gold 


cases, watchmakers’ lathes, motors, 
cleaning machines, timing machines, 
staking tools, etc. T. D. Sweazey, 2320 
Milwaukee Ave., Chicago 47, IIl. 





STERLING silver flatwear and standard 


brand watches; immediate payment or 
estimate by return mail; references 
Jewelers Board of Trade or Dun & 
Bradstreet. London Watch Co., 540 5th 
Ave., New York 36, N. Y. 





WANTED; interested in ~ buying cash 


jewelry store (not repair shop) with es- 
tablished reputation; will pay highest 
possible price; prefer Northeastern 
United States; replies confidential. Ad- 
dress “E., 599,” care J C-K. 





STERLING silver flatware, any quan- 


tity, any pattern, any brand; also, 
all standard brand watches, surplus 
diamonds and diamond _ jewelry; 
eashier’s check by return mail or 
estimate; references: Houston Na- 
tional Bank or any mercantile 
agency. Jack Greene, 405 Main St., 
Houston, Texas. 





$$$ WE pay cash for watches, dia- 


monds, silverware, rings and small 
appliances, any quantity, excess 
stocks, or complete stocks; also 
scrap gold, silver and platinum; 
check by return mail. References: 
Dun & Bradstreet Inc., Houston 
National Bank. Leo Frank Jewelry 
Co., 607-8-9 Chronicle Bldg., Hous- 


ton, Texas. ‘ 





WATCHES and diamonds wanted; any 


quantity; all brands; highest cash 
prices paid; we also buy surplus 
jewelry, rings and diamond jewelry, 
diamond rings, etc.; correspondence 
invited; references: The Houston 
National Bank of Houston, Texas 
or Dun & Bradstreet, Inc. Diamond 
Jewelry Co., 2nd Floor Melrose 
Bldg., Houston 2, Texas, 





WE pay cash; send us your surplus 


jewelry stock; we will pay the 
highest possible cash dollar for dia- 
monds, watches, silverware, scrap 
gold, or any other jewelry; acknowl- 
edgment of your shipment same 
day by phone; our check to you 
within 24 hours. R, A. Zanone Co., 
81 Madison Bldg., Suite 701-2-3, 
Memphis, Tenn. References: Union 
Planters Bank, Memphis, Tenn. 





CASH in; send us your watch move- 


ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National 
Bank of Commerce, Memphis, 
Tenn.; Jewelers’ Board of Trade, 
Dun & Bradstreet. Weinman’s, 
Dept. K., 108 Beale Ave., Memphis, 
Tenn. 


Watch Work, etc., for 
the Trade 








ONE week’s service; one year guaranty; 


expert watch repairing, accurate Watch- 
master timing; reasonable prices. Fred 
Lowey, 48 W. 48th St., New York 36, 
NX 








CHRONOGRAPHS cleaned, $6.50, postage 


prepaid; competitive prices on all re- 
pairs on request; Watchmaster timed: 
week service: year guarantee. Time 
Craftsmen, 6643 Oakland St., Phila- 
delphia 49, Pa. 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; 4a)j 
watches timed by the Watchmaster: 
guaranteed service. I. Altay, 22 W, 4gtp 
St., New York 19, N. Y. 





SPECIALIST in fine watch repairing: 
fast service; watches _ electronically 
timed ; work guaranteed ; insured shop 
large capacity. Sidney S. Ross, 227.03 
Merrick Blvd., Laurelton 13, N. Y, 


COMPLICATED and plain watch repair. 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week's ger. 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 








BOSTON, Mass.; expert and guaranteed 
watch repairing ; Watchmaster tested: 
prompt service; prices on request; mai] 
orders invited. David Migdal & (Co, 
109-B Summer St., Tel. Hu 2-9547, 





HIGHEST grade watch repairer going 
into own business wishes a few good 
accounts; 30 years fully experienced in 
every phase of watch repairing ; special- 
ist in handling finest time pieces and 
complicated repairs; Watchmaster tim- 
ing; reasonable rates but not attempt- 
ing competition with cheap repairers; 
best references. Bernard Rothenberg, 
3139 Coney Island Ave., Brooklyn 35, 
N. Y. Ni 8-8227. 

MODERN watch repair service ; humidity 
controlled, dust free shop; staff of 
highly qualified experienced repairmen; 
work electronically timed and adjusted; 
automatic and chronograph watches our 
specialty; waterproof watches sealed 
in condensation free air; 5-day service; 
work fully guaranteed for one year, 
Ed Falkenhayn, 6266 N. Leona Ave, 
Chicago 30, Ill. 


TWENTY-FIVE years’ experience in 
fine watch repairing, chronographs, 
all complicated watches; free case 
polishing; Watchmaster assures ac- 
curate timing; work guaranteed; 
speedy service price list upon re- 
quest. H. Spielman Co., 9 Maiden 
Lane, New York 38, N. Y. 








Special Order Work and 
Repairs for the Trade 








PHOTOGRAPHY on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., P. O. Box 6, 
Brightmoor Station, Detroit 23, Mich. 


STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge and fraternal emblems 
encrusted; coats of arms; special 
jobs invited. Harry Braunfeld, 108 
Fulton St., New York City. 


To Let 








FROM one to five benches for rent, 
or without casting outfit. Harry 
burn, 40 W. 48th St., New York 
Plaza 7-1542. te 

DIAMOND dealer, has a small, light airy 
office to sublet; desk or bench space; 
rent, very reasonable. <A. Lublin, 8 
Nassau St., New York. Wo 2-3891. 

JEWELRY factory, substantial size, de- 
sirable uptown building, reasonable 
rent; equipped for casting, stamping, 
production and tdol room; unusual op- 
portunity. Address “New York 1457, 
care J C-K. 


Miscellaneous 








WATCHMAKERS’ JOURNAL; contains 
valuable information for watchmakers 
and students; $1 year; sample copy 
20¢. Dean Co., 7% N. Atlantic Ave. 
Daytona Beach, Fla. 
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On "Doing" 


Bernard Baruch once said something to the effect that 
reformers fall into two classes; those who want reforms 
to be made overnight and those who do nothing. 

Now certainly we are in need of a reformation which 
will reduce the present rash of price cutting within and 
outside our industry. Yet in spite of the hue and cry 
and the tremendous amount of study and publicity on 
the subject, there has not appeared before us, any prac- 
tical suggestion for one particular move which would 
correct the condition. 


It seems to be more and more apparent that many 
individual corrective actions must be made, over a pe- 
riod of time by retailers, wholesalers and manufacturers 
before the evil can be reduced. Some of these moves are 
currently being made by sincere members of our in- 
dustry. It is not a lost cause by any means. 

This led us to thinking of an unusual opportunity 
which the Christmas season presents for our retail trade 
to combat trade diversion forces. Certainly, this season, 
over all others, presents the opportunity to demonstrate 
the many pleasant and practical advantages for con- 
sumers, in dealing with the “legitimate” retailer. For 
this is the gift season. 

Let us demonstrate. A man, during the first part of 
the year suddenly becomes conscious of the fact that his 
cuff links are shabby—or outmoded. 


He thereupon usually buys a pair for himself in what- 
ever store his mood suggests. If he is in a haberdashers, 
he may buy them there. If he notices a cheap pair in a 
department or drug store, he may buy them there. If 
he wants to shop for a “bargain,” he may even go to a 
discount house. For he has only to please himself and 
he might consider it a selfish extravagance to buy a good 
pair in a jewelry store. 

Now, let us assume that the same man notices the in- 
adequacy of his present cuff links during the last six 
months of the year. This same deficiency may have 
previously been recognized by a friend of a member 
of his family and been seized upon as a likely clue for 
a Christmas gift. Perhaps he himself (recognizing he is 
“hard to give to”) has “dropped a hint” as to his need. 

Under those conditions, the jeweler has an inside 
track on the sale of those cuff links, for they have now 
become a gift—and the local jewelry store is the quality 
gift store of the community. Immediately the jeweler’s 
services in connection with those cuff links become ob- 
viously important. His advice on style and value—his 
guarantee of serviceability—his name on the box—his 
gift wrappings—his engraving service—his exchange 
privileges or his credit facilities—all these suggest his 


Ahad Jn Baeclurion s+. 


store as the place to make that purchase. For these 
cuff links are now to be a gift. 

The same factor, the conversion of commodities into 
gifts by the magic of Christmas, applies to every other 
item in the jewelry store. 

It is a factor favoring the sincere merchant. It is an 
opportunity to demonstrate his singular services which 
add much to the gift value and enjoyment of the article. 
It is an opportunity to fight the trade diversionists and 
price-cutters at a time and under conditions which favor 
the jeweler. 

It is an opportunity for year ‘round continued patron- 
age if you advertise, demonstrate AND DELIVER those 


services. 


Hard Work Ahead for Tax Committee (7?) 


“Budget Chief Expects Deficit of 4.7 Billions.” 

That was the headline in the New York World-Tele- 
gram of October 20 which was followed by the subhead 
“Hughes Sees Tax Cuts Partly Responsible.” Hughes is 
Rowland R. Hughes, Director of the Budget, who re- 
vealed the figures and his opinions, in a talk that day. 
He said that one of the major reasons for the larger 
than expected deficit was Congress’ reduction of excise 
taxes beyond the amount recommended by the Admin- 
istration. 

Such news, bids no good for our industry, still bur- 
dened with a 10 per cent excise tax. 

It means that the Jewelry Industry Tax Committee has 
a big job cut out for itself. 

It must, when the Government starts looking around 
for revenue, be alert to protecting us from any loss of 
this year’s gain; the reduction of the tax from 20 per 
cent to 10 per cent. At the same time it must be active 
in its efforts to assure our industry of full participation, 
should the Congress consider (as has been rumored it 
might) a reduction of the 10 per cent tax to 5 per cent. 

The bracketed question mark in the heading on this 
piece refers to the fact that conditions dictate that there 
should be hard work ahead for the tax committee BUT, 
that if it doesn’t get more money it will not be able to 
work, 

For, bad as it is to contemplate, while our industry 
faces legislative battles, our tax committee is being suf- 
focated by a lack of funds. Actually, the danger exists 
that by January, just when the President submits his 
budget to Congress, your tax committee will be without 
the wherewithal to fight for our industry. 

We have a good tax committee.-It has sound plans 
for procedure. It needs money. 

When you are asked to give your share, give it fully— 
as an intelligent investment by a good businessman. 
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advertising” 
pays off for you 


Your best prospects for silverware 
gifts will soon be urged to 
‘‘Look for this 1847 Rogers Bros. 
display at your favorite store.” 


A full page in Ladies’ Home Journal 


i847 R IGE 







a is27) 














will spotlight this display, send traffic 
straight to you. It turns “1847” na- 
tional advertising into strong local sell- 


(Dec.) plus announcements on “My 4 
Favorite Husband” (Dec. 4 and 11) | 


ing in your window, on your counter. 

Tie in with the most direct adver- 
tising-to-customer-to-you campaign 
this season! Get your “1847” adver- 
tised display out front — now! Free of 
extra cost, with order for 52-piece sets. 











e 
c L cwelier 
than ever. 
the family s iver 


Both displays may be obtained quickly through 
your “1847” representative, your approved “1847” 
Wholesale distributor or direct from Advertising De- 
partment, The International Silver Co., Meriden,Conn. 





































2CERS. BR Os. 





This luxurious permanent unit with 
built-in light, does the same kind of 
direct tie-in job for you! Compact 
lighting makes it a natural for night 
display. 

Lower platform provides place for 
showing patterns or fancy pieces. 
(Or, you may prefer to use it for 
combination displays of gift watches 
or jewelry.) Comes with two seasonal 
corsage decorations. Only $15.00 











1847 ROGERS BROS. 


The top-demand line with a top-profit margin 








A product of The International Silver Company 


with a gift of treasured 


That’s what this appealing FULL-PAGE, FULL-COLOR 
Christmas ad will be saying in your customers’ 6 fa- 


vorite magazines and eee 


5 OUT OF 6 ON BEST-READ COVERS! 


Life—Nov. 29—Inside Front Cover Household—Dec. Back Cover 
Ladies’ Home Journal—Dec. Back Cover Redbook—Dec. Back Cover 
Woman's Home Companion—Dec. Back C. American—Dec. 


This page sells not only dinner services but extra gift 


pieces. Call your franchised Community wholesaler 
MEMBER 


today and be ready with a complete gift display 


of Community* . . . the finest silverplate. 


*rRADEMARKS OF ONEIDA LTD., ONEIDA, N.Y. COPYRIGHT 1954. ONELOA LTD, 





